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Silverware 


in lhe Land of Plenty 


A Statement by The International Silver Company 


pater BEFORE has America been so much the 
“land of plenty.”’ Never before have there been 
more jobs, more spendable income, more marriages, 
more babies—more new homes (by the millions). 


The potential market for silver today is so much 
bigger and so much richer than it has ever been be- 
fore that silverware volume can’t help but show 
substantial growth in the months and years ahead. 

Active and aggressive retailers will share in this 
growth and we hope you will be one of them. 


international has faith in 
the future of silver 


Here is some concrete evidence of this faith: 


~~ 


A new 7 million dollar General Office Building 
and holloware manufacturing plant under con- 
struction and due to be completed this fall. 


The continuation of a strong national advertis- 
ing program which started last year with 52 pages 
in Life. This campaign covers the market from top 
to bottom and from coast to coast. More national 
advertising by far than any other silver company 
...in fact a campaign which ranks high in com- 
parison to other top consumer products. 


An investment of thousands of dollars in prod- 
uct research and development to meet future mar- 
ket needs, to offer greater consumer values and new 
opportunities for profit to dealers. 


Merchandising plans for fall 


International goes into this fall with the strongest 
combination of advertising and promotional plans 
in the history of the silver business. You can make 
greater profits than ever before on these merchan- 
dising plans devised for the jeweler: 


e@ A plan for International Sterling flatware that 
will make every woman in your town a prospect 
and with strong “reason to buy” inducement. 


A special offer in International Sterling hollo- 
ware which provides greater opportunity than 
the record breaking Prelude tea set offer of 1956. 


A dynamic new pattern in Holmes & Edwards 
Deep Silver in tune with today’s style trend. 


In 1847 Rogers Bros., the best known name in 
silverplate, a Fall Silver Sale with a big $30.00 
consumer saving, and strong national advertis- 
ing support. 


Outstanding values in silverplated holloware, 
which is now showing the fastest growth in sil- 
ver history. 


® Special merchandising plans galore in promo- 
tional flatware. New “consumer appeal” pieces 
in stainless holloware. 


Your International Silver Company and Approved Wholesale Dis- 
tributor Representatives will give you full details. Announcements will come 
to you by mail. We cordially invite you to visit the International display in 
the Sert Room—Waldorf-Astoria ANRJA Convention—August 11 to 15. 


The International Silver Company 


Meriden, Connecticut - Silver City of the World 











and she 


shou d WCal 


Minhas 
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Diamonps of unmatched pride and beauty that will 


distinguish the wearer now and forever are available 


del ‘ing 10 ct. Mar- : “11; ; 
og sat tino, Ae pag : at all times from William Levine Company. 


id bracelet, 30 ct. diamond | ; 
~ ae 75 ct. cs oak At your request, a selection from the world’s most 


fings. All available on memo. 





beautiful diamonds, assembled by one of America’s 
leading importers and cutters of fancy diamonds, 


will be sent to you on memo. 
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William levine Com pany 
importers and Cutters of Fine Diamonds 


29 E. Madison St., Chicago 2, Illinois Phone CEntral 6 3700 el 
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THE JEWELERS’ CIRCULAR-KEYSTONE 


“The Jewelry Industry Is in Motion,” says 
our cover. This is a big statement ana 
a true one. The industry is approaching 
what will certainly be its greatest 
holiday season with new unity . . . with new 
drive . . . and with a new code of ethics 
to guide and benefit buyers and sellers. 
An article on page 104 discusses this 
upsurge of vitality, and three features on 
following pages explain various aspects 


of the jewelry industry's forward look 
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How to turn curiosity into a diamond ring 


Ever wish you had a diamond ring sale for every cus- 
tomer who comes into your store to price something in 
the window? Wishing won't make it so. What you need 
is a perfect excuse for continuing the conversation and 
eventually leading up to the sale of a diamond ring. 
Where to find it? In Formula D-I, the dynamic new 
merchandising plan that leads you step-by-step, word- 


by-word from the introduction to the sale. Jewelers 


SEE US AT THE AMERICAN NATIONAL R. J. 


A DIVISION OF AXEL BROS. INC., 134-20 JAMAICA AVE.., 
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A. CONVENTION, WALDORF-ASTORIA. AUGUST 11-15, 


throughout the country tell us that they’ve tried every- 
thing and Formula D-I is the only method they’ve found 
that produces diamond sales 365 days a year. If you'd 
like to hear more about Formula D-I, just write for an 


appointment with our merchandising representative. 


COLUMBIA 


TRU-FIT DIAMOND RINGS 


ROOMS 693-695. 


JAMAICA 18, N.Y. 
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That’s because ‘Linde’ is the jewel that sells itself through 


its own exciting beauty. Every day, more and more 
women (and men) discover that ‘Linde’ Stars 





have the brilliance of fabulous gems — at a price 


% é 
within easy reach. So when you design LIN DE STrAhR 


jewelry for the fashion-conscious — whether 
rings, bracelets, necklaces, earrings or cuff links 
— remember that a ‘Linde’ Star shown 


is a ‘Linde’ Star sold! 


MADE BY | CORPORATION 
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JEWELERS EVERYWHERE AGREE... there's no ring lock like... 


BE 
erfect_u0¢ 


Pat. Pedi 
with the wonderful 


ew — 
Action! I 





Th k 4 th 19 * — . 
ed thy Boe " & Flips like a book page! 
fits into a slot 
in the engage- 


Civil ond * Disappears completely! 
ae *. Entirely die-struck! 

* Built for endurance! 

* Defies damage! 


There’s no more convincing proof of the superiority of a product * No twisting! 
than the endorsement of those who sell it. And the reports from 
jewelers everywhere indicate that here, without a shadow of a - No prying! 
doubt, is the ring lock that truly solves all ring lock problems. 
K & B superiority of manufacture and strict adherence to higher 
standards of quality inevitably results in increased diamond 
sales for those who depend on K & B products. 


FREE Mat Service 2 .%,'*: 21928 274 mos aE SOM y, ff 
comprehensive collections of BH oe GEN Vedas Jtp.}i We 
diamond ads ever assembled. s Be ee, Nii YY “pg gagement ring with 
NZ, wedding ring No. 
45/2263/8 


Circulars and Catalogue 
Sheets available! 


No. 192/2242/11 en- 


gagement ring with 
wedding ring No. 
No. 146/2262/7 en. 49/2243/11 
gagement ring with 
wedding ring No. 
45/2263/7 


Proudly offered by America’s 
leading wholesale Jewelers! 


. 146/226278 en- 


No. 146/2262/3 en- 
gagement ring with 
wedding ring No. 
45/2263/3 
Over 1000 
No. 148/2264/4 en- 


gagement ring with attractive Lock-Set 

wedding ring No. 

45/2265/4 styles to choose from! 
No. 185/4911/1 en- 


gagement ring with 


eddi i No. . 
ee : Creators, Designers and 


Manufacturers of “Perfect Ring Findings” 


RARLAN € DUBE, ING. 


Pas Ce 136 W.52nd ST., NEW YORK 19, N. Y. 
S GS OFFICES IN CHICAGO AND LOS ANGELES ood 
STONE RING DIVISION: FALCON STONE RING MANUFACTURING CO. 





Order This Squire Assortment No. SS1760 _— Write for literature 
. i and name of 


nearest wholesaler. 





$$54 $7.50 Retail 


— 





$$50 


SS61 $10.00 Retail 


‘ 


All sets 
illustrated 
are Sterling Silver! 
Squire actions are 
all Sterling! Squire 
fronts are all Ster- 
ling! Buy and sell 
Squire All-Sterling 


with confidence! 





$$121 $19.50 Retail 
$$92 $10.00 Retail 








$$119 $17.50 Retail 


SS111 $17.50 Retail 
All Prices Keystone Before Federal Tax 
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In The 





plain, channeled and 
azured ring blanks 


Covering a complete range 
of styles, Baker ring blanks 
are recognized as the “standard 


ome of the industry”. Included in 
as this line are plain ring blanks 
of all shapes and widths, azured 
and channeled rings for any size 


diamonds, and fishtail rings. 


The entire line is available 
in Gold, Jewelry Palladium 
and 10% Iridium Platinum. 
With Baker rings you can 
always be sure of the 
quality of the metal. 





METALS 


BAKER & CO., INC. 


113 Astor Street, Newark 2, New Jersey 
New York «+ San Francisco « Los Angeles + Chicago 





























A It happens every day in the market— 
the jewelry market. 

Retail jewelers who are “in the know” 
collect dividends on somebody else’s stock — 
the wholesaler’s stock! 


Your wholesaler —a specialist in appraising 
manufacturers and the demand for their products— 
takes the big-inventory burden off your back. 

His expertly selected merchandise is nearby 

ready for you—to supply your customers 

with what they want when they want it! 


He makes sizable investments in stocks that 
provide diversification — to enable you 

to balance your stock 

and keep your community position 

as “the jeweler who has it’”’. 

No “starved” assortments while you are waiting 
for a manufacturer’s salesman on his rounds! 


No overloading 
on any particular manufacturer’s merchandise! 


Only when you buy 

what your wholesaler can supply, 
can you be absolutely sure 

you won’t be overstocked 

or caught short on merchandise. 


Here’s a bonafide tip on a good thing: 

In your buying function, save time and trouble— 
make your wholesaler your principal ; 

and you’ll collect interest on your principal! 


His word is your bond! His stocks and bond 
are your best security! 


UGTA stock! 


The Jewelers’ Best Resource is the Wholesaler 


: His inventory is yours — frees your capital, increases your turn-over! 

Pr 4 3 ) i os: His wide assortment is yours — helps you attract customers, keep them! 
| e: His interests are yours — not a manufacturer’s; his counsel’s impartial! 

His merchandising knowledge is yours—where, how, why, what's selling! 

His influence is yours—getting you maximum manufacturer-cooperation! 

His time is yours—saves you buying, correspondence, bookkeeping time! 


In general, you can bank on him— because his success depends on yours! 


JACOBY-BENDER, INC., WOODSIDE 77, N.Y. 


MANUFACTURERS OF 


©1957 J-8. 1 





NOW YOU LEAD 


new watch styles make you 
the fashionable 


merchant in town! 











new jeweled-lever features 
make you the 


modern merchant on town 


© Ag NNR OR Rey ae orient, 
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10,000 DIFFERENT WATCHES highlighted the 4]lst annual Swiss 
Industries Fair held in Basle, Switzerland, in May. Jewelers from all 
over the world were impressed by the newness and smartness of jeweled- 
lever Swiss watches created for 1958. 
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IN TWO WAYS: 


Your customers want style. And they want it in a modern watch. 

Now you can satisfy a/l of them. And attract new customers, too — 
for now you've a whole new world of watches to offer — the newest, the 
smartest, the most modern — from the leaders in jeweled-lever crafts- 
manship, The Watchmakers of Switzerland. 


FOR EVERY TASTE, EVERY PLACE, EVERY PURPOSE 

There are watches so tiny they can be mounted on finger rings. Watches 
so thin they make a nickel look fat. Watches so sensitive they run by 
gravity or light or temperature. Watches so sturdy they take even the 
rigors of a mountain climb in perfect stride — so waterproof they stay 
dry inside 50 fathoms down. Watches for every taste, every place, every 


pu rpose. 


STYLE + JEWELED-LEVER = STRONGEST SELLING STORY 

And no matter what new style your customers prefer, you can assure 
them that the jeweled-lever movement always means greater accuracy, 
longer dependability, easier servicing. 

Make the most of your jeweled-lever watch inventory. Remember, 
it’s this mechanical marvel that starts every good watch sale. And you 
can close the sale when you prove that, dollar for value, your watches 
are the most fashionable and the most modern in town. 





The jeweled-lever watches that excited a million people at the 


Swiss Industries Fair can excite your community. Promote them: 


For the back-to-school replacement market. 
For the people who buy at Watch Parade time, Oct. 7-19. 


For the Christmas gift-giving season. 











For the 11th year, telling the people of America: 
‘For the gifts you'll give with pride, let your jeweler be your guide” 
oS? ped LON 
The WATCHMAKERS OF SWITZERLAND 


Yan urr’ 


MAKERS OF JEWELED-LEVER WATCHES EXCLUSIVELY 
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PROMOTE FOR PROFIT! 


See Us at... RETAIL JEWELERS MARKET. 
Waldorf-Astoria Hotel, New York — August 11-15 
Room 865 and Space 125-126 


POLISHOOK 
tips the scales in your favor! 


WITH FASCINATING NEW 


66 ? 


DIAMOND RINGS 
Including An Exciting New Sertes of 


Total W eights From 4 to 1% Carat 


INTRODUCING THE NEW 


pl tech 


DIAMOND RINGS 


The fabulous 1957 line of Fidelity diamond 

rings is truly an outstanding collection. 

Radical departures in styling and materials plus y 
new advances in diamond quality offer you a . 
unique opportunity for extra volume and 

extra profits. Irresistible prices, colorful, 

individual displays for each ring and lifetime 

trade-in guarantee clinch sales on the spot. 


Get geared to go with Fidelity . . . the big, POWERFUL SALES AIDS TO HELP 
all new diamond ring line. YOU PRE-SELL & RE-SELL 


Mae Wid silesl mee liclilcliloMmincle| lame liich 2°lila | 


K. PO LIS be oO K & SON ’ Corp. ; . Individual window and in-store displays 


. Diamond guarantee certificate 
216 East 45th Street, New York 17, MUrray Hill 7-1664 


Manufacturers of “Everything in Rings” Since 1898 


» Complete newspaper mats 
. Attractive packaging 
Featuring the Trade Names “Lloyd's of New York”, “Fidelity” ily Paaned promotion: 

CHICAGO OFFICE: Heyworth Building, 29 E. Madison St. | 

PHILADELPHIA OFFICE: Jefferson Building, 1015 Chestnut Sr. 





. Dependable 24 hour delivery on ‘specials’ 





DEALERS, 
I've got 
exciting 
news 
for you! 


It’s news about a brand-new, completely different line of electric alarms 
and kitchen wall clocks that Ingraham’s about to introduce. They’re 
only days away and, believe me, you've never seen anything like them. 
They're new clear through because we developed a way to untie the 
designer’s hands. Drawing on our 30-million motor experience, we 
came up with the super-silent Ingraham Synchro-dyne motor... a 
motor so compact it permits case styling that never was possible before. 
The dealers who have had a preview exclaim at the fresh new trim-line 
styling of these clocks and say that they’re sure to set a new high in 


sales appeal. 

So wait before you order your Fall stock . . . wait to see the Ingraham 
line. It’s color-complete, style-complete, and priced to sell on sight. I’m 
sure you'll agree when you see the line that it’s just what the public 
wants. You can count on us to back you up with all the selling aids 
you need: colorful display assortments, window streamers, mobiles, 
newspaper mats, etc. 


Sincerely, 


pee Gey a 
Ed Taylor 
Vice President 
The Ingraham Company 


Bristol, Conn. 


P.S. The prices of these clocks are right — to sell on sight. 
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There are golden profits for 
jewelers who feature 
Bi al-WVal-i cole a-4 ake} mA a's-4 cel ale =t- tale l— 


—KOMFIT 
by Jove 


Jewelers report that Komfit appeals to their best 





. those who demand the finest in design, in workman- 
il] oP olehiiomellellinmelileMellbelcel'lile mye] (Ul 

See how different Komfit is! Thin as a dime, complete- 
Wail-> dle) (-vamelice MUriielilipamelelleriiclel(-M oMelihAandsli MiP 4-Fan Coli milel Mm iil 
look of elegance that makes any watch look expensive . . . makes ex- 


pensive watches look their best. No wonder today’s selective customers 


gravitate to a watch band that delivers such obvious superiority. 


This Fall Forstner will pre-sell Komfit to customers in a 


greater-than-ever advertising campaign. And this Fall, alert retailers 


aime remellelile matin greater-than-ever oft ol (oh a melilemelceluejilelir meh miil-tiy 


own, backed up with a complete range of styles stocked in depth! 


It just makes sense to feature a success. And that's | 


- KOMFIT BY FORSTNER! 


The Komfit STANDARD 82G711 $12.50 827711 $7.50 











OT col (-lenitlelim-ai-1ae Colilitmerohd-iairiiile Matiiillire Mm limi) omililel-lile-Muslelelen 
zines all Fall! Send for free promotion materials now! 
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$15.00 


826801 


The Komfit GRAND 





$8.50 


827801 





ORDER NOW! 
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82T869 $7.50 


82F869 $17.00 


The Komfit CHIEFTAIN 
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$8.50 


826873 $17.00 827873 


The Komfit WARRIOR 
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$7.50 


827811 


$17.00 


82F811 


The Komfit ROYAL 


G—1/20-12 Kt. Gold-Filled Trim (Stainless Stee! Lining 


F--1/20-12 Kt. Gold-Filled 


T—Stainless Stee! 


All men’s styles available with straight or curved ends 
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80F874 $9.75 


LADIES SPORT Komfit 


806800. $8.00 


LADY Komfit 


Forstner, Inc., Irvington 11, New Jersey 
Showrooms: 320 Fifth Avenue, New York 1 


: 


¢ 448 So. Hill Street, Los Angeles 13, Calif. 


¢ 29 E. Madison Street, Chicago 2, Il. 


a 


. Sherbrooke, Quebec 


0) 6-3401-] ame Or-lar-lel- pm mice, 


—to send impressed, ready- 
to-buy watch prospects to 


you, the Hamilton Jeweler 


This striking 4-color ad will be seen next month by the 33 million readers of 
Reader’s Digest and The New Yorker. 








Thousands of these readers are your prospects, living within a short drive of 
your store. Let them know you carry the Hamilton line. Profit by our adver- 
tising as well as your own. 


We’ll send you free mounted reprints of this ad for store display. Newspaper 
ad mats, radio and TV advertising material, too. Write to us: Sales Promotion 
Department, Hamilton Watch Company, Lancaster, Pa. Or better still, tele- 
phone EXpress 4-7161. 


HANMILTON 
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he normal motion of your arm keeps 


tomatics evenly wound, precisely on time. — . 


ao 


a e 7; 


yet resistant to shock and other 
See your Hamilton jeweler. He’ll explain why 
_ these newest self-winding watches are $0 | actical. 


ASTRAMATIC I, $225 











NO. 132B WITH 
TEXTURED SURFACE 


Ballou clasp shown on brace- 
let by Berné Co., Inc. Crea- 
tors of Schiaparelli Jewels. 


ACTUAL SIZE 


Ballou side /ocking bracelet clasps 
now available with smart, new, textured finish 


FRICTION SIDE LOCKING ELIMINATES 14K — 1/20 12K G.F. — Sterling — Nickel 


CAREFUL FORMING OF CATCH* No. 131 — Width 5/32” 
No. 132 — Width 3/16° 


The friction side lock has a uniform snap action independent No. 133 — Width 1/4 
of the wrap-around. It eliminates the work of careful forming SOLD TO THE MANUFACTURER 


when being attached. It holds securely yet is easily opened, always 





with the same tension. 
Ballou bracelet clasps are constructed with full riveted joint, 


in traditionally fine Ballou quality. 


*All numbers illustrated are available with connecting end open or 


closed, or with textured surface as shown above enlarged. 


FINDINGS 


B. A. BALLOU & COMPANY, INC. The Foundation of Good Jewelry 


61 Peck Street * Providence 2, R. I. 








No. 414 — 
LADY ANSON — 


$17.50 


Take advantage of the great demand for 
truly luxurious jewel chests. Sell the really new, really 
different Anson high quality jewel chests featuring 
custom-fitted pull-out drawers. Truly created 
for today’s taste, today’s market 


Seen and admired by millions of your customers 
through Anson's great advertising campaign. 


No. 413 — VANITY FAIR — $14.50 


bo) 


FOREMOST NAME IN MEN’S JEWELRY 


Again brings you something 

really new, really unusual 
CUSTOM-MADE 

ALL STEEL CONSTRUCTION 


MENS and 
LADIES 
JEWEL CHESTS 


featuring fashion styled Pull-out Drawers 


2 DRAWER CHESTS—Compartmented 
No. Description 
411 “Marquis”—Men’s. Brown Box Grain Leatherette Outside w /sig- 

net. Champagne Non-Crush Velvet Interior. $ 8.70 $14.50 
412 “&ristocrat”—Men’s. Black Morocco Leatherette Outside w/ sig- 

net. Red Non-Crush Velvet interior. 8.70 14.50 
413. “Vanity Fair”—Ladies’. Black/Gold Non-Crush Velvet Outside. 

White Morocco Leatherette Drawers. BI. Non-Crush Velvet Int. 8.70 14.50 


418 “Cinderella” —Ladies’. lvory Caracul Grain Leatherette Outside 
w ‘Signet. Blue Non-Crush Velvet Interior. 


Retailer's Cost RETAIL 


8.70 14.50 


3 DRAWER CHESTS—Compartmented 
No. Description Retailer's Cost RETAIL 


414 “Lady Anson” —Ladies. Light Biue Lace Satin Outside. Light Blue 
Leatherette Covered Drawers. Dark Blue Non-Crush Velvet 
interiors. $10.50 $17.50 


“Duchess” —Ladies’. White Morocco Leatherette Outside w_ sig 
net. Cerise Non-Crush Velvet interior. 10.50 17.50 


“Duke”—Men’s. Grey Pigskin Leatherette Outside w_ signet. 
Red Non-Crush Velvet Interior. 10.50 17.50 


“Sir Anson” —Men’s. Tan Fox Grain Leatherette Outside w /sig- 
net. Champagne Non-Crush Velvet Interior. 10.50 17.50 


ORDER from your Anson Distributor today! 
For popular price Anson Wardrobers for men, see page 4. 


No. 417 — SIR ANSON — $17.50 











NEW _ BELTS 


FEATURE 


TREMENDOUS INNOVATIONS 


EXCLUSIVELY WITH YOU, THE JEWELER! 


@ YOU OFFER A WIDE ASSORTMENT of 12 different styles 


@ CUSTOM-CRAFTED MULTI-SIZING means you carry only 
with an inventory of only 24 belts, which gives you the same 


TWO BELTS, where other retailers have to stock SEVEN 
BELTS. Size ‘‘Regular’’ is self-adjustable from 32-36, size style — and size range as 84 belts in other stores! 
‘‘Large”’ from 38-42 


@ MOST ELEGANT GIFT PACKAGING in the Anson manner 
Quality belts are excellent gift items for any occasion, all year 
‘round. Anson's belt presentation box is by far the smartest 
on the market, lends true ‘‘class’’ to a fine product. Descrip- 
tive booklets furnished with every belt. 


@ LUXURIOUS TOP QUALITY LEATHERS, CLASSIC STYLING 
— jeweler’s merchandise down to the last detail. ALLIGATOR, 
CALFSKIN, MOROCCO, PIGSKIN, custom-crafted in the MOST 
WANTED MEN’S FASHION SHADES — Anson quality and 
Styling all the way 


Get your share of the 


$60,000,000 BELT BUSINESS! 


Added profits without inventory problems! | 
— \ a New Anson belts are pre-sold 


4 baer: -_ . 7 in your town through Anson’s 
ner — oe consistent national advertising 





Extreme left No. 303AW 
— Genuine CORDOVAN 
RETAIL $4.50 


Left: No. 303EW—Genu 
ine Red Morocco ‘Ladies 
RETAIL $6.50 


ne eI ee 


BRIEF CLIPS-— 
Fast Turnover! Big Profits! 


Above: No. 303GW—- 
Genuine Alligator 
RETAIL $10.00 


Handsome FREE 8-Belt Counter Display of 


Walnut with Glass Front and Gold Plated Trim Feature the patented SINGLE or DOUBLE ARM 


SAFETY ACTION, made with Anson precision! It 
works like a charm, keeps the Brief Clip slimmer 
than any other billfold, slim enough to fit per- 
fectly into any man’s side pocket. DEMONSTRATE 
ANSON’S EXCLUSIVE BRIEF CLIP ACTION—and 
YOU HAVE MADE THE SALE! 


ORDER BY UNIT or INDIVIDUAL 
PIECES. Unit 303/58W consists of 8 
assorted brief clips, including 1 each of 
3 illustrated above. 


TOTAL RETAIL $62.50 
RETAILER’S COST $34.65 


THIS SMALL-SPACE (16°x16") DISPLAY CASE PUTS 
YOU IN THE HIGHLY PROFITABLE BELT BUSINESS! 
It's the most compact, the most elegant, the most effective belt- 
display ever constructed. Simply place it on your counter and sell, 
sell, sell from it! FREE with your purchase of Unit 305/58Z described 

below. 


PATENTED PATENTED 
SINGLE ACTION DOUBLE ACTION 


Retailer's Cost RETAIL 
$ 2.50 $ 4.50 


No. Description 

303AW Cordovan w/4 corners & single action—bottom edging 
303BW Bik. Morocco w/signet, pocket window, double action— 
two edgings 

Brown Morocco w/signet, pocket window, double action— 
two edgings 

Gen. Pigskin w/signet, pocket window, double action— 


2.75 5.00 


PLUS ANSON’S NEW EXCLUSIVE TILT-ACTION BUCKLE* 303CW 


— The World’s Most Perfect Belt Buckle! 5.00 


2.75 
*Patented 


303DW 


No more scraping of leather 
by the buckle which ruined 
the appearance of many belts 
before. NOW, Anson's new, 
exclusive buckle TILTS, GIVES 
and LIVES WITH THE LEATHER, 
actually burnishes it, makes it 
more beautiful with use! 


Even the TONGUE of Anson's 
buckle is improved. A much 
DEEPER RECESSED TONGUE 
BERTH and the new ONE- 
PIECE TONGUE ANCHOR make 
the buckle action simpler, 
stronger, better-fitting—eiim- 
inates wiggling and loosen- 
ing, scraping of tongue as on 
other buckles 


SPECIAL FEATURE: ADJUSTA- 
BILITY. An easy-to-work snap- 
button arrangement allows for 
three different size adjust- 
ments, cuts your inventory 
way down. “Regular” is self- 
adjustable from 32-36.“‘Large”’ 
from 38-42. 


303EW 


303FW 


303GW 
303HW 


two edgings 
Gen. Red Morocco w/signet, pocket window, double action— 
photo holder—two edgings 


Gen. Green Morocco w/signet, pocket window, double action 
—photo holder—two edgings 


Gen. Alligator w/4 corners & single action—bottom edging 5.60 


Gen. Alligator w/signet, double action, 12 Karat Gold Filled 
top & bottom edging 


2.75 5.00 
6.50 


6.50 
10.00 


20.00 


Get on Anson's new products band wagon! Make added profits! 


ORDER UNIT 305/ 582. Consists of 24 finest quality leather belts with tilt- 


action buckles, 2 each of 12 styles in 2 sizes. Plus FREE 8-belt counter display. 


THESE CHARTS SHOW THE 24 BELTS OF UNIT 


305/58Z FOR REORDERING INDIVIDUAL BELTS No. 


THREE PIECES, 2 RING STYLE, 
ADJUSTABLE WITH BUCKLE. GIFT BOXED 


No. Color 
305EZ(R) 
305E2Z(L) Calfskin 
305F2Z(R) 
305FZ(L) 
305GZ(R) 
305G2(L) 
305JZ(R) 
305JZ(L) 
305KZ(R) 
305KZ(L) 


Morocco 


REMEMBER this is a NATURAL FOR YOU! 


Calfskin (Blue), on Calf 
Blue), on Calf 
Calfskin (Black), on Calf 
Calfskin (Black), on Calf 
Alligator, on Cowhide 
Alligator, on Cowhide 
Morocco (Black), on Calf 
Black 
Morocco (Brown), on Calf 
Morocco (Brown), on Calf 


Size 


), on Calf 


Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 


Retailer's Cost 

$ 7.50 
7.50 
7.50 
7.50 
11.90 
11.90 
6.90 
6.90 
6.90 
6.90 


305AZ(R) 
305AZ(L) 
305BZ(R) 
305BZ(L) 
305CZ(R) 
305CZ(L) 


RETAIL 
$13.50 
13.50 
13.50 
13.50 
21.50 
21.50 
12.50 
12.50 
12.50 
12.50 


305DZ(R 
305DZ(L 
305HZ(R) 
305HZ(L) 
305L2Z(R) 
305L2Z(L) 
305MZ(R) 
305MZ(L) 


DIVERSIFY! 


Color 
Pigskin (Black), on Cowhide 
Pigskin (Black), on Cowhide 
Pigskin (Tan), on Cowhide 
Pigskin (Tan), on Cowhide 
Calfskin (Black), on Calf 
Calfskin (Black), on Calf 
Calfskin (Brown), on Calf 
Calfskin (Brown), on Calf 
Alligator, on Cowhide 
Alligator, on Cowhide 
Calfskin (Brown), on Calf 
Calfskin (Brown), on Calf 

( 


Calfskin (Black), on Cowhide 
Calfskin (Black), on Cowhide 


TOTAL RETAIL $323.00 
RETAILER'S COST $179.20 


Size 

Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 
Regular (32-36) 
Large (38-42) 


ONE PIECE, ADJUSTABLE WITH BUCKLE. GIFT BOXED 


Retailer's Cost 

$ 6.90 
6.90 
6.90 
6.90 
6.40 
6.40 
6.40 
6.40 
11.10 
11.10 
5.60 
9.60 
9.60 
5.60 


RETAIL 

$12.50 
12.50 
12.50 
12.50 
11.50 
11.50 
11.50 
11.50 
20.00 
20.00 
10.00 
10.00 
10.00 
10.00 


Call your Anson Distributor TODAY! 





ANOTHER FIRST FOR JEWELERS! No. 176 — Smartly styled 


; Men’s Wardrober of Gen. 
Top Grain Ebony Cowhide. 
prs. of cuff links. Tie clip 
holder. Center section of 


ANSON'S a 


Valet | } Cun eens 


YOUR. OBEDIENT SERVANT 





with Engraved Sterling Handle $ it 
and Chain (illustrated) 5 


with Gold Plated or Rhodium $350 
Plated Handle and Chain 
With Engraved 12 Karat 


Gold Filled Handle and Chain $6 00 ‘ Che 


-- most elegantly gift boxed with 


descriptive booklet | WA be D we oO iat = Fe wy 
Even the man who has everything hasn't got Sei i oO n- Ss i 2 | ht 
it—yet! A brand new sell-on-sight gift item, a | i 7. yea r ’ roun a 3 


utterly elegant, dramatic, exciting — an 


item that you should have! Comes in RETAIL FROM 


truly masculine colors—black, red, 


topaz — in the finest, most costly of 498 to $79 each 


virtually indestructible acrylic. All 
magnificently GIFT PACKAGED in 
the Anson manner. Be the first to nin: S09... Setienid Man's 


feature it! Order your assortment Wardrober, covered in rich 
oe looking black Morocco leath- 
from your Anson Distributor erette. Red velvet lined in- 
TODAY! terior will hold 6 prs. of links 
man and accessories. Tie clip 
holder. RETAIL $2.95 

AVAILABLE IN 


THESE COLORS 


BLACK 
(ILLUSTRATED) 


Giant size shoe horn! 
No. 173—Handsome Genu 


ACTUAL SIZE 16 IN. ine Top Grain Cowhide Ward- 


: = rober, compartmented to 
Anson's great advertising cam- : hold 6 prs. of links, and ac 


paign makes the ‘Valet Horn” cessories. Tie clip holder. 


one of the most wanted gift items Snap button closure 
RETAIL $6.95 


in America. 


ORDER UNIT 306/58 
Consists of 1 each of 12 assorted 
giant shoe horns listed below. 
Beautifully gift-boxed. Can also Anson's Ward- 


be ordered individually. robers are proven 
best-sellers all year 


TOTAL RETAIL $54.00 : : 
; around. Here is an item 
RETAILER'S COST $27.00 exclusively designed for 


added sales, added profits for 

you, the jeweler. Good-looking, useful, 

of the finest workmanship, and popularly 

priced, Anson's Wardrobers are a natural for you. 





ORDER from your Anson Distributor today 
No. Description Retailer's Cost RETAIL 
306AY Black—Gold Plate $1.75 
306BY Red—Gold Plate 1.75 . . No. Description Retailer's Cost RETAIL 


306CY Topaz—Gold Plate 1.75 it: 
Gen. Top Grain Tan Cowhide ({illust.) $4.15 $6.95 


306DY Black—Rhodium 1.75 
306EY Red—Rhodium 1.75 Gen. Top Grain Ebony Cowhide 4.15 6.95 


306FY Topaz—Rhodium 1.75 Gen. Top Grain Tan Cowhide 4.70 7.95 
306GY6 Black—Engraved Gen. Top Grain Ebony Cowhide (illust.) 4.70 7.95 
12 Korat GF. 3.08 Black Morocco Leatherette Outside, Red Velvet 


306HY6 Red—Engraved interior (illust.) 1.80 2.95 


12 Karat G.F. 3.00 
306JY6 Topaz—Engraved 188 Brown Fox Leatherette Outside, Champagne 


12 Karat GF. 3.00 . Velvet Interior 1.80 2.95 


306KY5 Black—Engraved . ' 
Sterling Silver 250 sp See Anson's new luxury line of men’s and ladies Jewel Chests 
306LY5 Topaz—Engraved ae . on the front page. Order from your Anson Distributor today! 
Sterling Silver 2.50 ag COPYRIGHT 1957 ANSON INCORPORATED PRICES SUBJECT TO CHANGE WITHOUT NOTICE 
306MY5 Red—Engraved o € 
Sterling Silver 2.50 ; eet . : ANSON, INC. 24 BAKER STREET, PROVIDENCE 5, R. 1. 


PRINTED IN U.S.A 








You can purchase all Anson new products 
featured in the foregoing Anson 4 page 4 color insert 
only from the following Anson Distributors 


ARIZONA 
E. W. Reynolds Co. 
831 N. First Avenue 
Phoenix, Arizona 
(Branch Office) 


CALIFORNIA 
The Ball Company of California 
610 S. Broadway 
Los Angeles, California 
Sam Haffner, Inc. 
315 W. 5th Street, Rm. 803 
Los Angeles 13, California 
Simon Green Co. 
315 W. 5th Street 
Los Angeles 13, California 
Phillip Wolman Co. 
315 W. 5th Street 
Los Angeles 13, California 
E. W. Reynolds Co. 
5550 Harbor Street 
Los Angeles, California 
E. W. Reynolds Co. 
657 Mission Street 
San Francisco, California 
(Branch Office) 


COLORADO 

A. C. Becken Co. 
511 16th Street 
Denver, Colorado 
(Branch Office) 
Albert F. Long Co. 
1201 Welton Street 
Denver, Colorado 


FLORIDA 
Dunn & Ewbank Inc. 
406 S. Morgan Street 
Tampa, Florida 
Samuel J. Horenbein 
805 Congress Bldg. 
Miami 32, Florida 


GEORGIA 
Ewing Brothers 
P. 0. Box 4478 
Atlanta, Georgia 
Sommers & Sommers 
91 Cone Street N. W. 
Atlanta, Georgia 


ILLINOIS 
The Ball Co. 
6 N. Michigan Avenue 
Chicago 2, Illinois 
A. C. Becken Co. 
22 W. Madison Street 
Chicago, Illinois 


Stein & Ellbogen Co. 

55 E. Washington Street 

Chicago 2, Illinois 
INDIANA 

Baldwin-Miller Co. 


238 South Meridian Street 


Indianapolis 25, Indiana 


KENTUCKY 


Erwin Neuman Inc. 
133 E. Short Street 
Lexington, Kentucky 


LOUISIANA 
J. C. Wilfert Co. 
1001 E£. Hutchinson Avenue 
Crowley, Louisiana 


MARYLAND 
Max Kohner Inc. 
21 W. Baltimore Street 
Baltimore 1, Maryland 


MICHIGAN 
A. C. Becken Co. 
220 Bagley Avenue 
Detroit, Michigan 
(Branch Office) 
Stein & Ellbogen Co. 
1010 Michigan Bldg. 
220 Bagley Avenue 
Detroit 26, Michigan 
(Branch Office) 
The Gorenflo Co. 
1940 E. Jefferson Avenue 
Detroit 7, Michigan 


MINNESOTA 
The Ball Co. 
627 First Avenue N. 
Minneapolis 3, Minnesota 
(Branch Office) 
§. H. Clausin & Co. 
41 N. 12th Street 
Minneapolis, Minnesota 


MISSOURI 
Wm. P. Mahne Silver Co. 
313 Arcade Bldg. 
St. Louis 1, Missouri 
Edwards & Co. 
1115 Walnut Street 
Kansas City, Missouri 


NEW ENGLAND AREA 
|. Alberts’ Sons, Inc. 
373 Washington Street 
Boston, Mass. 
George F. Crook Co. 
24 Brentwood Avenue 
Providence, Rhode Island 


D. C. Percival & Co. Inc. 
373-387 Washington Street 
Boston, Mass. 

J. A. Silver Co. 

167 George Street 

New Haven, Connecticut 


GREATER NEW YORK 
AREA 
Berwin Jewelry Co. Inc. 
15 Maiden Lane 
New York 38, New York 
(See New Jersey) 


NEW YORK STATE 
A. Winkelstein Inc. 
202 E. Water Street 
Elmira, New York 


NEW JERSEY 
Berwin Jewelry Co. Inc. 
17 Williams Street 
Newark, New Jersey 
(Branch Office, Sole Fran- 
chised Distributor, State of 
New Jersey, South to Trenton) 


NORTH CAROLINA 
The Ball Co. 
Hotel Charlotte—Rm. 224 
Charlotte, North Carolina 
(Branch Office) 
Shubkin-Retchin inc. 
2252 W. 4th Street 
Charlotte, North Carolina 


OHIO 
A. C. Becken Co. 


37 W. 7th Street, Resor Bldg. 


Cincinnati, Ohio 

(Branch Office) 

Markowitz & Friedman Inc. 
606 Citizens Bldg. 
Cleveland 14, Ohio 


OKLAHOMA 
Oklahoma Ross Beck Co. 
803 Colcord Bldg. 
Oklahoma City, Oklahoma 


PENNSYLVANIA 
Joseph B. Bechtel & Co. Inc. 
729 Sansom Street 
Philadelphia, Pa. 
Brown & Son Inc. 
723 Chestnut Street 
Philadelphia 6, Pa. 
J. Leonard Tessler 
700 Chestnut Street 
Philadelphia 6, Pa. 


Biggard & Co. Inc. 
800 Penn Avenue 
Pittsburgh 22, Pa. 
George Phillips Co. 
401 Times Bldg. 
Scranton, Pa. 


TENNESSEE 
A. C. Becken Co. 
315 4th Avenue N. 
Nashville, Tennessee 
(Branch Office) 
C. B. Peterson Co. 
322 Vendome Bldg. 
Nashville, Tennessee 
Sandown & Kendall 
635 Exchange Bldg. 
Memphis 3, Tennessee 


TEXAS 
Lyles-Van-DeGrazier Co. 
204 Life of America Bidg. 
Dallas, Texas 
Taylor & Co. Inc. 
508 San Jacinto 
Houston, Texas 


UTAH 
S. H. Clausin & Co. 
409 Darling Bldg. 
Salt Lake City, Utah 
(Branch Office) 
Decker Jewelry Co. 
107 W. 2nd South 
Salt Lake City, Utah 


WASHINGTON 
Albert Spring & Son 
1417 4th Avenue Bldg. 
Seattle 1, Washington 
§. H. Clausin & Co. 
911 W. Riverside Avenue 
Spokane, Washington 
(Branch Office) 

Simon Golub & Sons 
1417 4th Avenue Bldg. 
Seattle, Washington 
Simon Golub & Sons 
504 Hyde Bldg. 
Spokane, Washington 
(Branch Office) 


WISCONSIN 
M. Weingrod Co. 
623 N. Second Street 
Milwaukee 3, Wisconsin 


HAWAII 
Ettingers Wholesale Jewelers 
1154 Bishop Street 
Honolulu, T. H. 


DIVERSIFY! Contact your Anson Distributor today! 


JEWELERS’ CIRCULARKEYSTONE, AUGUST 1957 


17 





Here’s the 


TWO ALL-NEW 


Each packaged in a 
Gift-Perfect “Hat Box’”’ 
carrying case — 


another Schick first! <4 


NEW LADY SCHICK ORIENTAL NEW LADY SCHICK SOPHISTICATE 
(Cat. No. 17) $17.50, fair trade retail (Cat. No. 16) $17.50, fair trade retail 


Cash in on this avalanche of advertising... 
STOCK—FEATURE-—SELL LADY SCHICK 


AQUAMARINE 
(Cat. No. 10A) 
$14.95 

fair trade retail 
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stole the show last year...back with a 


BIGGER SMASH HIT FOR YOU! 


—EXTRA 10% PROFIT DEAL FOR YOU! 


een 


OFFER ENDS SEPTEMBER 16th. 


When you buy 6 Lady Schick Shavers — 
one of each model — plus 1 Varsity, you 
get a special deal! The retail value 

of these 7 shavers is $115.40. Your °71.55 Your pee see 
regular cost is $71.55 . .. BUT with this LESS EXTRA 10% OFF 
deal your special cost is only $64.39! 

This gives you a BIG $51.01 PROFIT... $64.39 Your special cost 
an extra saving of 10%! Take advantage for all seven shavers 

of this deal today! 


$115.40 Total retail value 








Gives you a whopping 


LIMIT OF SEVEN DEALS $51.01 profit! 
PER RETAIL OUTLET 
OR DEPARTMENT ORDERING DEALS. 


SEE YOUR DISTRIBUTOR AT ONCE! 


Now you can offer a free 14-day home trial—to be promoted by power- 


ful advertising. Once your customers try Lady Schick, theyll keep it! 





Lady Schick line will be backed by a record-breaking $4,500,000 adver- 
tising campaign on both network and spot TV, and in LIFE & LOOK 


right through Christmas! 


ROSE QUARTZ ©. : - FORGET-ME-NOT _ BALLERINA 
(Cat. No. 10R) \, ’ (Cat. No. 15) \ y (Cat. No. 14) 
fair trade retail ; fair trade retail fair trade retail 
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OPERATION 248: YOUR BEST DIAMOND BUY 


NO LONGER do shipments of Diamonds 
valued at less than $250 have to be cleared at 
port of entry. As a result of a U. S. Customs 


Fine Diamonds 
Direct from Antwerp 


, ; to your store 
ruling, such shipments now may be sent air y 


parcel post directly to your store, the 10% crass 
duty being collected by the postman. The 


savings in time and money are important. 


To enable U. S. jewelers to take maximum 


advantage of the new Customs ruling, I de- J OACHIM GOLDENSTEIN 


vised “Operation 248” which consists of 8 DIAMOND CLUB — ANTWERP — BELGIUM 
standard parcels of Diamonds in 4 different 15 CENTS POSTAGE FOR AIRMAII. 


grades, each priced at $248. 


Joachim Goldenstein, Diamond Club, Antwerp |, Belgium 


Please airmail a FREE copy of your 3-color folder 


Send for a copy of my 3-color folder which describing “Operation 248” 
describes “Operation 248” in detail and in- 
cludes New Wholesale Price List +30 
(prices per carat in U. S. Dollars). Also 


order forms. Fill out coupon at right and mail 


today. isa esa coaenddam eaeieiven dina tanta laibitas ine itieiiceaiineci 
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THE FAVRE-LEUBA WATCH FRANCHISE THAT GUARANTEES... 
(1) Unqualified EXCLUSIVITY (2) Certified RETAILER PROTECTION 


Two years of highly successful application by leading retailers of the nation have proved 

; Typical of Favre-Leuba quality 
the complete effectiveness of the remarkable Favre-Leuba Plan...The retailer with _ extremely thin, officially- 
the signed Favre-Leuba Franchise in his possession knows that he is fully protected against certified Chronometer; 17 Jewel, 


loss of watch sales and customers because of promiscuous and haphazard distribution. temperature-adjusted movement; 
18 Kt. Gold case; 18 Kt. Gold 
applied-figure dial. Retail 
confidence as if it were his own private brand...This franchise supports the funda- (F.T.1.) $250. 


He knows that he can develop a profit-sure line of quality watches with the same 


mental principles of the Favre-Leuba Plan of Monitored Distribution which are: Other Favre-Leuba “'Temper- 


-Adi » VW 
(A) Only one of the responsible jewelers in each community is qualified to become a Favre-Leuba $71.50. jasted” Watches from 


retailer. 


(B) Every franchised Favre-Leuba retailer is protected against all attempts to undermine his 
exclusive right to sell Favre-Leuba watches. 





No other company in watch history has given the retailer a signed franchise that 
protects him not only for a year or two— but offers solid guarantees that insure 
continuous protection ...If your watch sales need the kind of protection that Favre- 
Leuba, and only Favre-Leuba, can give you — if you are a responsible jeweler — please 


Loti 
Pe ese 4 President Ne 
FAVRE-LEUBA watch and Chronometer bo., lilt | ; Pee 


665 FIFTH AVENUE, NEW YORK y > oe, ee 











write me for complete details of our plan. 
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Jewelers! 


Clean- Sweep 
shaving — not 
one, not two, but 
6 blades cut ev- 
ery single whisker 
closeiy, cleanly, 
comfortably. 





y tag Beate - i aad 


_ S457 


Sell these exclusive Bulova features! 


irritation-free 
— precision-fitted 
shaving head has 
no edges or crev- 
ices to “rough up” 
face. 


Sey AN, 


ae :?> 


_. > om Ae 
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Trimming Clipper 
— extra feature cuts 
sideburns, mus- 
tache, stray hairs. 


Service-free 
— needs no oil- 
ing oradjusting. 
Biades sharpen 
themselves as 
they shave. 
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PLUS NEW 
GIANT 


"10 


TRADE-IN 
ALLOWANCE 
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Made with the precision ofa 
23-jewel Bulova Watch 


A precision-made instrument you can sell just 
as confidently as you sell the finest gem. 


Styled like a piece of fine jewelry 


The most beautiful electric razor ever made... with the unmistakable 
look of quality your customers expect of a fine jewelry product. 


Sold only by Bulova Jewelers 


Competition from other kinds of outlets does not shave your 
profits when you sell the Bulova Electric Razor! 


Supported by Bulova advertising 
The Bulova Electric Razor bears the best-known brand name 
in the jewelry business. Year-round Bulova advertising 
sends customers to the jeweler for the Jeweler’s Razor. 

New Razor Trade-in Merchandising Promotion 
@ Allowing up to*10 in trade-in 
@ With Bulova participation in the allowance 


the Jeweler’s Razor 





Put your razor department back in the profit column. Stock the 
Bulova Electric Razor now— the only razor that guarantees full 
profits at peak selling periods...the only razor that eliminates 
competition from non-jewelry outlets — Bulova, the Jeweler’s Razor. 


BULOVA WATCH COMPANY, INC. 


Bulova Park, Flushing 70, N.Y. 
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and ready for 
immediate delivery! 





HERE’S WHAT TO ORDER... 


OFFER NO. 1 


You Buy 

Selection of Seth Thomas clocks, 

your choice, at dealer cost of...........$150.00 

“DECOR-AMA” Unit No.1.............__ 27.50 
Total Cost $177.50 


You Receive FREE— 

Entree decorator wall clock (choice of Ebony or 
Fruitwood), retail value $32.50. Sell at list and 
pick up an extra $5.00 profit over cost of display. 


*“DECOR-AMA"” Unit No. 2 
Hanging display panel 54” x 35”. Your 
choice of horizontal or vertical lettering. 


*“DECOR-AMA” Unit No. 1 
Standing island display 
unit with removable panels. 
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**DECOR-AMA” puts every store, small or large, in the decorator wall clock business in 
a big way. Introduced a few short weeks ago at the summer shows, ““DECOR-AMA” 
was an instant success. And it’s no wonder. Now even small-space jewelers can display 
a complete selection of wall clocks . .. show more. . . se// more than ever before. 


“DECOR-AMA\”’ is versatile too. Use as an island display . . . standing wall display .. . 
hanging wall display. It’s yours at less than cost—liquidates itself with the sale of a FREE 
clock. And there are no hidden costs! With purchase of either OFFER No. 1 or No. 2, your 
“DECOR-AMA” and FREE clock are shipped Pre-Paid direct from the factory. 

Supply is limited—so order from your distributor now! Save time by dropping the 
order coupon in the mail tonight. We’ll pass the order on to your supplier and ship your 


display and FREE clock to you right away. 


SETH THOMAS 
‘DECOR-AMA WALL 
CLOCK DISPLAY 


*DECOR-AMA"—introduced at the Atlantic City House- 
wares Show and Chicago Jewelry Show. Display stands 73” 
high, is only 35” wide 14” deep. Island unit holds merchandise 
on all four sides... displays 17 clocks or more! Panels dis- 
mount for use as standing wail unit or hanging wall display. 
Mounting hardware packed with display. 


See “DECOR-AMA"’ at the August 11-15 Retail Jewelers Market, New York, Booths 25 and 26 


SETH THOMAS 


MASTERPIECES IN TIME SINCE 1813 
Division of — Corporation 


OFFER NO. 2 


You Buy 
Selection of Seth Thomas clocks, 
your choice, at dealer cost of 
“DECOR-AMA" Unit No. 2 
Total Cost $112.50 


SETH THOMAS CLOCKS, Thomaston, Conn., Dept. (JC-87) 


I want ““DECOR-AMA” in my store as soon as possible. Attached find my order for Seth Thomas 
clocks. Please forward this order to my supplier and ship “‘DECOR-AMA” unit and FREE clock 
to me right away, Pre-Paid. 


Quantity 


You Receive FREE— 
Sphere decorator wall clock, retail value 
$19.95. Sell at list and pick up an extra $7.45 


profit over cost of display. “DECOR-AMA" Island Display OFFER NO. 1 with FREE Entree Clock. 


Selection of clocks at $150.00 dealer cost, plus $27.50 for Unit No. 1, 
Specify E (Ebony) or F (Frultwood) Entree 


“DECOR-AMA" Wall Display OFFER NO. 2 with FREE Sphere Clock. 
Selection of clocks at $100.00 dealer cost, plus $12.50 for Unit No. 2. 
Specify H (Horizontal) or V (Vertical) lettering . 
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whatever kind of carriage trade you have... 


MEDANA is obviously the watch to please | 
every customer. Looks so expensive, 
works so perfectly, costs so little. IJ World- 
famous Mepana is the watch to keep your 
business ticking away like no other watch 
you ever sold. Here’s why: M§ MEDANA 
watches are made and guaranteed by the 
Roamer Watch Company of Soleure, 
Switzerland—one of the largest in the 
world. MThe Menana selection is king 
(and queen) size: a complete line of 
stunning dress watches . . . waterproofs 
(tiny for her, wafer-thin for him) . . . and 
jeweled couturier watches so exciting that 
editors of the top fashion magazines are 
spreading the word—to your customers! 
@§ Mepana prices are hard to believe; just 


$10. 95 to $19. 95 retail plus tax 


28 


Ask about our free all-out dealer promotion 
aids: mats, displays, brochures! Watch for 
our unique and greatly expanded national 
advertising in: NEW YORK TIMES 
MAGAZINE + VOGUE + SEVENTEEN 
MADEMOISELLE + HOLIDAY 
SPORTS ILLUSTRATED. 


Call or write for further information: Louis 
Aisenstein & Bros., Inc., 16 E.40 St., N.Y. 16. 


MEDANA. 


Visit us at the diate’ il in New 
York (Booth No. 8), Dallas, Boston. 
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ONE GOOD PROMOTION 
DESERVES ANOTHER! 


Oxy. feed is repeating the successful 
promotion of last year... 
with all-new merchandise... 
to help you expand your 


PALLADIUM DEPARTMENT 


7 y!/ lyf 4 
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‘Sentimental GrouP — 











| 


Here’s how } 
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Lucien Piccard’s new 


‘Sentimental Group” 


of palladium jewelry 
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...now offered to 1,000 


New way to stock fast- 
selling, popular-priced 


palladium items 


Now you can have a full line of palladium jewelry 
without tying up your capital... because Lucien 
Piccard invites you to order this “Sentimental 
Group” on memo. Keep these items in a separate 
tray—display them as a palladium unit—and 
watch your sales click. 








A. Pearls outline a diamond in this palladium heart-shaped 
pendant. $64. Palladium and pearl chain. $45. 

B. Exquisite diamond-set palladium watch. Famous Lucien 
Piccard movement. $240. 

C. Interestingly designed palladium watch set with dia- 
monds; fine Lucien Piccard movement. $90. 

D. Delightful heart-shaped palladium ring set with cul- 
tured pearl and genuine sapphires. $41. 

E. New palladium ring featuring a black star sapphire and 
a cultured pearl, with diamonds for background. $65. 

F. Smart cuff-links with diamonds set in palladium, $75; 
tie-tack, $17; stud (not shown). $21. 

G. Magnificent palladium Lucien Piccard man’s watch 5- 
baguette-diamond dial. $250. 

H. Dainty bracelet for a little girl spells a sentimental mes- 


sage in palladium and pearls. $28. 
All prices Keystone. 
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CARLA designs a 
“Sentimental Group” in palladium... 


newest of the precious jewelry metals 


You'll find a delightful piece of fine palladium jewelry for everyone in your 
family, when you see this new “Sentimental Group” by Lucien Piccard. Each 
lovely design emphasizes palladium’s gleaming whiteness and lustrous brilliance. 
Whether you choose simple styles or diamond-set treasures . . . you are in perfect 


taste with palladium jewelry. 


A. Pearls outline a diamond in this heart 
haped palladium pendant. $64. Palladium 
and pearl! chain. $45 

B. Exquisite diamond-set palladium watch 
Famous Lucien Piccard movement. $240 

C. Interestingly designed palladium watch 
set with diamonds; fine Lucien Piccard 
movement. $90 

D. Delightful heart-shaped palladium ring 
set with a cultured pearl and genuine 


sapphires. $41 


E. New palladium ring featuring a black star 
sapphire and a cultured pearl, with diamonds 
for background. 965 

F. Smart cuff-links with diamonds set in 
gleaming palladium, $75; matching tie-tack, 

7: stud (not shown). $21 

G. Magnificent palladium Lucien Piccard 
man's waich:; 5-baguette-diamond dial. $250 
H. Dainty bracelet for a little girl spells 
a sentimental message in palladium and 
pearls. $2 


ta ladium | 
Platinum Metals Division 


THE INTERNATIONAL NICKEL COMPANY, INC, 67 Wall Street, New York 5, N. ¥ 








retail jewelers on memo! 


Order now for fall and Christmas selling .. . visit the Lucien 
Piccard booth (No. 7) at the A.N.R.J.A. show at the Waldorf- 
Astoria, in New York, August 11th to 15th. The entire “Sentimental 
Group” of palladium jewelry will be on display. 


Nationally advertised 


You'll see every one of these popular palladium 
pieces advertised in powerful consumer magazines, 
this fall. Tie in with ads appearing in Charm, 
Mademoiselle, Harper’s Bazaar and Holiday. You'll 
sell more palladium jewelry’ 


Lucien Piccard Watch Corporation 
37 West 47th Street, New York 36, N. Y. 
Please send me on memo your “Sentimental Group” designed in 


palladium. 
Name 


Store 








Platinum Metals Division 


The International Nickel Co., Inc. 
67 Wall Street New York 5, N. Y. 


Street 








City. Zone State 
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telectreo RULES THE 


TAPE RECORDER MARKET with 


2- s peed 
RECORDER ~— 
for only > | 99 ‘a 


Complete with deluxe 
micrephone, 1 hour 
reel of tape ond take- 
vp reel. 


Measure the Mass-Market buyer and you Higher in the West. 


Ob OD 1D > NE SE EE En Se GP A ES SS GD ah ab oD CRED 


LUXURY- STYLED 


Compact and lightweight in smart, 


will find he wants a lot of tape recorder for 


the dollar. 


two-tone luggage-type carrying case 
affixed with the finest appointments. 


He can offord just so much—and most of 
all he can afford to be ‘choosey’! And that's 
just why Telectro has designed a tape 
recorder to meet the desires of the mass- 
buyer...at the mass-buyers’ price... with 


every inch value packed. 


' 
I 
! 
i 
I 
l 
! 
! 
! 
| 
L 


Foolproof design provides the : , 
desired speed at the push — - i: = 

of a button—3% ips for up to : al > TO OPERATE |, 
2 hours of recording ~ A i . 
time ...7'% ips for | ~S Single control for ‘record’ and ‘play’ | 
that added measure of 


makes the Telectro easy enough for | 
a child to operate. 


Model 1960 


A PRODUCT OF TELECTROSONIC CORPORATION 
35-18 37TH STREET, LONG ISLAND CITY, NEW YORK 
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see yourself 
as your community 


sees you 


~ 


PROUD TO show t hie 


. ° 
Tile st a lamond rlitds 


PROUD to offer the most 


respected HOLVNES tit Wa 


YOUR PERSONAL SERVICE, your pride in the products you 
feature, are the basis upon which you build your reputation 
in your community. Attracting traffic with low-priced, infe- 
rior quality merchandise, or seeking profits from unjus- 
tifiably over-priced goods, jeopardizes your good-will and 
opportunity to obtain the repeat sales you need so urgently 
in today’s business competition. 


macelele ‘a sell the leading 
quality line of watch bands 


You gain community respect and customer loyalty when you 
are identified with quality merchandise at honest prices, pre- 
sented in the finest jewelry tradition. 


In watch bands... that brand is J-B ...the Jewelers’ Best! 








Now! Exciting new concept in watch band 
A 


Vy WILLA 


INCOMPARABLY 
STYLED 


INGENIOUSLY 
CRAFTED $ 


No. 7352. Yellow. Multi-size. Curved ends. 
Retail: $9.95 FTI. Your cost $4.50. 


LINKS ARE 
PINCH-PROUOF! 


14 KT SOLID 
GOLD LOOK! 


MULTI-SIZE 
1 SIZE FITS ALL! 


THINNEST OF 
THEM ALI 


SE Ft ST 
Watchmate is 
engineered thin! 
Not tapered like 
other so-called 
thin bands. 





Each so thin, 

so slim that 
Watchmate has up 
to 10 more links 
than other bands! 





> 
/ Ee — 
. d + 


You need no 
longs or shorts, 
exclusive J-B 
Multi-Size lets you 
change the size 
to fit the sale! 





Expansion center 
blends with match- 
ing non-expanding 
flexible ends. Hand 
polished mirror 
finish! 





Won't pinch 

skin or hair. 
Contour ends 
follow wrist shape; 
gently, securely, 
naturally. 





Rich-looking 
velvet and satin 
gift box adds extra 
sales appeal at 

no extra cost! 


"No. 7351. Yellow. Multi-size. Straight ends. 
| Retail: $9.95 FTI. Your cost $4.50. | 


Feature the J-B assortment | 


SL-8 Portable 









et we ee ea ee ee 


ee ily ae ae ee ee a 


Watch Band Dept. 


Most efficient inventory 

contro! unit too. Compact 

leather case, 14” x 8” x 3”, 

plus 8 colorful trays... 

yours Free with SL-8 

assortment of 81 different 

band styles. Your cost 

$271.95, brings you $632.55 FTI. 












designs by ...and for the ladies 


the thinnest, most beautiful 
bands J-B has ever created! 






JEWELERS 


RY 


10. 8352. Water-proof. 
Stainless steel. Multi-size. 
Curved ends. 

Retail: $6.95. ** 
Your cost $3.35. 


V attteride 


sh95 


Their flawless design 
in satin smooth 

~ 
non-corrosive steel 
adds magnificence to 7 % 
every white watch “ 










No. 6513: Slender, elegant, 
shimmering . . . an irresistible new 
fashion for every woman's watch. 
'No. 8351. Water-proof. Fine imported, lock-set rhinestones. 
Stainless steel. Multi-size. Multi-size. Ring ends. Yellow 
Straight ends. or white gold-filled. 

Retail: $6.95. ** Retail: $9.95 FTI. Your cost: $4.50. 


Your cost $3.35. 












No. 6512: Golden Wisp. Thinnest, 
most elegant of ajl telescope styles. 
Multi-size: End-o-matic ends. 
Yellow, pink or white gold-filled. 
Retail: $7.95 FTI. Your cost: $3.35. 










* *reD. TAX EXEMPT 


that you want to sell Dk 


New Tray No. 8 i/o rm a «2 c-4 Stock and Sell 
Riedibiead the -aiwees | ¢ Counter Merchandiser 


- Watchmate, Diamond Lady i # Holds four trays, 40 to 50 
and Golden Wisp styles, | § bands, perfectly protected by 
pictured above. Makes a # crystal clear glass top. 
most compelling over-the- | Trays easily removed 
counter presentation. Free for quick presentation. Free 
with your order for the 2 with your order for any 4 of 


; 




















4 men’s bands, 2 ladies’, as the 8 J-B presentation trays. 
shown. Your cost $23.55, Your cost $135.70, brings 
brings you $51.70 FTI. ; you $329.85 FTI. 

eet (varies with tray assortment). | 











JEWELERS’ BEST 





magnificent ostrich-covered 
velvet-lined watch band 
presentation books 


YOUR STORE NAME 


on the cover 


FREE! 


Never before have watch bands been presented in 
such an appealing, luxurious manner! Increases the 
productivity of your salespeople—it’s that efficient! 
Builds prestige for your store—it’s that impressive! 


Just select any two of the eight J-B tray assortments 
—we do the rest! Your wholesaler has a special 
order form .. . see him today! We’!l ship within one 
week from receipt of your order at the factory. 


our choice of three personalized books: 


1. Book of men’s watch bands 
two trays of all men’s bands. 


2. Book of women’s watch bands 
two trays of all women’s bands. 


3. Book of men’s & women’s watch bands 
one tray of men’s and one tray of women’s. 
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rien Lustrous, hand: finished jet 


RINTED IN U.S.A. 


* JACOBY-BENDER, WOODSIDE 77, N. Y. COPYRIGHT 1987 














revolves .. . shows 
10 men's bands on 
one side... 13 ladies’ 
bands on the other. 


crystal clear 
acetate sleeve 
protects bands 


your watch 


Toe 
Add Fasht tchband by 


with a new wate 


Bottom compartment holds 4 
precision molded plastic trays 
.each with 10 carded bands. 


Padded 
velvet top 
WOrK area 


Top compartment holds 9 
individually gift-boxed bands, 
illustrated order-form, 

and your work tools. 


#* Tax incLuoen, ‘ ; JEWELERS BEST 





new sales-winner 
for your window! 


shows and sells 


2 photo-vue idents 
3 Watchmates 
1 Diamond Lady 


A wonderful, beautiful display of golden wire 


and eye-catching crimson red velvet. Helps 


you make two sales at one time yet measures 
only 6%" high by 8” wide! Ask your wholesaler 


for J-B 6. Your cost $27.20, brings you 60.25!* — 


Quick, easy-to-use 


Mail Order Form | 


illustrates complete J-B line of watch bands, 
straps, cords, snakes, Idents, repair parts. 
Shows colors, sizes, ends, displays. Ask 
your wholesaler for a supply or write to: 
Jacoby-Bender, Woodside 77, New York. 











surest way to 
~ SHOW and SELL 


MULTI-SIZE 


- PHOTO-VUE IDENTS 


CLOSED ... it’s a compact Ident Depart- 
ment, stocks 7 men’s, 5 women’s styles! 
OPEN . . . it's an impressive over-the-coun- 
ter presentation, an effective selling display 
for your window, counter or showcase. Ask 
your wholesaler for PV-12 — Your cost 
$51.45, brings you $116.25*, 12 Gift Boxes 
and Presentation Case free with yourorder! . 00. 











1. Simply stretch band 


2. Lift links off 
concealed safety lugs. 
3. Add or subtract 
links as needed. 























1. Put point of tool int 
hole and push down. 
2. Bend links as show 
to disengage. 

3. Reassembly: hook 
links, push slide back, 
with point of tool. 











Only J-B gives you over 60 different 
watch bands and idents that are 


Multi-Size 


The quickest, surest, easiest way to change the 
size to fit the sale. No longs or shorts needed. 





9 
n Sale in the future: 


considering 4 Liquidatio 


talk with Gordon Brothers NOW! 


NOW ] to make sure we can serve you in the future 


s at your most convenient time. 


NOW ] so we can schedule the particular man on our 


s staff who is best for your particular sale and store. 


NOW ] so we can plan your advertising and promotion 
s well in advance as it should be planned. 


No two stores are alike. No two sales are alike. 

In our 54 years of experience we’ve handled all types 
from small town to Fifth Avenue, N. Y., 

from volume-priced to the most exclusive. 

Call Gordon Brothers now! so our experience can help 
you realize the maximum from your liquidation sale. 








cash buyers of manufacturer's 
and jobber’s stocks 








LD STREET 2 
ssACHUSETIS 
k 6-3233 


38 BROMFIE 
BOSTON 


Telephone HAncoc 


America’s most complete service in cash buying or liquidating jewelry stores and stocks 
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\ This i is the watch that 


went to the Antarctic 


with Admiral Byrd on Operation Deepfreeze. It was snowed on, rained 
on, sleeted on. It was never wound. It was dropped, hit and knocked 
against ice. It lived in zig-zagging temperatures — from 100 above to 
40 below. And it kept time perfectly! That’s what we mean when we 
say this watch is waterproof,* self-winding, shock-resistant, anti- 
magnetic, with a guaranteed unbreakable mainspring and balance 
staff. And that’s why Croton can guarantee it unconditionally for three 
years. It looks great, too. We don’t know a father or a son who wouldn’t 


be proud to own it. $69.50. The Antarctic” by 


CROTON NIVADA GRENCHEN 


404 Fourth Avenue, New York 16, N.Y *provided the case is unopened and the crystal is intact. 











ICE-COLD AD ROLLS UP 


RED-HOT SALES! 


The ad on the opposite page ran twice in The 
Saturday Evening Post last June. It started an 
avalanche of orders from all over the country. 

Right now... from New York to California 
... from Maine to Florida. . . orders are pouring 
in for “the watch that went to the Antarctic’’.. . . 
the watch that’s unconditionally guaranteed for 
three years. The Antarctic is as rugged as its 
name, yet slim and handsome, too. 

You too can get your share of this profitable 
business. Order now to get your merchandise in 
time for Christmas selling. We’re running this ad 


again full-page in the Post on November 30th. 
(Plus other full pages in the Post on November 
23rd and December 7th. ) 

Get your order in early to insure prompt de- 
livery. Build a window display out of the Croton 
Antarctic boxes—the. most eye-appealing, 
intriguing gift boxes in the history of the watch 
business. Write for mat ads and display material 
showing actual scenes of the Navy on the Antare- 
tic Expedition. 

This watch from the ice-cold country is a red- 
hot number at $69.50. Tie in and cash in! 





®) a 
CROTON NIVADA GRENCHEN 
404 Fourth Avenue, New York 16, N. Y. JCK8 
Please send me...Croton Antarctic Watches, unconditionally 
| V A T) A guaranteed for 3 years. 
Name 
GRENCHEN | «— 


Address 
Croton Watch Co., Inc., 404 Fourth Avenue, New York 16, N.Y. 





(Please Print) 











City Zone State 














With 


Shower of Diamonds 
you sell 
more than dazzle! 


YOU SELL BEAUTY : i: height. Each diamond is picked for perfection of color and cut. 


Each setting designed by experienced craftsmen to intensify the richness of the stones. And each tiny watch is a 
combination of the look women love—brilliant sophistication and classical beauty that never goes out of style. 


YOU SELL STRENGTH ina many an everyday watch would be proud to have. A tough, 


unbeatable Croton Nivada Grenchen movement—reliable to the second. A guaranteed unbreakable mainspring and 
balance staff. A diamond watch a woman doesn’t have to worry about . . . or save for Sunday best! 


YOU SELL CROTON’ NIVADA GRENCHEN . the name people 


count on when they want a great watch. A sturdy performer. A lasting beauty. A wonderful gift. That’s why we’re 
proud to present the exquisite collection Shower of Diamonds in a full-page Christmas ad—the one you see here. More 
than 2 million people will see these diamond beauties in THe NEw York Times Macazine. Tie in. Feature Shower 


of Diamonds, starting now! 


“™! BOUTIQUE. CAPRICE. FANTASIA, CERISE. 
| 12 DIAMONDS. $250 20 DIAMONDS, $375 30 DIAMONDS, $450 28 DIAMONDS, $450 
. y We 


CROTON NIVADA GRENCHEN Box jck 8 | 
404 Fourth Ave.. New York 16, N. Y. 


Please send me the following diamond watches: 
—_______ Boutique senicsesitiinséasteiias aan 
EDS SOS ENS eee 


Oe 
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Address pryy4 





¥ 


-] ALL 14-CARAT WHITE GOLD, 17-JEWEL. GUARANTEED UNBREAKABLE MAINSPRING AND BALANCE STAFF 


Zone State 








a 


| age CUlpNsbe ns rs creer tantncrcouy iicicemin ie at 








shower her with diamonds...but make sure you give her more than dazzle! 


shower of diamonds, 


R Bg N ® i  e i | ” | gees, Be , 2 ‘ i eae | q 


404 FOURTH AVENUE, NEW YORK 16. N.Y. 
Her heart will skip a few beats this Christmas—but her watch won't, if you give her a diamond watch by Croton Nivada Grenchen. 
Kach one is a shower of exquisite diamonds outside, a tiny masterpiece of watchmaking inside, with a 17-jewel movement and 
a guaranteed unbreakable mainspring and balance staff. Left to right, Boutique, i2 diamonds, $250; Caprice, 20 diamonds, $375; 


Fantasia, a shower of 30 diamonds (a full carat), $450; Cerise, 28 diamonds (a full carat), $450. All 14 carat white gold. 




















Feature the watch 
that looks and acts 


GET IN SOLID WITH expensive, but isn't! 
HE TEEN TRADE? leisy spe 


watch. A sophisticated beauty like Mom’s 
or Dad’s—with a modest price tag, though, 


Let ’em just see this watch, and they'll 
start saving up! High-styled, with a sweep 
second hand, and a slim, streamlined casé, 
American Champion’s tough as it’s hand- 
some. The all-around watch teen-agers can 
wear in the gym. .. or take to the prom with 
pride. And it’s moderate-priced. 


Feature it now, and you can count on 
action. Plenty of it! Teen-agers are good 
business too. Get in solid with them once, 
and you’ve got yourself some loyal cus- 
tomers. Don’t stop with the teen trade, 
though. The American Champion’s a great 
watch for adults, too. Beautifully packaged 
in both men’s and women’s styles, it looks 
and acts like twice the price it is. 


The AMERICAN CHAMPION: Chrome top, 
stainless steel back. Shock-resistant, un- 
breakable, mainspring and stem. Luminous 


dial, genuine leather strap. $25.00 


AMERICAN CHAMPIONS 


CROTON’ 


We'll be happy to send you a colorful 
counter card, and a 200 line mat ad for your 


local paper. Just check the coupon. 


CROTON WATCH CO., INC. 
404 Fourth Avenue, New York 16, N. Y, 
Please send me the following Croton American 
Champions. 
women’s watches _____men’s watches 


Please send me_ ([] Counter Card [] Ad Mat 


Name 
(Please Print) 


Store Name 


Address 











City State 
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AVERAGE NET PAID COPIES PER ISSUE 


Effective with the January, 1958 issue, the advertising rates 
of Reader’s Digest will be based on an average net paid 
circulation of 11,500,000 copies. This figure represents 


¢ The largest net paid circulation in the 
history of magazine publishing 


¢ Nearly twice the circulation of any 


other magazine in the United States 


¢ The greatest circulation growth, from the 
highest base, ever made by any magazine 


in one year 


People have faith in 


JReader’s Dige st 
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Special Offer! — Expires October 1, 1957! 


STOCK UP ON RONSON LIGHTERS NOW 
—AND EARN AN EXTRA 10% BONUS | 


Offer applies to all pocket and table lighters 
retailing at $9.00 and over. 








Shown are just a few 


ge ehsca: 


of the exciting numbers in this offer. 
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Now you can make bigger - than - ever profits on Ronson Lighter Sales! 
You get a full 10% above your usual discount when you stock Ronson’s 

fast-selling $9.00-and-over Pocket and Table Lighters! There are exciting new styles, 
new models, and the time-proven, sales-proven favorites! If there ever was a 


time to stock big—profit b1g—this is it! 


Backed by hard-hitting, dramatic Ronson advertising! 
Big space, full color Ronson Lighter advertising in LIFE and LOOK and— 
Starting September 23, Ronson’s powerful coast-to-coast TV show NBC-TV NEWS... telecast 





four times-a-week in the weeks prior to Christmas... delivers hard-hitting Ronson 





commercials that will sell all the lighters you can stock! So stock enough and stock now! 





CALL YOUR RONSON SUPPLIER TODAY ! 





maker of the world’s greatest lighters and electric shavers ! 


RONSON CORP... NEWARK 2. NH. J.;: TORONTO. Ont ; LONDOR, ENG. 
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JEWELS BY 


AUTUMN PAGEANTRY 


ANOTHER OUTSTANDING PENNINO DESIGN 
IMAGINATIVELY CONCEIVED AND INTERPRETED WITH 
RHINESTONES AND SIMULATED PEARLS. 


THIS EXAMPLE OF CRAFTSMANSHIP, ORIGINALITY AND 
DISTINCTION IS AN EXPRESSION OF THE 
PENNINO TRADITION ... LONG SYNONYMOUS WITH 
THE ULTIMATE IN FINE FASHION JEWELRY. 


SOLD IN LEADING STORES EVERYWHERE 
FROM $5.00 KEYSTONE. 


PENNINO, MANUFACTURERS OF FINE FASHION JEWELRY 


38 WEST 48 STREET, NEW YORK 36, N. Y., PLAZA 7-2542 


See our original collection of new fashion jewelry on display at the following Fall shows: New York, Aug. 11-15, WALDORF ASTORIA HOTEL, Room 
691, represented by Mr. Henry Falk. DALLAS, Aug. 31-Sept. 5, ADOLPHUS HOTEL, Room 935, represented by Mr. Julius Bianchi. 
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... is the word for these little beauties. You can 

use them as adjustable end pieces on necklaces; for 
little girl bracelets; anywhere you need 

the delicate touch. 


Made from Universal’s own fancy wire, 


they’re available in most metals. You’! find their 


cost hits you lightly, too. Why not contact our main 





office for a quote on your requirements. 


UNIVERSAL CHAIN COMPANY, INC. 
92 Burnett Avenue, Maplewood, N. J. 


Branch: 61 Peck Street, Providence, R. I. 
N.Y. Office: 489 Fifth Avenue 
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is the watchword for | DOXA | 


the watch that is years ahead in 


ADVANCED DESIGN and 
ACCURATE PERFORMANCE 


DOXA : , 
neh mame Pc Ford experimental FX Atmos 


Zi Vawers 


only DOXA features the fabulous new 


“Jump _ CE 


Feature of the Future 


“Yamp Second z 


The most outstanding advance in watchmaking... 
the “Jump-Second”..a fashionable wristwatch that 
keeps time and measures time with precise accuracy. 


Here is modern watch styling and performance other 
watches will not duplicate for years. 


DOXA “Jump-Second” incorporates simple Stop 

In ONE SECOND Watch control, which permits you to stop the second 
hand, to reset or measure time to the exact second, 
without stopping the watch. 


The exclusive “Jump-Second” feature counts the full 
second, one beat per second...a great advance over 
standard sweep movements. 


From its rugged handsomeness to its accurate per- 
formance, the DOXA “Jump-Second” personifies the 
man who keeps up with modern times. 


DOXA WATCH COMPANY. INC. ¢ 665 FIFTH AVENUE *« NEW YORK 22.N_ Y 


REPRESENTED BY: 
LYLES-VAN-DE GRAZIER CO., INC., . ws 
Alena’ end Weak Ghrests. Halles 1. ae Reputable jewelers in selected communities are now 


PERCY F. JONES | being appointed. Your interest is invited. 
1513 S. Stanley Avenue, Los Angeles 19, Calif. 
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... you can sell him best in 


JEWELERS’ 
CIRCULAR- KEYSTONE 


Published for and in the interest of retail jewelers, it 
also has high reader interest among manufacturers and 
wholesalers, who depend on it to keep them posted 
about what is going on in the jewelry trade. With a 
19,000 ABC audited paid circulation (15,000 of which 
are retail jewelers), the Jewelers’ Circular-Keystone 
blankets the major purchasing power of the industry. 
Government figures show that 14,227 jewelry stores, 
60.4% of the total, do 93% of the business in the $1.5 
billion jewelry store market. At the same time, Jewelers’ 
Circular-Keystone goes to the aggressive and growing 
smaller stores. It keeps the jeweler up to date on sales 
promotion and management methods and constantly 
aware of new and profitable products. It covers the 
jewelers’ interests from every angle; buying, merchan- 
dising, operation and technical. Its dynamic influence 
and leadership in the field have been unchallenged for 
88 years. 


® ® ® 


Jewelers’ Circular-Keystone is published by Chilton Company, the most diversified 
publisher of trade and industrial magazines in the country—a company with the re- 
sources and experience needed to make each of 15 publications outstanding in its field. 
In keeping with Chilton policy, the experienced and highly competent staff of Jewelers’ 
Circular-Keystone devotes its full time to the field the publication covers, striving 
for editorial excellence and strict quality control of circulation. In achieving both 
objectives, it has earned the confidence of readers and advertisers alike. 


hilton 


COMPANY 


Chestnut and 56th Streets + Philadelphia 39, Pennsylvania 





CHILTON PUBLICATIONS: Department Store Economist +The Iron Age+ Motor Age 
Spectator - Automotive Industries « Boot and Shoe Recorder « Commercial Car Journal 
Butane-Propane News « Electronic Industries - Jewelers’ Circular-Keystone « Hardware Age 
Optical Journal - Hardware World + Gas « Distribution Age + Chilton Book Division 
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Business Week: 


Wholl rake up this Fall’? 


i 
CORONER: | You will... if you’re one of the alert Sheaffer dealers 
I 
i 


who'll really take advantage of the biggest Back-to- 
ite th School promotion in Sheaffer history. 
' 
eve i cen! You'll have the merchandise because the introduction 
(VM! h | { of Sheaffer's exciting new Cartridge Pens and Ster- 
in 


ling Silver Tip Ballpoint gives you the most attrac- 
tive and saleable complete line on the market today. 





You'll have the advertising support of one of America’s 
favorite TV situation comedies, “Private Secretary,” 
on the CBS network plus a powerful week-after-week 
schedule of big full-color ads in Life, Post and other 
leading national magazines. 

And you'll have every help Sheaffer can give, mer- 
chandising ideas, point-of-sale materials, retail ad- 
vertising aids and a generous co-op allowance. 

All you have to do is push Sheaffer's — and rake up 
the profits! 


SHEAFFER'S 


ST i 


WHITE DOT SNORKEL PENS AND PENCILS 


SSS | ae ar 


NEW CARTRIDGE PENS 
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Visit Us At Booth 46 
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Eicture the craftsman of 40 
years ago. A perfectionist... 
always close to his product. 
The quality of the product 
depended on him. Gemex came 
into being during this age of the 
craftsman. Gemex was nourished 
and grew on his timeless 
standards of quality. Today, 
automation and specialization 
have taken over the art of 
manufacture. At Gemex, these 
technological changes have 
increased—rather than 
decreased—the importance 

of the craftsman. Craftsmen 

to design and build the 
complex tools needed in 
production that must meet the 
most rigid specifications in 

the industry. Craftsmen to 
examine and re-work the 
precious metals that go into 
Gemex watchbands. Craftsmen 
to finish, to inspect, to care. 

It is therefore logical that today, 
in the fortieth anniversary 

year of Gemex, even more than 
ever before, knowing 

jewelers rely on Gemex for 
quality they can trust. 


FORM NO. 71 


LITHO IN U.S.A 


Stock more styles, sell more customers—with far less inven- 
tory! One Gemex adjustable watchband takes the place of 
five—adjusts to fit everybody. Any style your customer 
chooses can be adjusted to fit her perfectly! 


Easy to adjust—and foolproof! 


No tool required. Just 
expand the watchband 
... insert a pin in 

the inner spring-box 

~ hole to anchor position 
... and unhook the 
adjustable link. Add or 
remove links in seconds. 


THE SILHOUETTE SERIES 
... Slim-as-a-Ring! 





VIANA ROD OS 


612Y,W—Gemex CALYPSO. Keystone $6.30—Retall $7.95 rr 
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480Y,W—Gemex SILHOUETTE. Keystone $8.10—Retail $8.95 rr: 


THE RHAPSODY SERIES 


SX OE I OOO B) 
607Y,W—Gemex TONDELAYO. Keystone $7.20—Retail $7.95 rr. 
i ao : 
493Y,W—Gemex GYPSY. Keystone $8.10—Retail $8.95 rr: 
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467Y,W—Gemex JEWEL. Keystone $9.00—Retail $9.95 rr: 


433Y,W—Gemex RHAPSODY. Keystone $7.80—Retail $8.95 Fri 





are straight or curved. The Universal 
Ends are detachable . . . and you get a 
complete range of ends that attach to 
the watchband easily, quickly, securely, 


All you need is one length size to fit 
every customer. Adjusts with ease .. . 
and the links lock securely in place 
after adjustment. 


=== 


etee’’ teat - 


2. Slide links off open connector . . . 
add or remove links as desired. 


3. Re-assembie by closing connectors 
firmly with awl. 


595Y,P—Gemex ZEPHYR. 
Keystone $11.70—Retail $12.95 rr; 
(S95CY,P—curved ends) 


2553—stainiess steel. 
Keystone $6.60—Retail $6.95 
(2553C —curved ends) 








710Y-710CY— 
Gemex DEBONAIR. 
Keystone $11.40 
Retail $12.95 eri 
MEN'S 
End-to-End Adjustability . .. each and every band 
can be adjusted to fit any watch, any wrist! 


2558-2558C —stainiess steel. Keystone $6.90—Retail $6.95 


TROUBADOR. Keystone $11.40—Retail $12.95 rr: 
2559-2559C —stainiess steel. Keystone $6.90—Retail $6.95 


2560-2560C—stainiess steel. Keystone $7.20—Retaii $7.50 





711Y¥-711C¥—Gemex BARON. 
“Cuoio Vecchio”’ Italian calf 
inserts: black, brown. Keystone 
$11.40—Retail $12.95 Fri 
2562-2562C—stainiess steel. 
“Cuoio Vecchio” Italian calf 
inserts: black, brown. Keystone 
$7.20—Retail $7.95 

706Y-706C Y—alligator inserts: 
biack, rust. Keystone $11.40 
—Retail $12.95 Fri 
2561-2561C—stainiess steel. 
Alligator inserts: black, rust. 
Keystone $7.20—Retail '$7. 95 


Air-cooled design . . . smoothest type of expansion . . 
and bold styling. That’s the combination that is 
making these watchbands top sellers across the country. 











2552C —Gemex CABALLERO. Stainless steel. 
Black leather inserts. Keystone $7.80—Retail $7.95 


597Y—rust leather inserts. 
Keystone $11.70—Retail $12.95 rr; (597CY—curved ends) 


: 











599Y—Gemex MONTE CARLO. Charcoal inserts (also in tan or gray). 
Keystone $11.70—Retail $12.95 rr: (599CY—curved ends) 


2554—stainiess stee!. Charcoal inserts. 
Keystone $7.80—Retail $7.95 (2554C—curved ends) 























596Y—Gemex MARLBOROUGH. Keystone $11.70—Retail $12.95 rr: 





715Y,P-715CY,P— 
Gemex OXFORD. 


Retail $9.95 rr 


: 
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2563-2563C—stainiess teak Keystone $5. 70--Retail io 95 


LT 


" nema 10_Retail a ps 
saunas canaeiincs rat Keystone $6. 30—Retail $6. 95 
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2567-2567C_Gemex EXCALIBAR. Stainless ‘steel. ‘Keystone $6.31 
714Y-714CY—goid-filled. Keystone $8.10—Retai!l $8.95 rr: 
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2564-2564C—stainiess stee!. Keystone $5.70—Retail $5.95 
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SEMEN 


40 vears of quality 













LADIES’ 


Suburbanites!—the latest word in style. Designs 
that capture the trend to more casual living. 


MONACO 


High fashion favorite—the watchband with the interchangeable 
color inserts to match any ensemble. Each Monaco comes with 
three pairs of differently colored inserts. Extra inserts to retail at 
bi. oe a pair. A variety of colors to inspire every woman to buy @ 
=) watchband wardrobe. Fits dress or sport watches. 





Suburbanites come with sport or ring ends. Note 


that four styles are completely adjustabie. turquoiall 
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2025—stainiess steel. Keystone $4.70—Retail i $5.50 : 
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2026—stainless stee!. Keystone $4.70—Retail $5.5 
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Designed with a flair... for sport and casual wear! 
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LADIES’ LINKS, CHAINS, CORDS 


2024—staintess steet. Keystone $4.80-—Retail $4.95 
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2675--steiniess steel. Keystone $4.80—Retall $4.98 ig cP paeenenenanentennnrnnh oii 
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1077Y 'W_with saabie catch and chain. Keystone $3. 00—-Retail 133.8 50 FT! 
22Y,W—14 Karat gold. Keystone $10.80—Retail $11.95 rr: 
38Y,W—14 Karat goid. With center catch and chain 
Keystone $14.70—Retail $16.25 Fr: 
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1009Y,W,P—Keystone $2.70—Retail $2.95 Fr: 









Attention: Aggressive Christmas merchandisers! 


+31 SPOTLIGHTS YOUR STORE 
IN LOOK MAGAZINE 


Become Christmas gift headquarters 
in your community! 


Only $31.00 gets your own store name 
and location in the spectacular Oper- 
ation Cherub Jewelry Section of LOOK 
magazine, December 10th issue (on 
newsstands November 26th) ! 


There'll be page after page in this sec- 
tion filled with supplier advertising of 
jewelry store gifts — all building cus- 
tomer traffic for your “LOOK-spot- 
lighted” store! 


What your LOOK “spotlight’”’ means to you! 


Giant Rens ame 


One out of every six people in your community will see 
this fabulous issue of LOOK—will be directed to your 
store as the place to buy the many gift suggestions ad- 
vertised ...as the place to shop for Christmas! 


You know how to capitalize locally on this! Spotlight 
your LOOK listing in vour own advertising, your own 
store displays! And increase your sales even more with: 


1. Customer surprises 
Exclusively yours — unique 
Christmas corsages to at- 
tract customers to your 
store will be featured on the 
page listing your store. Car- 
ton of 48 costs just $14.16. 


2. The Operation Cherub Kit 
Get the complete merchan- 
dising kit—2 china cherubs, 
cherub display pieces, 100 
gift suggestion booklets, 
plan and idea book, mat 
book—all for $12.50! 





FILL IN COUPON NOW 


—the BIG magazine with the BIG promotions 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 


a Oe 


JEWELRY INDUSTRY COUNCIL 
608 Fifth Avenue, New York 20, N. Y. 


ine Check enclosed (or) Bill me for: 
(check payable to Jewelry Industry Council) 


My store name in Operation Cherub Sec- 
tion of LOOK @ $31.00 


___._._Cartons of 48 Christmas corsages 
@ $14.16 (plus shpg. chgs. to be billed 
later for orders of less than 5 cartons) 


—_ 


___Operation Cherub Display Kit @ $12.50 
(shpg. chgs. to be billed later) 


___—_Economy Package—all 3 units, as listed 
above, @ $49.90 delivered—Saves you 


13% 


Your Name 





Store Name 





Address 





City and State 
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New G-E Telechron models, 





Wood, metal, decorator and feature clocks 


NEW! PROVINCIAL—French Provincial de- 
sign for authentic beauty. Rich fruitwood case 
with distinctive etched dial. Alarm, $29.95 


NEW! UNIVERSE —Zodiac 
figures on convex dial make this 
solid brass beauty a decorator’s 
delight, $19.95 


NEW! GIFTWOOD— African 
mahogany beauty with hand- 
some brass bezel. Black nu- 
merals and hands for quiet 
elegance. Alarm, $14.95 


NEW! SHINING HOURS —Distinctive sun- 
burst motif, with gold-color dial blending into 
sparkling-clear lucite rays. A wall clock for 
the discerning at $29.95 


Magazine advertising —full-color center spread in 


Box eS Co re of The Saturday Evening Post. Full-color page in Reader’s 


Digest. Three insertions each in Living for Young 
Homemakers and House Beautiful. 


fall rd rofit Sunday Supplements —full-color page and two 


added insertions in the top 77 markets. 


Pp ; a ry a 1O r yo u Television — one-minute hard-sell commercials on 


the Cheyenne Show, ABC’s popular adult western. 
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styled and priced to move 


... greatest promotion back-stop ever! 


NEW! TRIXIE—Bright-colored puppy clock 
in non-breakable case helps keep youngsters 
on time. Trixie juggles bouncing ball, $6.98 


ing 


NEW! ROYAL SNOOZ-ALARM*—\New kind of 
alarm—wakes you, lets you snooze, wakes you 
again. Modern case in smart beige, luminous, $9.98 
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NEW! LITE-TIME—lIIluminated kitchen or 
bathroom clock. Bulb-lighted dial is night light. 
Stands or hangs. White, red or turquoise, $9.98 


NEW! WAKEWOOD—Contemporary wood 


case alarm in dark 
Also available with 
light or dark mahog 


NEW! TEMPO—Smart, fully-luminous alarm 
in ivory-color case. High style, low price, an 
appreciated gift item at $5.98 


African mahogany, $8.98. 
luminous dial in blonde, 
any colors at $9.98 


GENERAL @@ ELECTRIC 


Se 


att. 


“Gory 


Plus—large space in full color in the following 
publications (our share of the Housewares and 
Radio Receiver Division’s new joint advertising 
program) —Life, Look, The Saturday Evening 
Post, Better Homes & Gardens, Better Homes & 
Gardens Xmas Idea Annual, House Beautiful, 
House and Garden, Esquire, Holiday, This Week, 


Parade and Family Weekly. 
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NEW! DINETTE-—'It’s new in wall clocks, a 
saucer-shaped dial on smart wall-fit case in red, 
yellow, turquoise, or pink and charcoal, $7.98 


All prices are manufacturer's recommended retail or Fair Trade prices—plus applicable taxes. 
Clock and Timer Dept., General Electric Company, Ashland, Mass. 


*Snooz-Alarm is a trademark of the General Electric Company 


And —7 all-new window and point-of-sale displays. 
And —Ownership plans on 3 new feature clocks. 


And —Easy-to-win “Clockword Puzzle” contest with 138 
fabulous prizes—trips to Las Vegas, General Electric 
stock, TV sets, and more. 


And —Ad books with complete mats, radio and TV com- 
mercials and ideas. 


See your distributor quick for the whole new exciting 
story! Ask about the basic retail stock computer. 





For their 4-way spring action “Quadra-Flex” bracelet 


ey 


Anthony Ventura, Apex tool designer and tool maker 
sets up a 9-station progressive die for a production run. 


APEX ACCESSORIES, INC. chooses 
General Plate Gold Filled Stock 


Look for %, 
the Mark 
. GOLD FILLED 
ES 


Apex Accessories, Inc., a leader 
in the manufacture of fine watch ex- 
pansion bracelets, finds that it pays 
to be quality conscious. 

Mr. Richard Jaccarino, President, says: “We’ve been in 
this business 37 years. We've learned from experience that 
General Plate stock gives us the best results. What’s more, 
it helps keep our production costs down. Turning out the 
“Quadra-Flex” 4-way spring action bracelet is an intricate 
operation. The bracelet must automatically shape itself to 
the contour of the wearer’s wrist. Therefore, precision is a 
must. We find General Plate stock is the answer to our gold 
filled material requirements.” 


SALES OFFICES: ATTLEBORO, 


52 


NEW YORK, CHICAGO, 


Why not try General Plate gold filled stock for your 
next order? Its uniform dimensions will mean cleaner 
blanks, less scrap, fewer production line stoppages. Requires 
less polishing leaving more gold for greater wear. Keeps 
rejects to a minimum. 

For further information on how General Plate gold filled 
stock can help your operation, get in touch with your Gen- 
eral Plate representative. Or write or phone collect. 


CORPORATION 


ATTLEBORO 
MASSACHUSETTS 


METALS & CONTROLS [iy 


General Plate Division 


LOS ANGELES 
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Featuring the FASTEST-SELLING 
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PILFER-PROOF “o>. 
‘Nase 


THE MOST ELEGANT AND UNIQUE 
SATIN DISPLAY EVER TO HIT THE 
LOW-PRICE WATCH FIELD! 
yey both » Si 


an 
Each display contains seven elegant MAYFAIR watches with one Oldest “tae “BP@y 0 


ever! 











. ; ; 4Ctur Ost (One O - vd Whole. 
display box . . . all packed into one compact unit . . . price Tr “SPected war, Worlds 
atc} 
ticketed from $7.95 to $12.95. Compact and easy to use on your ' Many. 


counter or in your window. For further details contact your wholesaler. 





w in the 


Grand Ballroom: 
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tact your we - 
Nanasi Co-, '*: 
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For Sample Unit Contact the Wholesale Distributor Nearest You . . 


















EASTERN STATES *Gorenflo Co., Inc. 1940 E. Jefferson Ave., Detroit 7, Mich. 
*|. Alberts’ Sons, Inc. 373 Washington St., Boston 8, Mass. | “Meyer Jewelry Co. 1105 Grand Ave., Kansas City 6, Mo. 
*|. Alberts’ Sons, Inc. Empire Bldg., Syracuse 2, N. Y. | “Stein & Ellbogen Co., Inc. 233 Bagley Ave., Detroit 26, Mich. 
“A. Cohen & Sons, Inc. 27 W. 23rd St.. New York, N.Y. | “4. W. Burdick Co., Inc. 3622 Prospect Ave. S.E., Cleveland 15, Ohio 
beso nc % va Inc. mu o4 fe roonessntinagts SOUTH-WEST 
“Samuel Weinhaus Lo., Inc. iberty Ave., Pittsbur 5. = 
‘Edward Tinkleman 715 Sansom St., Philadelphia 22, Pa. Higgenbotham Jewelry Co. 912 Commerce St., Dallas 2, Texas 
, MID-WEST 
er Samene “A. C. Becken Co. 22 W. Madison St., Chicago 90, Ill. 
*A. C. Becken Co., Inc... Chamber of Commerce Bidg., Nashville, Tenn. | +a © Becken Co. 909 17th St., Denver 2. Colo. 
A. Cohen & Sons, Inc. 321 Peachtree St. N.E., Atlanta 3, Ga. | «stein & Etibogen Co., Inc. 55 E. Washington St., Chicago 2, Ill. 


CENTRAL STATES WEST COAST 





*A. C. Becken Co. 220 Bagley Ave., Detroit 26, Mich. | “A. Cohen & Sons Corp. 134 W. 30th St., Los Angeles 7, Calif. 
“Berger Jewelry Mfg. Co. 211 N. 7 St., St. Louis 1, Mo. | “E. W. Reynolds Co., inc. 315 W. 5th St., Los Angeles 13, Calif. 
*Eisenstadt Mfg. Co. | 317 N. 11th St., St. Louis 1, Mo. | *E. W. Reynolds Co., Inc. 657 Mission St., San Francisco 5, Calif. 





*A. H. Ficken Co., Inc. _,.850 Euclid Ave., Cleveland 14, Ohio | *E. W. Reynolds Co., Inc. 831 N. lst Ave., Phoenix, Ariz 





Factory: 6219 Madison Street, West New York, New Jersey 
NANASI Company, inc. Sales Office: 11 East 48th Street, New York 17, New York 
Affilicted with Bayer, Pretzfelder & Mills). 
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This Christmas, everybody who is anybody" 


will see mighty full-page, full-color national 
advertising for Mele Jewel Cases! 


*By everybody who is anybody we mean your customers! Mele market research 

reveals that 76.4% of all men’s and women’s jewel cases are purchased by young 

women (between the ages of 18 and 35) . This 1s the heart of your market—and Mele 
pre-sells it in a big way... with a concentrated campaign in the most important young 
women’s magazines (Redbook, Charm, Mademoiselle and Seventeen) , supplemented 
by Esquire and the New York Times Magazine! Order now! ‘Tie in and cash in! 
Write for colorful new Mele catalog, brochure on Fall merchandising program, 

free newspaper mats, display cards and other promotion helps. 


M = a - ay ee ia auaty 
in Jewel Cases 


MELE MANUFACTURING COMPANY, INC., 366 Fifth Avenue, New York 1, N. Y. 
Visit Mele Booths E 15 and E 16, Empire Room, Waldorf-Astoria, August 11-15. 
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ALIVE WITH 





PRECIOUS 


BEAUTY 


SLO Mall, (Cam O7-\. i e1e@) U1 27-4. 4 


WITH OPALITE QUALITY 


MANUFACTURED EXCLUSIVELY BY { ee 
alle 
Send for new 


catalog insert 1311 LOMBARD STREET, PHILADELPHIA 47, PA. 
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IN YOUR PROFIT PICTURE 


IMAGINATIVE DESIGNS: 


Excitingly new styles at every price level 


View The Newest Look in Time from two 
angles... your customers’ and yours. Brilliant 
styling and prestige—sleek lines projecting into 
the future, backed by a famous name firmly 
established in the past—satisfy your customers. 

But you profit from vigorous Gruen promo- 
tion—exciting off-beat selling themes that 
strengthen each sales peak period, constantly 
build additional traffic and volume. 

Gruen puts at your disposal the advertising 


IMAGINATIVE PROMOTIONS: 


provocative selling ideas to stimulate volume 


and merchandising skill of some of the ablest 
and most successful men in the business. Again 
this season they've come up with a practical, 
money-making plan carefully adapted to your 
specific watch selling needs. 

Want details? Your Gruen representative 
will be delighted to discuss the whole new 
program with you. Bear in mind, The Newest 
Look in Time is a new look at promoting 
watches as well as in styling them. 


GRUEN ... THE PRECISION WATCH®—PRECISION® THE MOST IMPORTANT TRADEMARK IN WATCHMAKING. THE GRUEN WATCH COMPANY, TIME Hill, CINCINNATI 6, OHIO 
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THE "SOLID GOLD LOOK" IN ADJUSTABLE EXPANSION BANDS! 








LADIES’ REGENCY i _ Krersler 


mF Tore] 01-1 @a-11-1 1-1 amt lalehe-londl ia lel-ae lol aelela-lelela 
9015 Bergenline Avenue, North Bergen, New Jersey 





W 14-1418 
$ 475,00 


14 kt. white gold 


WB-1418 

$ 120,00 

14 kt. yellow 

r white gold WA-1418 
$ 115,00 
l4 kt vellow 
or white gold 


W 10-1418 B 


$ 385.00 


14 kt. white gold 


WD-1448 
$ 115. 

14 kt. yellow 
or white gold 


W6-1418 
$ 200.00 
14 kt. white gold 


W12-1418B 
$ 600.00 
14 kt. white gold 


‘C-1418 


120,00 


14 kt. yellow 
or white gold 


~ New Eterna line unsurpassed in beauty and technical perfection 


If it's an ETERNA, it’s the best of its kind. For more 
than a century, ETERNA watches have enjoyed world- 
renown for their precision, durability, beauty and tech- 
nical perfection. These inherent marks of quality are 
accented in the new stemwound ETERNA series that 
will supplement ETERNA’S complete line of selfwinding 
ETERNA: MATICS — the watches with the incom- 
parable balibearing-mounted automatic winders. These 
fashionably tiny ETERNA timepieces feature exclusive 
styling . . .‘sapphire’ crystals in white, rose, ceylon blue 
and peridot yellow . .. 18-k gold dial markers and 
movements of radically new design. 


THE NEW ETERNA MOVEMENT — caliber 1418 
— has three major technical innovations: |) a wider 
mainspring; 2) a larger barrel and 3) an over-sized ba- 
lance — almost half as wide in diameter as the movement 
— with a high balance-count of 21,600 vibrations per 
hour. (The dimensions of the balance and the strength 
of the barrel are in inverse ratio to the size of the 
watch.) All these factors give the ETERNA an amazing 
degree of accuracy. Available in 14-k yellow or white 
gold, from $ 105.00 f. t. i. to $ 1,000.00 f. t. i. Write 
today for our new illustrated ETERNA folder in color. 


ETERNA WATCH COMPANY OF AMERICA, INC. 677 FIFTH AVENUE, NEW YORK CITY 22 
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'8-1418 
240.90 
14 kt. white gold 

















SERT ROOM 
S7 and S8& 


Jewelry of Quality in 
14Kt. - 1ORt. 
Sterling Silver 
Gold - Filled 
Selective Distribution 


B. A. BALLOU & CO., INC. 61 Peck St., Providence, R. 1. 


MANUFACTURERS OF JEWELRY FOR MEN, WOMEN AND CHILDREN SINCE 1868 
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TIRAEX BRINGS YOU 


TIMEX 
WATERPROOF* 


95 


plus tax 


a aes 
T va tax 


*as long as crystal, case and crown remain intact. 


Timex, the world’s largest manufacturer of watches sponsors the great, 
hour-long BOB HOPE TELEVISION SHOWS for Fall and Winter 1957-58 
... featuring Bob Hope, the greatest name in entertainment .. . head- 
ing a sensational cast of the most important stars in show business... 
selling the world’s biggest stars in the watch business. 


The TIMEX “HOPE PROMOTION” will give you your most successful watch 
selling season ever. Plan your window displays... your counter displays 
... your streamers...your counter cards...your mailers to tie in with 
the biggest show events of the year. See your TIMEX distributor for all 
your merchandising needs. 


More people buy “Ta RAE X than any other watch in the world! 


500 Fifth Avenue, New York 36, N. Y. « 1300 James St., Toronto 9, Canada 


<A. See you October 6 J-10 p.m. EDS 


Check your local newspaper for time and local NBC-TV Station 
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The band that’s switching customers 
way from low-profit straps! 





¥ 
# . 


: 
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THE MOST BEAUTIFUL WATCHBAND 
IN AMERICA TODAY 


3 ways wonderful 











Advertised EVERY SINGLE WEEK on 
coast-to-coast television during 
June, July, August, September and 
on through the year! 























handsome new 
watchbands 
for men! 


a ee | || MARACA aes 
oa. _ 3 Y-W (Black Leather Nylon) 
$12.95 
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CALYPSO No. 464 
Y-W (Ebony Nylon) $12.95 








FORT KNOX No. 476 
Y-W (CVD. Ends) $12.95 


FORT KNOX No. 475 
Y-W (STR. Ends) $12.95 


HIGH RIDGE No. 443 
Y-W $12.95 





exciting new 
Styling 
for ladies! 


PEARL MAGIC No. 859 
Y-W $12.95 


WINDSWEPT No. 866 
Y-W (Ebony Nylon) $10.95 


WINDSWEPT _ No. 864 
Y-W (All Metal) $10.95 














GOLDEN PETALS No. 848 
Y-W $7.95 


All Speidel Watchband prices include 
Federal Tax. 


Copyright Speidel Corporation 1957 
Printed in U.S.A. | 
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idel’s new “‘Merchandiser’’ gives 


s a merchandising marvel 


THIS IS SPEIDEL’S NEW 
you these big plusses 


“MERCHANDISER 98”! 


Perfect for window, counter display ! 


Eye-catching, convenient, compact! 
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* EXTRA DISPLAY AREA! 
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* EXTRA STORAGE SPACE! 
* EXTRA SELLING FORCE! 
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your new 
“‘Counter-Merchandiser’’ 


Speidel Distributor 
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THIS IS SPEIDEL’S NEW 
“MERCHANDISER 50”! 


two 


the “98”, height 147s”, width 


13%", length 234” and the “50”, height 


comes in 


sizes — 
one displays 32 Speidel bands, and 


12%", width 12%”, length 16”. Each 
has convenient storage space for many 


Speidel’s “Merchandiser” 


A GOOD DISPLAY DOES EVERYTHING BUT RING UP THE SALE! 





handsome new 
watchbands 
for men! 





MARACA No. 474 
Y-W (Black Leather Nylon) 
$12.95 


CALYPSO No. 464 
Y-W (Ebony Nylon) $12.95 








FORT KNOX No. 476 
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HIGH RIDGE No. 443 
Y-W $12.95 
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PEARL MAGIC No. 859 
Y-W $12.95 


WINDSWEPT No. 866 
Y-W (Ebony Nylon) $10.95 


 WINDSWEPT No. 864 
Y-W (All Metal) $10.95 




















GOLDEN PETALS No. 848 
Y-W $7.95 


All Spéidel Watchband prices include 
Federal Tax. © é 
Copyright Speidel Corporation 1957 
Printed in U.S.A. : 
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THIS IS SPEIDEL’S NEW 
“MERCHANDISER 98”! 
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* EXTRA DISPLAY AREA! 
* EXTRA STORAGE SPACE! 
* EXTRA SELLING FORCE! 
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THIS IS SPEIDEL’S NEW 
“MERCHANDISER 50”! 


Speidel Distributor 
‘‘Counter-Merchandiser’’ 


two 


the “98”, height 147%”, width 


13%6”, length 234” and the “50”, height 


comes in 


sizes — 
one displays 32 Speidel bands, and 


12%”, width 12%”, length 16”. Each 
has convenient storage space for many 


Speidel’s “Merchandiser” 


GOOD DISPLAY DOES EVERYTHING BUT RING UP THE SALE! 
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Set No. 2035/2 $24.95 
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Set No. 1614/3 $4.95 Set No. 2029/3 $9.95 Set No. 2000/2 $14.95 Set No. 2033/3 $14.95 


The name Speidel puts the sell in men’s jewelry sets! 


Ask your Speidel distributor to show you the entire exciting ieee Others with fraternal emblems. All stones 


line! Sets priced from $2.95 to $25.00 — many with shields are simulated unless indicated genuine — tax not included. 
SPEIDEL CORPORATION, 70 SHIP STREET, PROVIDENCE, R. I. 














FEMININE PREROGATIVE ... to change ~“ ae 

; her watch as often as her fashion! 7 | 

a. Diana, shimmering cuff watch bracelet in all golden color or five new colors.* 15.95 
b. Slip-thru watch with four fashion colored suede bands to match costume. 16.95 
c. Look-thru necklace watch, golden color with chain of dainty scroll design. 10.95 

~~ d. Riviera, petal case in all golden color or five colors* with matching suede bands. 10.95 

_ “Blue, black, red, brown, white. All prices plus tax. 








Vogue - Mademeolselie - Glamour - Charm - 


A Me VO og , Seventeen and N.Y. Times Magazine. 
W See us at BOOTH 61 at the ANRJA Show 


Call or Write for further information: SHEFFIELD WATCH CO., 663 Fifth Ave., New York 22, N. Y. 
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| 1 SILVER 


Set No. 1780/3 ae Set No. 2032/2 $9.95 Set No. 2035/2 $24.95 
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Set No. 1614/3 $4.95 Set No. 2029/3 $9.95 


The name Speidel puts the 


Ask your Speidel distributor to show you the entire exciting for engraving. Others with fraternal emblems. All stones 
line! Sets priced from $2.95 to $25.00 — many with shields are simulated unless indicated genuine — tax not included. 


SPEIDEL CORPORATION, 70 SHIP STREET, PROVIDENCE, R. I. 





Set No. 2000/2 $14.95 Set No. 2033/3 $14.95 


sell in men’s jewelry sets! 
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FASHIONS IN WATCHES 











her watch as often as her fashion! | ne 
a. Diana, shimmering cuff watch bracelet in all golden color or five new colors.“ 15.95 
b. Slip-thru watch with four fashion colored suede bands to match costume. 16.95 
“= Cc. Look-thru necklace watch, golden color with chain of dainty scroll design. 10.95 
~~ d. Riviera, petal case in all golden color or five colors* with matching suede bands. 10.95 
— “Blue, black, red, brown, white. All prices plus tax. 








Vogue - Mademolselie - Glamour - Charm - 


At Able Qe 


Call or Write for further information: SHEFFIELD WATCH CO., 663 Fifth Ave., New York 22, N. Y. 
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Never 
underesti 
timate the power of the No. I 
0.1 magazi 
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is selected by women... 


chooses the No.1 magazine for women 




















































































































WOMEN HAVE A WORLD OF THEIR OWN...ANDA 
MAGAZINE OF THEIR OWN ...LADIES’ HOME JOURNAL 





































































































Says Mr. William T.. Hurley, Jr., Reed & Barton’s Vice Presi- 
dent in Charge of Sales: “To us it makes very good sense to 
advertise silverware (so essentially a ‘woman-product’ ) in the 
magazine that the most women buy, read and believe in. 
That’s why Ladies’ Home Journal consistently heads up our 
media list.” 












































































































































Women look to Ladies’ Home Journal for advice on every 
matter under the sun—including the very important matter 
of choosing their silverware. Silver advertised in the Journal 
is not only seen by many millions of women (half your women 
customers, surveys show)... but it is seen by them when they 
are in a mood to welcome and absorb the facts about adver- 
tised products. 
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VAIN Women have a world of their own... 
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and a magazine of their own... 


for women ... — 


A CURTIS PUBLICATION 








No. a in circulation * No. ab in newsstand sales * No. @ in advertising revenue 
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Anchorage...in a Stormy Sea 


No jeweler in America would deny that the jewelry business today is 
a tempest of price-cutting and promiscuous distribution. Retailers and 
manufacturers, disregarding the jeweler’s ethics of fair mark-up and 
fair prices, have abandoned themselves to an insecure world of un- 
certain profits. 

Omega has sought... and successfully ... to give its franchised dealers 
a safe anchorage in these turbulent waters. Omega’s selective distribu- 
tion policy protects the market of its dealers. Omega’s vigilant price- 
protection program assures a full profit on every sale. 

To the jeweler eager to build his watch business on a solid basis 
Omega offers the safest anchorage in a stormy sea. 


Official Watch 
of the Olympic Games 


Omega has prepared a new 
booklet entitled “Docu- 
mented Facts to Help You 
Decide Who Makes The 
Most Accurate Watch.” 
Write for your free copy. 


NORMAN M. MORRIS CORPORATION + 655 MADISON AVENUE, NEW YORK 2l, N. Y. 


Welcome To The Omega Suites, 980, 982, 984, Waldorf-Astoria 
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) America’s Finest Writing Instruments 


A wonderful feeling of pride and prestige in- 
evitably comes to those who own the best. Among 
people of genuine attainment and position 
nothing bespeaks their tastes more highly than 
the feeling of satisfaction they gain with the 
ownership of a Cross writing instrument, whether 
it be a Cross Executive set in solid 14 kt. gold or 
the slim elegance of a lustrous chrome pen or 
pencil by Cross. When you’re selling quality — 
you too attain that wonderful feeling of pride. 
Small wonder that a Cross writing instrument 
is considered the finest available. 


Whiting Instruments available in 


JEWELERS CIRCULAR-KEYSTONE, AUGUST 1957 


Not once since 1846 has Cross deviated from 
its policy of producing the finest in writing in- 
strument craftsmanship, regardless of their crea- 
tion. Such is the reason every Cross pen and 
pencil is covered with a lifetime mechanical 
guarantee. You, too, will realize that Pride can 
pay dividends once you have used and sold 
an A. T. Cross product. Why not accept our in- 
vitation to receive all the details. Write for your 


copy of the Cross Buyers’ Guide. 


$3.75 ea. retail, no tax 
$6.60 ea. retail, F.T.I. 
$8.75 ea. retail, F.T.I. 
$50.00 ea. retail, F.T.I. 


Lustrous Chrome 
12kt. gold filled 
14 kt. gold filled 
Solid 14 kt. gold 


ee 
FINE WRITING INSTRUMENTS SINCE 1846 


A.T. CROSS 


FIFTY THREE WARREN STREET 
PROVIDENCE 7, R. I, U.S.A. 
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Kreisler Colibri Lighter Showcase — 132 square inches 


of the smoothest salesman in your store. Counter display 


#501 SC—free with Kreisler Lighter Showcase Assortment. 


Genuine walnut case, peacock blue interior, pilfer-proof 


plate glass cover, snap-on plexi-glass top cover. Exclusive, 


“try-it-yourself” lighter attached. 12” x 11” x 844”. 


Versailles table lighter 
series. Flawless ele- 
gance, accented by the 
gleam of brilliant de- 
sign. In 4 patterns: Sun- 
burst #907-T (illus.) 
Fern 908-T; Swirl 
909-T ; and Salem 910-T. 




















Light it once . . . twenty times .. . 191 times a minute... . the 
Kreisler Colibri always lights! Always stands out as the one 
lighter that’s really different . . . really better. Over seventy 
models to choose from. Men’s, ladies’, table and Day and 
Nite Sets—all jewelry designed, all precision engineered to 
step in and deliver the most-eye-opening sales demonstration 
in the industry. Kreisler puts new excitement at your finger- 
tips, new business in the palm of your hand. Make sure you 
see the complete Kreisler Colibri line. Get in touch with 


your Kreisler salesman or send for the free catalog today. 








LIGHTS EVERY TIME 
SELLS EVERY TIME! 


i 
reister 


North Bergen, New Jersey 
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One winding gives you not only 8 day 
performance of movement, but an 
8 day automatic alarm as weil. 


BON VOYAGE 
$41.50 
Retail 
THE GENEVA 


15J F.T.1. 
~ $34.50 


in colors 
Retail 
15J F.T.1. 





THE PARIS eS ae Rae si THE TIME-0-VOX 
The wrist alarm watch 

$39.50 Retail with the bell tone 
15J F.T.1. alarm. 17J Movement. 
$95.00 F.T.I. 

Gold on Steel. . $145.00 F.T.I. 


14K Gold 
Chronometer .. $225.00 F.T.1. 





Write for complete details on our comprehensive line of clocks and watches. 


CYMA WATCH CO., Inc. - 681 Fifth Avenue, New York City 
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THERE IS A DEFINITE REASON-Wit 
COURTNEY DIAMONDS SELL EASIER... 


b 


COURTNEY DIAMONDS OFFER FINEST QUALITY «T LESS COST! 
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Every bride wants a 
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DIAMOND RING 







and every groom knows why: 










“Courtney diamonds 
are cut for brilliance’’* 










The Courtney* signature or symbol £ 
on the inside band of each ring, guarantees 
the integrity and valve of your selection. 














FREE: Valuable “‘diamond-facts’” booklet by 
Courtney to help you select your ring wisely. 











JOHN J. COURTNEY & CO. 


452 FIFTH AVENUE ® NEW YORK 18, N. Y. 













© 13C 1956 8 *Trade Marks 





i.ngs slightly enlarged to show detail 






Bracelet 
Assortment 
#301 
ohaelileleli-mis 
Thal ae @lelleMalit-fe| 
or Ster. Silver, 


ae Gi velais 
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Assortment 
4347-D 
er ellemallicte 





Givelas 
Assortment 
#368-D 

Sterling Silver 
Rhodium Finish 





gETAt OF 
pracelets 


ns 
4301 


a CHARM and BRACELET ASSORTMENTS 


on attractive easel-back velvet-lined displays. 


lIVvd eleli= 


— : 308! 2 ASSORTMENT #308 
i : ago ® § A Litelaicie Ster ng S i'7-) ata alelaiil 
Se ee ae : 

in‘compact double-hinged tray 


BRACELET 
ASSORTMENT 
#343 
oMehttelgi-1e Me b/s @a@relle 
Filled bracelets with 


@iibitia-toM a-lelat: 
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CARL-ART inc. | 
Norman Gustafson 


Mannie Levine’ 
366 Fitth Ave... New York 1. N. Y PROVIDENCE @ RHODE ISLAN D 448 South Hill St.. Los Angeles  ¢ 
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Quality is never an accident... 


Over 70 years of knowledge and experience in the 


making of fine watches goes into every Marc Nicolet. 


Mare Nicolet 


Custom Built Watches Since 1886 
Exclusive Distributors in the United States and Canade 





WINTON WATCH COMPANY, 64 WEST 48th/STREET, NEW YORK, N.Y. 


NEW PRODUCTS OF 
ELGIN AMERICANS 1957 
EXPANSION PROGRAM 





Completely NEW 
NEO-CLASSIC COMPACTS 


I | FUTURETTE ... Dramatic perspec- 

tive lines accentuate fanciful splash of 
satin silver combined with jeweler’s 
bronze in the Elgin American tradition. 
1550/018 


BY 


These stunning Neo-Classic designs by 
Eigin American are the creations of master craftsmen of 
jewelry style centers throughout the world. 
The gracious elegance of these exciting new 
compacts is typical of the new beauty that 
distinguishes the entire ’57 
Elgin American line. 


“ 


FORMALETTE .. . For important 
moments a most personal creation. Her 
initials or signature engraved on smartly 
tailored satin background. 1550/008 

ILLUSIONETTE...Asprightly design 

agleam with tones of shimmering gold. 

Another inspired gift idea! 1550/015 


COQUETTE ... A gay interpretation 
with a tone of dignity. Brilliant highly 
polished jeweler’s bronze engraved on 
soft satin finish. 1550/017 
SEE THE COMPLETE NEW LINE 


AT THE NEW YORK SHOW EXHIBIT. 


Ballroom stage and Suite 974-976. 
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NEW, exclusive 


ELGIN AMERICAN PROFIT-MAKERS AND TRAFFIC STOPPERS 


for the jewelry trade 


Completely NEW, FEATHERWEIGHT 
SMOKING ACCESSORIES BY 


CLIN ANEHI GAR 


The ELGIN AMERICAN 
LITE-PACK 
Exciting, new litercase combination 
(holds full pack, king size or regular). 
Romanesque fluted design in rich 
Elginite finish. Built-in Elgin American 
patented “‘lift-out’” automatic lighter 
unit. Extra large capacity, leak-proof 
fuel compartment. 1530/700/07 The ELGIN-AMERICAN 
FULL-PACK 
Sleek, smart, handsome fluted de- 
sign. Elginite finish. For kings or 
regulars, any type package. Match- 
ing lighter below. 1535/700/07 
The ELGIN AMERICAN 
PATENTED 
AUTOMATIC LIGHTER 
NEW ELGINITE FINISH . .. Amazing featherweight metal . . . unmatched World's thinnest . . . the newest engi- 
in elegance, unequalled in durability. Absolutely tarnish-proof. (No protective neering triumph in lighter design. 


lacquer coating needed.) Gold tone or silver tone. Matching Full-Pack above. (Also king 
size for maximum fuel capacity.) From 


Elgin American's collection of ninety- 
seven distinctive, tailored, engraved, 
ornamented, and jewelled designs. 


LAs SS — seo new © a 
NUMBERS IN THE 1957 
=a CEE 4 0-8 a how -0. im 2-0 ae ee 
Se SUAE TO SFE: THEM! 
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Feature the finest in self-winding watches—feature i 
the Wyler Superior, result of over 3O years pioneering by Wyler’s Master 
OF c-bad-joal-larm) [oh' ance) 6 mor- tal laloia-t-t-1-mh\2e]6l am -t-01-1- a comh dal—Maslel-) al —» ¢-loaaiale 


customers—at the same time increase your profit too. 
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Wyler 
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Superior in Accuracy 


Superior in Styling 


eres 


Nie. So Mee 


Superior in Dependability 
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ADVERTISED 


Shock resistant, water resistant, 25 Jewels 
itlustrated 14K gold $185.00; other 

Wyler Superiors from $87.50 retail. 

Wyler incaflex—the watch that was dropped from the Eiff 


WYLER WATCH CORPORATION « 131 East 23rd Street, New York 10, N. 




















» 
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The Wyler Superior... 
World Famous Incaflex Balance Wheel 
Shock and Water resistant— 25 Jewels. 
Reserve power over 40 hours. 

=D ada-Wl-ige| me cr-tr-talet—ma, al -1-) del am-a¢- loll ines 


UTS T- (To Moh col at-Talo ME dlalel late Mast-tolal-lall-taak 


p+“ oi alo} let-m-1-1(-1en dle] sie) mi -34-1-] MielolloMalli-leMt-tale 
14K gold models...from $87.50 retail. 


yo -Yomr-b¥s-11T- 40) 1- mn’, ahaa Me Oa al gel alo) aal-4-) at @4-1 oa balor-be-e 


SUPERIOR.Wyler 


Superior in Accuracy 


‘nico Fie-* 


sTollomelalhamdaigelslelsmel-\,4-1(-18-) WYLER-WATCH CORPORATION 131 East 23rd Street, New York 10, N. Y. 


Superior in Prestige and Profit 











Customers 
fall in line, too 
...If you sell 
the right ones! 


The Saturday Evening 


POST 


A CURTIS MAGAZINE 


Sells the POST 
-the mass market of active influence 


Most jewelers can name a lot of key 
customers. They’re the people who 
set the living trends and buying 
habits. They influence the others 
around them. That’s why they’re so 
highly prized as customers. 

National advertisers have been 
trying to woo and win these same 
people for you for years. But, until 
now, nobody knew for sure how to 
influence a large concentration of 
them in every community. 


Now, researcher Alfred Politz has 
discovered how these INFLUENTIALS 





can be reached through one maga- 
zine. His recent study shows that 
8 out of 10 of the millions of Post 
readers recommend or talk about 


things they see in the Post to other 


millions around them. 


These POST-INFLUENTIALS make up 
a huge market. There are thousands 
of them in every sales territory. 
They’re helping you sell Post-adver- 
tised products . .. by word of mouth 
and by example. Are you helping 
yourself to more profits by featuring 
the brands they’re pushing for you? 


INFLUENTIAL 
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ELECTRICZJCLOCKS 


(A) VIVID. Now an all metal wall clock in your favorite 
finish, copper, chrome, or brass. Beautiful, easy to 
read, 54” dial of sunrayed metal. Self starting. Clock 
has 8” diameter, sweep second hand. Makes ideal 
gift in own individual carton. 

No. 443 Retails at $6.95 


STARLIGHT.® The perfect T.V. clock! Clear plate 
glass dial is illuminated by means of pin switch. Soft 
glow complements any room and is excellent for 
T.V. viewing. Satin gold finish, metal base, 9” high, 
8'2”" wide, 4% Ibs. 

No. 146 Retails at $16.95 


Pats. 2507026 
‘and DI57987 


ELECTRIC NEW EXCITING 
ACTION CLOCKS “ACTION” 


(Cc) MERRY-GO-ROUND. Gay carousel color- 
fully revolves in lighted mirror-like setting. 
Case of plastic Wainut. Height 102”, width 
74", depth 4%”. 3 ibs. 

Ne. 920 Retails at $15.95 


(0) SWINGING PLAYMATES. Boy and gir! 
swing back and forth in a lovely lighted 
garden scene. Case of plastic Wainut. 
Height 10%”, width 72", depth 4%”. 3% 
ibs. 

Ne. 551 Retails at $15.95 


(E) WATERFALL. New continuous action of 
cool falling water in a colorful lighted 
scene. You'll love it. Case of wainut plastic. 
1014" high, 74" wide, 3 Ibs. 

No. 254 Retails at $16.95 


(F) FIREPLACE. Realistic flames dance and 
flicker. Case of beautiful wainut plastic. 
Gold-finish dial, easy to read. 104” high, 
74" wide, 4%” deep, 3 Ibs. 
ie. 272 Retells ot $16.98 atent No. 2,708,114 


Subject To Fedéral Other Patents Pending 
MASTERCRAFTERS CLOCK Fulton Street Chicago 12, Illinois — 


SOLD THROUGH SELECTED DISTRIBUTORS 
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ELECTRICSZZCLOCKS 


(G)STARETTE. Ali metal, easy to read attractive dial, 
done up in lustrous gold finish metal or wrought iron. 
Please specify finish when ordering. 18” x 18’, 2 Ibs. 
No. 821 Retails at $12.95 


PLAQUES. Complement Starburst or Starette clock 
with colorful, all metal matching wall plaques. 14” x 14’, 
4 Ibs. No F.E.T. Specify finish. Brass or black. 
No. 173 Retails Pr. $9.98 


(*) INWOOD. Reliable 8-day wind- 
up, wall clock. Hangs by means 
of braided cord and metal 
hanger. Solid wood with brass 
trim and hands — really differ- 
ent. 24” long, 10” diameter. 
2 ibs. complete. 

No. 641 Retails at $22.50 





(N) WALMA. Modern Decorator 
clock, solid maple and walnut, 
reliable 8-day wind-up move- 
ment. Hands and hour markers 
in solid brass. Easy to read 6” 
dial, 22” long, 7” wide, 3% Ibs. 
No. 317 Retails at $22.50 


MASTERCRAFTERS CLOCK & RADIO CO. 1750 West Fulton Street Chicago! 2, Illinois 
SOLD THROUGH SELECTED DISTRIBUTORS 
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KIN-LOCK DIAMOND RING SETS 


DAVID SARKIN has one of the indus- Large Selection from 
try’s Proven Best Records of “Sell- $14.50 to $450.00 COST 
Out” diamond rings... with retail 
jewelers of every size and type oP 
from coast-to-coast! ) 


DAVID SARKIN has the industry’s larg- | Awe ae ae 
a 4 


est selection of every type of dia- 
mond ring... in every promotional '\\ TRU-SO DIAMOND 
price range! “=” DINNER RINGS 


HAVE YOU TAKEN ADVANTAGE 


OF THE IRJA FRANCHISE PLAN? 


SARKIN STYLED 
DIAMOND RINGS 


| Ps ae 
5 Bh FOR MEN 


1) Sere? SARKIN: STYLED 
LINDE STAR RINGS 
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as TRU-SO 
-——_«. BIRTHSTONE RINGS 


Individually Packaged and Boxed 





TRU-SO DIAMOND 


Hundreds of retail jewelers have 
WEDDING RINGS 


reaped the benefits of the most 
unique advertising and promotion | : TRU-SO MATCHED 
plan ever offered! Learn — at the ) | BRIDE-’N-GROOM 
shows — how you can participate — ____ WEDDING RINGS 
without cost! , 

SEE SARKIN AT THE SHOW - NEW YORK: ANRJA, BOOTH 42, GRAND BALLROOM, WALDORF ASTORIA - AUGUST 11-16 


WIN LINDE STAR RINGS. 
“RING-UP” WINNING PRIZE TY Vt 
FIGURES ON SARKIN'S GIANT Leading Ring Stylist Since 1922 


CASH REGISTER AT THE ANRJA 
CONVENTION. : 37 West 47th Street, New York, N. Y. 








SHRIRO Packs Jet-Propelled 
Promotions To Loom Protite 


Never before has there been a promotional line-up with such explosive force 
to blast all sales resistance ... to provide such towering values with such 
infinite customer appeal. Only Shriro’s network of world-wide 

operations could produce such a sure-fire line-up that 

guarantees ACTION all along the line for you! 


FREE cis 


SURE-SELL AD MATS FURNISHED 
WITH ALL SHRIRO 
PROMOTIONS 


WORLD-FAMOUS 


ARM WATCHES 


AIN SELF-WINDING 
XACTOMATIC 
Women 


CRICKET WRIST At 


and VULC 
WATERPROOF E 
Watches for Men and 
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You Are Cordially invited To Visit 
Shriro Exhibits At The Following Conventions 


SOUTHERN RE7JAIL RETAIL DETROIT 
JEWELRY SHOW JEWELERS MARKET JEWELERS MARKET JEWELERS SHOW 
Room 502, Suite 1606A, Booth 65-66, Room 1402 

Henry Grady Hotel Conrad Hilton Hotel Waldorf-Astoria Hotel Hotel Statler 
ATLANTA CHICAGO NEW YORK DETROIT 
July 21st—24th July 28th—Aug. Ist Aug. 1 1th—15th Sept. 15th—17th 
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NOW, TELEVISION IN A JEWEL-BOX SETTING! | 





iin Bee Seine in SOE Ot Rhine 


Even.the Back Is Beautiful! 





Big 155-Square-Inch Picture! 


PHILCO Mud, Suwidoorn 


TABLE SETS AND PORTABLES 


oes BE. 
+ ee 4 











This is your kind of merchandise. The gem like having TV in every room in the house! 
of all TV sets! Nothing matches its years-ahead Five stunning colors, plus mahogany-grained 





° ‘tv li SS . ~ ' ° . . 
takes less . i styling, ee = No other set or luxury alligator finish to blend with any decor. 
than a ‘ —— eit . —! * — If you want maximum TV turnover from less 
hay anywhere, plug-in-and-play ability. 
Mee J es than one square foot of window or counter space. 
square foot ¢ s It’s the only new TV set designed to look good vigh ; 
\ .e festa anny ‘enaihsstuabaitina tin dah? Wes tues this is for you! Table sets retail from $159.95— 
ro y angle—includin ¢, Not just « 
of counter } ere Ht, genlt : portables at $169.95. 
. = sawed-off” version, but a completely new con- 
space ! cept in big-picture TV*. Designed for use on a Call your Philco Distributor for Slender Sev- 


coffee table. room divider — anywhere! Really enteener specs. net prices! 


*17-INCH OVERALL DIAGONAL 





Watch for full color, full page an. 


nouncements in The Saturday Eve- LOOK AHEAD... Cnll fou Chobshe PHILCO. 


ning Post and Life, August 24 and 26. 
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..e....- FAIS DOUBLE-ACTION 
NATIONALLY ADVERTISED 


@ INCREASES YOUR STORE TRAFFIC 


because hundreds will come to you for Entry Blanks 


@ INCREASES YOUR GOOD WILL AND PRESTIGE 
by directing the attention of your community on you! 
78 million magazine readers will be asked to com- 
plete this sentence on the Contest Entry Blanks they 
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get only at retail jewelers — 


T peter to buy gifts at my Jewelers because — 


” 








. .BIGGEST PEARL PROFITS POSSIBLE 
ON LOW CosT! 


...and you get a variety of most popular Deltah 
simulated pearl necklaces and ensembles — all hand- 
somely gift packaged. 





eeeeee FREE! Contest Entry Blanks, Window Displays, 
Colorful Consumer Folders, Newspaper Mats, 
available with your order for the Jeweler's Prize 
Assortment 





ee 
cies 


The Secret iA iw the Demand! 





One Out of Every Four Self-Winding ERNEST BOREL 


Watches Sold Today Is a “DATOPTIC” 


Faced with today’s tremendous competition JUST LOOK AT THESE FEATURES: 


from all quarters, fine jewelers everywhere e@ Date-in-a-monocle. Gives the day’s date 


are finding that selling “run-of-the-mill” automatically, optically magnified by a tiny 
lens so you can read it at a glance. 


e Self-winding. 

e Invisible night-lighting. 

e@ Modern concealed-crown styling. 
e Lifetime mainspring. 

Why? Because “DATOPTIC” is NOT “just e Water and shock resistant. 


another watch”; it is the wnusual watch... e Precision INCASTAR Regulator for the 
correct time all the time. 


e@ AND... available to fine jewelers only! 


watches just doesn’t get the job done. And 
more and more of them are learning daily 
that the answer is the ERNEST BOREL 
“DATOPTIC”. 


the world’s only watch offering these wanted 
features! 


For more information about the entire remarkable Ernest Borel line, mail thie coupon TODAY! 
Ernest Borel Watches, . K- 3 
1008 Walnut, Kansas City, Mo. 
Please tell me more about Ernest Borel watches and 
why they mean more sales for me! EB R N E: S T BO R E L 
SIGNED WATCHES 
NEUCHATEL, SWITZERLAND 
U. S. Offices/ 1008 Walnut, Kansas City, Mo. 
ADDRESS... Ernest Borel Representatives: 
West Coast, Marcel Muller Central, Jerry Carr 
Southwest, William Seielstad East Central, Bruce Moore 


Northwest, Ralph Watten East, Andre Clainert 
West Central, Forest Seifert Southeast, Reg Raynor 





STORE NAME_____ 
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Hundreds of jewelers have responded 
to the profit opportunity offered by 
Sylvania in its Jewelers Circular Key- 
stone advertisement! es 
These jewelers are cashing in on FS: STYLING: 
America’s fastest growing gift market = The Sylvania Thunderbird typifies years- 
es 


‘ ie ahead Sylvania styling. A smart jewel-like 
with Sylvania’s quality Radio and cabinet sets the pace in transistor-powered 


Hi-Fi line. saute 


x a 


AND SYLVANIA RADIOS SELL” 


POLS P RTI BPN TP ORR SE ROR Ray Pr ok 
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The Sylvania Phone-Radio, Model 1102 
An exclusive Sylvania development that 
sells! Actually enables two-way conversa- 
tion with any room of home or office. 


Sylivania’s realistic pricing assures maxi- 
mum profit potential with the entire quality 
radio and hi-fi line. 


Powerful national 
advertising support 


— 
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Write for the name of your nearest whole- = Radio Sales Department, Sylvania Electric Products Inc. 


sale druggist who is merchandising the te Radio and TV Division, 700 Ellicott Street, Batavia, N. Y. 

Sylvania Radio and Hi-Fi line : Please send me additional information on the Sylvania Radio 
and Hi-Fi line, my merchandising and profit opportunities 
and the name of my nearest wholesale jeweler. 





. \ Store Name 


Street 








City County 





Mer. Name 





Check One: |] Retailer [}] Wholesaler 
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» TRE WRISTS 
HAVE IT! 
+ SAVS TRIFAR: 
+. and a tashion is born! 
it's got 
a twist 
to it 
and a twirl 
to it 
a iift and a whirl 
to it! 
it’s the braceleting 
that is 
hand-cuffing 
itself 
to fashion 
with a mad, 
mad passion! 
Cuff Graceiets, 7.50, 10.00 
Matching Earrings, 3.00 to 5.00 
Preces ples tax 


Not authentic uniest« 


atamoaed TRPAR. 


denreiry designe copyrighted, sie 
Be es 


pe 4 See a thing but. 
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FULL-COLOR, 
DOUBLE-PAGE SPREAD 





MADEMOISELLE, 
August 1957 
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Now! The Glamour of the Greatest Hit in Musical History 


Captured in the Hottest New Watch Series in the Business! 


ds ILL 


INSPIRED BY THE BROADWAY H'IT SHOW.’ MY FAIR LADY” 


=) —3 >) i toh 


Beautiful look-perfect promotional hook— 
“My Fair Lady” has everything! Stunning 
splendor, the excitement, the famous-name 
of Broadway’s biggest success! Curtain 
goes up on “My Fair Lady” by Benrus at 
the Waldorf, August 11th. See it — it’s a 
sure hit. 








WIN TWO TICKETS TO “MY FAIR LADY” And... “My Fair Lady” Dolls 


VISIT BENRUS SUITE 4V-1, OR 4V-2 AT THE WALDORF! Two free tickets to “My Fair 
Lady” will be given away on Monday, Tuesday, and Wednesday .. . plus 5 “My Fair Lady” 
dolls each day. Register for this big free Give-away when you visit Benrus suites 4V-1, or 
4V-2 at the New York Convention, starting August 11th. 


SBENRUS WATCH COMPANY, Inc. 50 West 44th St. New York 36, N.Y. 
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ur lucky number... 


... seven new electric chime and strike clocks! 


No. H-780 

ShipsStrike. 

A strikingly 

modern design 

with a nautical 

flavor. Two 

toned compass 

dial that blends 

| becutifully with 

the walnut color case. Gold rope molding at 
base. 6%" high, 6%" wide, 3%" deep. 

Retail: $45.00 List: $54.00 


No. H-850 Westminster Chimes. 

The sweeping arch of this unusual design 
enhances the beauty of rare mahogany. Ivory 
dial, raised block numerals, gold sweep second 
hand, mahogany case. 6” high, 1344” wide, 
32" deep. 


Retail: $39.95 List: $47.90 


No. H-750 Hour and Half-Houwr Strike. 
A beautifully cased smaller clock that's perfect- 
ly at home anywhere. Ivory dial covered with 
convex giass held by three clips. Black numerals 
and hands, gold sweep second hand. Finished 
in mahogany color. 6%" high, 6%" wide, 
3%. " deep. 


Retail: $34.95 List: $41.94 


This year Herschede offers you seven new electric models 


that will put a real boost in your Christmas sales. These are 


smaller clocks—designed to meet the requirements of modern 


homes and apartments but, with their amplified chiming and a 


%, 


striking mechanisms, they produce the same rich resonance as 


larger clocks. Beautifully cased, attractively priced and 


accurate as only Herschede can make them, these clocks will 


be your “‘lucky seven” at Christmas. 


Your wholesaler can supply you now. 


No. H-854 Westminster Chimes. This ex- 
quisitely made small clock is ideal for the 
smaller desk or table. Ivory dial, black num- 
erals and hands, gold sweep second hand, 
mahogany case. 6%” high, 6%” wide, 
3%." deep. 

Retail: $39.95 


No. H-752 Hour and Half-Hour Strike. 
The ever popular tambour model designed 
to fit a smaller space. Ivory dial covered by 
convex glass. Black hands and numerals, 
gold sweep second hand. Mahogany color 
case. 6%" high, 113%” wide, 32” deep. 

Retail: $34.95 List: $41.94 


List: $47.90 Retail: $39.95 


THE He HEDE HALL 


CLOCK CO 


CINCINNAT! 6, OHIO 


No. H-852 Westminster Chimes. 

The gracefully flowing curves of this model will 
fit beautifully on mantel, desk or table. Ivory 
dial, raised gold numerals, gold sweep second 
hand, mahogany case. 64" high, 12%” wide, 
3%" deep. 

List: $47.90 


No. H-782 Ships Strike. A beautiful yet 
compact model that will fit any table or desk. 
Convex glass cover over an ivory dial with 
nautical design. Black hands, brown numerals, 
gold sweep second hand. Gold rope molding 
at base of mahogany color case. 6%” high, 
6%" wide, 32" deep. 


Retail: $34.95 List: $41.94 
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Confidence can never be bought. It must always be 
earned — usually over a long period of years. The 
unique confidence of your wholesaler in Tessler & 
Weiss mountings is a direct result of superior quality, 


styling and saleability. 


Your wholesaler and only your 
wholesaler can offer you... 


Tessler & Weiss mountings! 


saps 














SEEEEEEEEEEES 














Tessler & Weiss ic. 
2389 Vaux Hall Road, Union, New Jersey 





the hands that launched 


a new trend in watch buying’ . 


s 


the swing to self-winding watches is on! 





No jeweler can afford to ignore it. What was once an in the right style at the right price to please any customer 
expensive novelty has suddenly become the most wanted who walks in. And how he'll sell watches! 
feature in watches. You’re feeling it now. You'll get the Last year, Mido promised it would make the self- 
full impact this Fall. Your customers are thinking about, winding watch the most important watch in your store. 
talking about and buying self-winding watches. Even This Christmas will prove it. 
replacing their own watches! Nothing can reverse the *As long as case, crystal and crown remain intact. 
trend. And Mido, more than anyone else, made it happen. 

How? First, by engineering a self-winding movement The Mido line is price protected 
that’s years ahead in efficiency. Then, by concentrating Men’s watches .... . . $67.50 to $1000 
its production on self-winding watches exclusively. By Ladies’ watches. .. . . . $85.00 to $225 
; : : : Diamond models .. . . $195.00 to $1000 
offering the world’s largest selection of styles in self- Gold Bracelet models . . . $150.00to $360 
winding watches. By producing the world’s smallest Prices are retail, including Federal Tax 
ladies’ self-winding watch—first truly high fashion watch 
of its kind. And finally, by aggressively promoting the Mido Watch Company of America, Inc. 
self-winding watch idea to an eager public. 580 Fifth Avenue, New York 36 

This Christmas, Mido jewelers will be sitting pretty. In Canada: 410 St. Peter Street, Montreal 1 
They’ll have self-winding watch styles in depth. A com- 
plete range of “‘worry-free’’ watches with Mido’s incom- # 
parable waterproof* case. They’ll have Mido ‘‘Minia- 
tures’, smaller than a dime and flattering to the daintiest 


wrist. The Mido jeweler will have a self-winding watch . 
with owerwind 


the watch you never have to wind 





eeeee 28 © @ @ Your customers 


will see them again this Fall— 
us LIFE. POST = Bf New \OnKER 


<> this full page in LI r | Nov. 18 








Do you still wind your watch? 


New Mido catalog 
features the world’s largest 

. ° ° You've decided to get hirn & mew watch for Christreas. But how de you go about selecting 
selection of self ™ winding watch one” By ita reputation? Styling’? Beth impertant, of coarse. Bat find out, too, ef of ete! 


] a . . d mapas! be wound by hand ; dues. _ ou're giving aw ate? that yas aireatt’ beet arity emted 
yr 
styles. Write for it today. ber Sten ‘wnt eats Siler ate ha lal 

A Mido ‘pronounced Merdo) keeps winding itself as you wear it-—erery Mido. ft 


help but be aceurate beceuse ite mainspring stays we 
oumd. never apcterwound 


ind te precisely the meht tense 
for perfeet tumekeeping — never orere 


Mido i« known throughout the world as the worry free watch. Soe @aterproof*, you can 


All the selling help you awit with it. So shock -protectod, 7 Can | lay tennis or gout with it Ay magnet. 
7 od . . 
need! Newspaper mats. T\ Unbreakable mainspring 
. ane ° A rmasingly ough, this appli ta Mie 
spots. Color Movie Films. Dis- sates Sinaeedadeeraie tds ances giidleh ns duinehe tai 


never need pampering. never need windiny 


plays. Brochures. And more! 
Because Mido roakes oniy self-winding «atehes. vou may chonse from the world's largest 


rout ir own stem-windert Fer the Mico iewels 


wins walches, too, TINY af (hey are 


Smaller than a dime, vet 


seleetion. (And ien’t it time you ret 
nearest you, plus new ( hristrras G 

You Never Have to Wind crete te 
in Canada: 410 St. Peter St., Montreal. Sold and 


fata og and < Py oi “ hat . Re? ret the Wa or 
M ta, Dent ce th Ave New Px ; 


5 countries 


“a 2 


“) 
, Scars @ the watch you never have to wind 


es 











Planning a STORE-WIDE SALE? 
A Complete — Package $ 5 () FOR EVERYTHING 
... 50 you can "DO IT YOURSELF!” YOU NEED TO RUN 


ANY KIND of SALE! 
YES' RUN YOUR OWN SALE! 
Sample Fall-Page Adv (Reduced) 


More than 5,000 Sales-Aids and Timely Ideas [~—  . ~=3) STOCK LIQUIDATION SALE | 
sure to draw Crowds ss UBLIC NOTICE! 144 ON THE PREMISES. EVERYTHING Aas G0 
We can serve you with several hundred of the hottest TITS THE WILDEST PRICE PANIC CITY'S EVER SEEN! i 


traffic items, including advertising “copy,” that will ee gy. DI AMONDS' WATCHES! J EWELRY: ap 


make your sale a huge success! 


mC ACRIFICED? om 


Consult us in confidence. We can refer you to a number F 9 "WE WERE WRONG— WI WE Aide SORRY 
of Jewelers who have run Successful and Profitable Sales vedi ny = by en ene Pty doe ae 


with our service. Write, wire or ’phone for details! ee a ena as UP. TO 75% 
GIFT! 





No town too small for a SUCCESSFUL SALE! a Ce ten ee Wana When Os Ounce rar Th Liquidation Sale a WBA 
We can recommend Experienced Sales Supervisors at - THURSDAY 


nominal fee — upon request! | it DIAMONDS ms WAT! 
1-Day, 3-Day, or 30-Day Sale t__ 


We Can Be of Help! &. + 
ALL THIS AND MORE! we 


A COMPLETE SALES PROMOTION ADVERTISING 

MAT SERVICE, FLEXIBLE FOR ANY KIND OF oi 
SALE] HUNDREDS OF SIGNS, PENNANTS, BAN- SAVE UP TO 75°. 
NERS AND SHOW CARDS TO DRAMATIZE YOUR ae 


EVENT! DIE CUT DIAMOND RING AND STONE | 
RING SPECIAL SALE CARDS 200 INCLUDED! wd 














OUT THEY GO 


SAVE UP TO 75°.» 4 DOLLAR 


SPECIAL RADIO CONTINUITY 25-50-76-100 


WORD DYNAMIC SALE ANNOUNCEMENTS! a, VERY ARTICLE Gz os BUSINESS § 


DIAMOND MERCHANDISE CONTEST, DOOR ease 
OPENER GIMMICK, TRAFFIC STUNTS, CROWD | / amma 
GETTING IDEAS! COMPLETE SURPRISE PACK. == nN ae 

pit 


AGE MYSTERY BOX PLAN WITH MATS AND 
HOW TO SELL "EM BY THE THOUSANDS! A ~ =m 


DIRECT MAIL LETTER WITH COPY AND MAT: Ze \ Som oe pact ee 


BARGA/ 


FREE GIFT OFFER, LUCKY PENNY IDEA, BUSHELS | Ck ae : WE | OPEN MONDAY AND THURSDAY NITES 
OF IDEAS! PICK 7 WATCH / Sf 


ben too, can en your store with customers. ti came! | The saw! They bought! 








J. BIELER PROMOTIONS Whlaade Detar 


29 East Madison Street (Heyworth Building) Chicago 2, Illinois - ALL PHONES: RAndoiph 6- 














JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 

















one Rar, 
S Sumtte 5 


Staintes? 











Ombanion Lallen Fy the now famous Aca Gracefully tapered, 


with an exciting Silvertone finish—a streak of brilliance on buffed satin. Here is 
simplicity at its\most elegant in the finest heavyweight stainless. Vista* is available 
through authorized distributors, only $7.95 for a 6-piece place setting. 
CREATED IN THE DESIGN stTuDIOS OF ONEIDA LTD. SILVERSMITHS, Oneida, New York “rravemanxs oF oneiva iro 
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Sole U. S. distributor: Concord Watch Co. 


ZENITH Swiss Watches, famous the world over since 1865, again are avail- 
able to selected U. S. jewelers. Designed for men of taste who demand 
style and quality. Priced to retail from $90 to $425. Inquiries are invited. 
Concord Watch Co., 720 Fifth Ave., New York 19, N. Y. In Canada, 
write: Granite Jewellery Limited, 527 Queen St. W., Toronto, Ont. 
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Appearing in 
SATURDAY 
POST 


THE 


EVENING 


Krementz advertising appears regularly in 
The Saturday Evening Post, Newsweek, 
Vogue, Town and Country, The New 
Yorker, and The N. Y. Limes Magazine. 

In appearance and tone, this advertising 
is designed to reflect the superior quality of 
Krementz jewelry. It is widely known that 
designs by Krementz offer all of the rich 
ness, and much of the wearing power of 
solid gold jewelry...at a fraction of the 
price. This is possible because Krementz 
jewelry is made with a 14 Karat gold over 
lay...over thirty times the thickness of that 


in ordinary electroplated costume jewelry. 


The connoisseur's choice for 

important gift-giving...on Mother's 

Day ...Graduation and Wedding Days. 

Classic in design, precious in quality... 
Krementz jewelry has a lasting loveliness assured 
by a rich overlay of 14 Karat gold. You will feel special 
pride in giving... or wearing it. 

DAMASCENA ROSE: Necklace $25.00 Earrings $10.50 
HARLEQUIN: Brooch $11.50 Earrings $13.50 

CARNATION: Brooch $11.50 

QUADRANGLE: Cuff Links $10.50 Tie Bar $3.50 


BLACK STAR: Cuff Links $11.00 Tie Bar$7.50 (Prices plus tox} 
Each in fine leatherette gift case. Wherever fine jewelry is sold. 
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* 
ZENITH 


Sole U. S. distributor: Concord Watch Co. 


ZENITH Swiss Watches, famous the world over since 1865, again are avail- 
able to selected U. S. jewelers. Designed for men of taste who demand 
style and quality. Priced to retail from $90 to $425. Inquiries are invited. 
Concord Watch Co., 720 Fifth Ave., New York 19, N. Y. In Canada, 
write: Granite Jewellery Limited, 527 Queen St. W., Toronto, Ont. 
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Appearing in 
SATURDAY 
POST 


THE 
EVENING 


Krementz advertising appears regularly in 
[he Saturday Evening Post, Newsweek, 
Vogue, Town and Country, The New 
Yorker, and The N. Y. Times Magazine. 

In appearance and tone, this advertising 
is designed to reflect the superior quality of 
Krementz jewelry. It is widely known that 
designs by Krementz offer all of the rich 
ness, and much of the wearing power ol 
solid gold jewelry...at a fraction of the 
price. This is possible because Krementz 
jewelry is made with a 14 Karat gold over 
lay...over thirty times the thickness of that 


in ordinary electroplated costume jewelry. 


The connoisseur’s choice for 

important gift-giving...on Mother’s 

Day ...Graduation and Wedding Days. 

Classic in design, precious in quality... 
Krementz jewelry has a lasting loveliness assured 
by a rich overlay of 14 Karat gold. You will feel special 
pride in giving... or wearing it. 

DAMASCENA ROSE: Necklace $25.00 Earrings $10.50 
HARLEQUIN: Brooch $11.50 Earrings $13.50 

CARNATION: Brooch $11.50 

QUADRANGLE: Cuff Links $10.50 Tie Bar $3.50 


BLACK STAR: Cuff Links $11.00 Tie Bar $7.50 (Prices plus tox) 
Each in fine leatherette gift case. Wherever fine jewelry is sold. 
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CAN CASH IN ON CAMERAS 


wt ANSCO 


Travel Camera Outfits 


“NATURALS” IN JEWELRY STORES .. . famous precision 


/ 


cameras packed with all the extra appeal of complete camera 
outfits ... minimum demonstration time. . . excellent discounts 
... low inventory cost... backed by heavy Ansco advertising... 


ANSCO READYFLASH 


COMPLETE OUTFIT 
$4250 


A cinch to sell and to 

use. No levers to set, 

no dials to adjust. 
Factory preset for sharpest focus and proper ex- 
posure. Camera, flash unit, bulbs, Ansco All- 
Weather Pan Film, Anscolite Travel Case. 


CAMERA ALONE $695 





COMPLETE OUTFIT 


$9 R95 


Handsome, light- 

weight Anscoflex II 

is especially appeal- 
ing to women customers. Unique in its price class 
for built-in close-up lens and cloud filter. Outfit 
includes camera case, flash unit, bulbs, Ansco 
All-Weather Pan Film, in Travel Case. 


CAMERA ALONE $1895 
ANSCOFLEX | OUTFIT... 
same accessories $9395 


Camera identical with Anscoflex II but does not have 
close-up lens and filter. CAMERA ALONE $1595 





ANSCO COLOR CLIPPER 


COMPLETE OUTFIT 
$ 2 5 95 


Ansco’s newest... the 
latest precision, all- 
metal camera in the 
low-price field. Takes 
12 exposures on 120 film. Provides eye-level view- 
ing. Easy to set for portrait, group or scenic 
pictures. Includes: Ansco Universal Hand Viewer 
for color slides, Anscochrome Coior Film, All- 
Weather Pan Film, camera, flash unit, bulbs, 


Travel Case. 
CAMERA ALONE 21395 


eae 


| ANSCO MEMAR OUTFIT 


COMPLETE OUTFIT 
$5 Q95 


Here’s a famous 35mm 

camera for customers 

who demand quality 
merchandise at modest prices. Synchronized for 
flash. Delayed action timer allows photographer 
to get into the picture. Accessories: Top-grain 
cowhide camera case, Anscochrome color film, 
flash attachment, luggage-tan Travel Case. 


CAMERA ALONE $4150 
ANSCO SUPER MEMAR f/3.5 OUTFIT... 
| with same accessories $9995 


Super Memar f/3.5 has all the advantages of the Memar 
plus coupled rangefinder. CamEeRA ALONE $'7450 








O BINGHAMTON, NEW YORK 


A DIVISION OF GENERAL ANILINE & FILM CORPORATION 





; - 3 ; of 
Sturdy water- and : i : , ‘ 
shock-resistant — ; 7 ' 


watches for active 


young people. Large, 
easy to read numbers 
that glow in the 
dark, and bright red 
sweep second hand. 





CO-ED: As shown with 
expansion bracelet. 


CO-ED: With leath 

strap. ‘3 | SWISMASTER: As shown. 

No. 650— -- No, 661... List $16.70... Retail $13.95 
SHEEP ees St SWISMASTER: With leather strap. 

OS Pea roe ‘ No. 660... List $15.50... Retail $12.95 










Profile view @ 
Ultra Thin 


COSMOPOLITAN: Ultra Thin styling. 
Gold-tone wafer watch with new 
type ‘EXPANDO" expansion band. 
Also available with black dial. 


No. 802. . List $15.50. . Retail $12.95 


The Endura and Conquest names 
are your guarantee of quality. 


ADMIRAL: Water-resistant watch 

with bright yellow case, stainless 

steel back. Silver or black radium 

dial, sweep hand, 

No. 590 Quvuolity strap. ts, 
List $14.40 “ee eee : -Retail $11.9: vel 

No. 591 Expansion band, 8 = 
List $15.50. te eeeee te Fi 


+ v 
is = > — 


> 
* 





& 


= 







CONSTELLATION: Ulira Thin styling 
in a water-resistont watch. Thin line 
dial with radium dots, sweep 
second hand, waterproof suedette 
strap. 
wal No. 900 — 
List $16.70........ Retail $13.95 
| IGN: Water-resistant chrome case. 
P Stainless steel back. New type ‘EX- 
’ PANDO’ expansion band. Silver or 
black radium dial and sweep second 
hand. 
No. 584 — 
List $14.40........... Reta‘l $11.95 






AIN: Sturdy, practical, budget 


P pee. mnrense case. Back or my PRINCESS: Dainty gold-tone case with matching expansion 

| radium dial. Leather strap. peel Bileed numerals. 
| No. 785 — Se List $17.40. . .Retcil $14.50 
List $10.80 Retail $8.95 Ne. 720 With black silk cord... . List $15.50. . . Retail $12.95 


All prices subject to change without notice. Federal Excise Tax Extra. 





Bt 


e Electronically Tested @ Free Gift Boxé 


e Shock-Resistant e Factory Guar 21 


Smallest eo 


MERMAID: Nurses’ style water-resistant, stainless steel back. Raised figure dial 
with radium dots and sweep second hand. 
Retail $12.95 


FIESTA: A popular sunburst 
style from our wide assert- 
ment of fashion watches with 
matching suede bands. Col- 
ors: Blue; Red; Green; Block. 








SWIRL: A classic, whirlpool 
design. Colors: Red; Blue; 
Green; Black. 

No. 690 Svede strap. 

List $15.50. . Retail $12.95 
No. 691 Same as above 
with color matched bracelet. 

List $18.00. . Retail $14.95 


No. 670 — : 
List $15.50. . Retail a ime 


ESSEX: Gold-tone wafer 
watch. Super thin with fine 
leather strap. Choice of 
silver or black dial. 


No. 880 — 


enoune | ; | ae | 
7 | | big? ‘a List $15.50. . .Retail $12.95 


ENDURA TIME CORPORATION 


Affiliate: L. HARRIS COMPANY, INC. 
443 4th AVE., N. Y. 16, N. Y. LEXINGTON 2-7335 


NEWPORT: A happy combination of Ultra Thin dress watch, genuine alligator 


strap, matching genuine alligator-inset cuff links A tie bear. 
40 Retail $17.95 


No. 12/800. . st $20 
VISIT OUR DISPLAY AT THE WALDORF auscist llth TO 15th — BOOTH 63 MAIN BALLROOM 





f 
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COAST-TO-COAST 
REPRESENTATION 


SHOWROOMS: 


CHICAGO—Merchandise Mart _ 
NEW YORK—225 Fifth Avenue 


MARDI GRAS | | tituisiiecnnise nore 
COLLECTION MIAMI—46 SE Eighth St. 











+ 70443 


Gay pink and gold ribbons lavishly 
entwined on delicately fluted matte 
glazed white porcelain. Raised bou- 
quets of roses and forget-me-nots 
grace these beautiful imports. 





@ #50441 4” high $18.00 doz. 
#70444 6%" high 24.00 doz. 
#50440 612” high 24.00 doz. 
: #50439 412" high 15.00 doz. 
#70443 6” high 15.00 doz. 
{3 kinds asst'd 

#20438 5%” high 36.00 doz. 

# 40437 King Size — 
6” Long 30.00 doz. 
| #90544 3” wide 9.60 doz. 
# 40543 # 40543 3” wide 6.60 doz. 
- #50442 3%” high 15.00 doz. 


WRITE FOR OUR Meee GEO. ZOLTAN LEFTON, imports 


All Imports are shipped: NEW YORK SHOWROOMS MAIN OFFICE and SHOWROOMS, 
F.O.B. Geo. Z. Lefton, Chicago Warehouse or Suite 1129 1550 Merchandise Mart 


F.O.B. Lefton-Pacific Inc., Los Angeles Warehouse . 225 Fifth Avenue Chicago 54, Illinois 














There's real selling power behind 


rtcarve 


They’ll see Artcarved’s PVP 
featured on ‘“‘Queen for a Day’”’ 


It’s America’s No. 1 daytime TV program. Every 
Tuesday, over 8,000,000 TV viewers will see Artcarved 
diamond rings via 142 NBC-T'V stations throughout 
the nation. And they’ll learn about Artcarved on 560 
Mutual radio stations next day. 























COPR. 1957. J. R. WOOD & SONS. INC. *TRADE MARK 
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rtcarved % 
See 


ccceaet sat GAD Ce i] 


They'll see ‘beautiful ili like these in spectacular color... in black and white 
.in America’s-best-read magazines 


Permanent Value Plan 


21 compelling ads in single and double pages. . . 9 national magazines... radio 
. television . . . will be selling your customers the proven appeal of Artcarved’s Permanent 
Value Plan for the rest of 1957. This exciting promotion will be telling bride-age 
customers all over America of this remarkable plan that offers a convincing 
guarantee of the value of every Artcarved* diamond ring. Be sure you put this 
outstanding campaign to work for you. Use Artcarved’s dramatic 
merchandising aids to promote Artcarved’s PVP in your store. 


e COUNTER AND SHOW-CASE DISPLAYS e TIE-IN LITERATURE 
°e NEW RADIO DISCS e FULL-COLOR MOVIE AND TV PLAYLETS 


Ask your Artcarved representative or write our home office for full detai/s 








®& 
J e R. Wo © D & SO NS, IN C. 216 East 45th Street, New York 17, N. Y. 


YORK LONDON AMSTERDAM ° AN TWER P 
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Wauat’s Best For Tue JEWELER Is Best For Us 


With Longines watches, the authorized jeweler has the opportunity to choose a repre- 
sentative collection that exactly meets the needs of his own trade—in the high quality 
field the finest in styles, the most varied in types, the most complete in price ranges. 
Longines watches, moreover, create rea/ profits. Most important, Longines’ unrivalled 
reputation and unsurpassed quality build friendships—customer loyalties that are as tan- 
gible as an insurance policy. @ For Fall and Christmas, Longines’ national advertising will 
be continued on a record-making scale—the largest in size and scope ever placed behind 
watches of the highest character. Tie in with this advertising—feature Longines, the world’s 
most honored watch and Wittnauer, its distinguished companion watch in the medium 


price range—both made and warranted by the Longines-Wittnauer Watch Company. 


Longines: Vitnaucr G lated, Company 


SINCE 1866 MAKER OF WATCHES OF THE HIGHEST CHARACTER 


NEW YORK ° MONTREAL « GENEVA 
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f tee TOWER OF LONDON in its triple 
role of fortress, palace and prison 
has bristled with romance for cen- 
turies and is still living up to its repu- 
tation. Buried treasure is now believed 
to lie beneath its turrets. 

An old baddie named Sir John 
Barkstead was governor of the Tower 
back in the 16 hundreds. He treated 
his noble prisoners so fiendishly he 
was banished and eventually hanged. 
But not until he had buried in “but- 
ter firkins” the jewelry and money he 
extorted from his victims. 

Now the British have started dig- 
ging. How did they know where to 
start? A cave explorer, a water di- 
viner and two clairvoyants told them. 
If you don’t think that’s authoritative 
guidance, it satisfied the Ministry of 
Works which gave the official go- 
ahead. 

Only thing is, they'd better do their 
digging in the daytime. They say the 
spirit of Anne Boleyn prowls around 
there at night. 


a THEIR OWN sweet time: 
when given their choice whether to 
adopt Daylight Saving Time or stick 
to Standard Time for the summer 
months, the lawgivers of Berkeley 
County, West Virginia, decided to be 
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SPEAKING OF THE JEWELRY TRADE 


different. They chose neither. Or 
rather, they took a little bit of each. 
They moved their clocks back one- 
half hour! 


ETTING HER BACK on her facets: 
The newly rich woman was try- 
ing to make an impression. “I clean 


my diamonds with ammonia,’ she 





said, “my rubies with wine, my emer- 
alds with brandy and my sapphires 
with fresh milk.” 

“I don’t clean mine,” said the quiet 
woman setting next to her. “When 
mine get dirty, I just throw them 
away. 


? 


OSTLY DEATH AVERTED: Ben- 

venuto Cellini, the great gold 

smith, shared the belief of his day that 
diamond dust was sure poison. 

When he was imprisoned in Rome 
in 1538, he was thoroughly convinced 
that his enemy was trying to kill him 
by putting diamond dust in his food. 


One day, sure enough, he encountered 
a small piece of grit in his lunch, and 
examining the plate, he saw a number 
of gleaming particles. 

Like the pious scoundrel he was, he 
fell on his knees in terror and began 
praying. Then another thought struck 
him: maybe prayer wasn’t needed— 
yet. He took one of the particles to 
the window of his cell and pressed his 
knife against it. It crumbled! No, 
clearly prayer was not yet needed: it 
was not diamond dust. But what 
was it? 

As soon as he got out of jail, he 
investigated. His enemy had, indeed, 
given a diamond to a gem cutter, one 
Lione Aretino, with instructions to 
pulverize it and feed it to Benvenuto. 
But Lione was very poor. He had kept 
the diamond and substituted a citrine. 

The gem cutter’s blessed poverty 
had saved Cellini’s life—or so Cellini 
thought. 


we NO PUPPY DOGS’ TAILS? 
Norman Yancey, an aviation me- 
chanic of Dallas, built himself a 
grandfather clock. 

Among the ingredients he used in 
making it were salvage parts, an 
electro-magnetic switch off a surplus 
bombsight, a time-clock control out of 


107 





Selected and Serviced by Leading Wholesalers 
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Z Remembrance 
Bracelets 


.in a wide variety 
of chain designs 





ye Telllels)(-mle 
2 Sterling Silver * 1/20-12 K.G.F. 
ar, 10) @itelso mmr | .4 
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SOUIKY ‘'  §$OLD THRU LEADING WHOLESALERS 


AUTOMATIC CHAIN CO. ¢ Providence, R. I. 
NEW YORK + CHICAGO «+ LOS ANGELES 





Now—A NEW CATALOG 


containing our 


~~ — COMPLETE LINE of 
- STOCK JEWELRY BOXES 


You'll find a box to suit 
every requirement—all 
expertly designed and 

tastefully finished .. . in 
stock ready for you. 


Wholesalers TH On BOX CO. 
and Manufacturers: 523 MT. HOPE STREET 


Send for our new ATTLEBORO FALLS, MASSACHUSETTS 


illustrated brochure. 


: he Rosary of 
the Whontl 


Catamore Rosaries... 
handsomely crafted of pre- 
cious sterling silver and the 
finest rosary beads. Distinc- 
tive . . . beautiful original 
designs. Sales are bound to 
increase—and profitably. 


R77R/C Sterling Silver, 
Genuine Rock Crystal, 
hand engraved cross 
and center. Retails 
$16.50. Thru your 
wholesaler. 





AUGUST BAND 
OF THE 


a nen: inane = 


hides new addition in the Watchbands line is this 
rugged men's band with genuine reptile skin inserts, 
finished in 1/20 12K Gold Filled or Stainless Steel 


with straight or curved ends. 
Ask your wholesaler fo show you our complete line of men’s, 
ladies’ and children's watchbands and expansion idenfs. 


WATCHBANDS INC. 


NORTH ATTLEBORO, MASSACHUSETTS 








Paola t-wr- fale mm. att-t-y-1) 
EMBLEMATIC RINGS 


Eastern Star with 5 spinels, 10 K 
gold and synthetic stone points. 


No. R850 
$36.00 each Keystone 


Rainbow Girls, beautifully en- 
ameled, 10 K gold. 


No. R818 
$14.25 each Keystone 


IRONS & RUSSELL CO. 
PROVIDENCE * RHODE ISLAND 


Emblems since 1861 
through your Wholesaler 








+5766—Heavy Sterling Silver, 


hand-engraved, and original 


a LaMode design—Retail $10.00 


Every attractively gift-packaged La- 
Mode bracelet is superbly fashioned 
and distinctively designed to please 
the woman with discerning taste and 
a desire for quality. 


RIPLEY & GOWEN ad 
CO., INC. 


ATTLEBORO, MASS. 




















a neon sign, stainless-steel rods, a 
parachute release handle and some 
plumbing parts. 

When it came to the grid for the 
bottom of the pendulum, he was 
stumped. One day in the kitchen, see- 
ing his wife with a stainless-steel pot, 
his face lighted up. He reached for the 
pot lid. “Just what I need for the 
pendulum!” he cried. “Oh, no!” 
exclaimed Mrs. Yancey. But husband 
and lid had already gone. 

When she caught up with them, he 
had it swinging back and forth on the 
pendulum—and she had to admit it 
did look nice. 


_— ON THEIR HANDS: Word comes 
of a German watch company that’s 
making “ring watches of an unusual 
type.” With the help of an elastic 
metallic strap the watch can be made 
to fit any finger. Simply by changing 
the strap, the same watch can be worn 
in the traditional manner, on the wrist. 


| Fagen GOES THERAPEUTIC: One year 

ago a corrosion-resistant, nylon- 
covered spring, developed by the Elgin 
Watch Co., was placed under the 
opening of the mitral valve of a 34- 
year-old female patient. It has re- 


lieved her mitral insufhiiciency—to us, 
her rheumatic-heart condition. The 
spring is supposed to last 300 years. 

That ought to be long enough for 
her. Or should we say for She (of 
Rider Haggard fame) ? 


HE CLOSING OF THE HOUSE 

OF McALEENAN last November 
wrote finis to a story rich in adven- 
ture. 

McAleenan’s was a_ pawnbroker 
shop, in business for 121 years and 
since the 1870’s located at 1330 
Broadway, New York City. 

Favorite legend of the house con- 
cerned a man who thirty or more years 
ago pawned a collection of old coins 
for a loan. He was never seen again. 

Among the coins was one bearing 
the likeness of Queen Elizabeth the 
First. Suspecting that it might be rare, 
the current McAleenan took it to the 
New York Numismatic Society. The 
experts there could not identify it. 

Hopefully Mr. McAleenan put it in 
his window with a label “$500.” A 
vear or more later a Dutch gentleman 
came in and asked to see it. After 
examining it minutely, he calmly 
shelled out five $100 bills and walked 
out of the shop with it. Some time 
later it turned up at Christy’s in Lon- 








RINGS 

















“Something for a size seven nostril, please.” 
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don. It brought $20,000 at auction. 

It was the medal Good Queen Bess 
had had struck for Sir Francis Drake 
for his victory over the Armada in 
1588. 


TICKING THEIR NECKS oOUT—with 
difficulty: Ubangi women, it would 
seem, are becoming the fashion-setters 
of the world. The latest jewelry ropes 


rae, o 


4 
—> - 


—_— 


ty 7. 


\ 


ec 


are said to be five yards bites True, 
they can be worn in droopy, to-the- 
waist coils, but they are also intended 
to be wound, ten rows deep, around the 
neck. We trust platter lips are not in 


the offing. 


0 eyreng KNOCKS AGAIN: Dr. 
John Williamson, the Tangan- 
yika diamond king, is likely to add 
another $100 million to his account. 
He’s planning now, they say, to seek 
a new down-under El Dorado near 
Wellington, Australia. Diamonds have 
long been known to exist there, but 
because they’re small industrial stones 
and buried way down deep, people 
have rarely bothered to look for them. 
Dr. Williamson plans to use both 
aerial and ground parties in his search, 
the combination that proved so suc- 
cessful in East Africa. “Since they’re 
alluvial, they're coming from some- 
where,” he says, “and we'll get them.” 
As recently as 1940 he was a shirt- 
sleeve prospector. Today he owns a 
$100,000 hospital, several townships, a 
golf course, vast tracts of land on the 
shores of Lake Victoria and six air- 
craft. But he’s not a bit spoiled. He 
has simple tastes in food and enter- 
tainment. He likes gardening, good 
music, literature and painting. 
And he’s a bachelor and looks like 
Clark Gable! 


a THEY SHALL have music wher- 
ever they go: Jerry A. Danzig, 
vice-president of NBC Radio, says, 
“The age of the wrist-watch radio has 
arrived. Pilot models of transistor ra- 
dios smaller than a package of cigar- 
ettes, and earpiece radios the size of a 
silver dollar are already realities.” 


RE YOU getting ready for OPERA- 
TION CHERUB? 





® SOME VERY SERIOUS STUDENTS believe that every- 


thing functions in cycles (destruction and crea- 


tion, war and peace, drought and flood, periods 


of mass boredom and periods of mass enthusi- 
asm), all events and changes being part of a 
huge, interlocking pattern of ebb and flow. 

If this theory is true, it may well be the case 
that the jewelry industry has come to the end of 


one cycle and already has started a new cycle, 
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INDUSTRY IN MOTION 


the importance of which we are only now begin- 
ning to realize. 

The four designs across the top of these pages 
suggest some of the big things that are happen- 
ing. They are reshaping the structure of the in- 
dustry. They are preparing it for a new period 
of prosperity that is now gathering momentum. 
Each of them may be an omen of the new cycle. 


One of these is “Operation Cherub—1957,” 
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which is described in detail on page 106. This is 
more than a united holiday promotion. During 
the past two years, the Cherub campaign has 
taught thousands of jewelers the importance of 
thinking together and acting together—whether 
they are East Coast or West Coast, Main Street 
or Fifth Avenue, “cash” or “credit,” large or 
small. 


This year, by every indication, more jewelers 


(please turn to page 254) 
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... AND A CHERUB 


What is Operation Cherub? 


Answer—lIt’s a campaign—both national and 
local—which has a single purpose: To kindle 
greater public interest in the things of beauty 
and romance which jewelers sell, and to draw 
more customers into jewelry stores during the 
Christmas gift-buying season. 

Every jeweler benefits from “Operation Cher- 


ub.” But a jeweler benefits more when he really 


106 


understands the reasons for it and how it works. 
If you will spend ten minutes reading the rest 
of this article, you will see what it can do for 
your holiday business. Even if ycu have not 
participated actively before, perhaps you’ll decide 


to join this fall with thousands of other jewelers. 


Is an activity like this really necessary? 
Answer—Look at the record. The jewelry in- 
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IN MOTION 


~ 


SHALL LEAD THEM 


dustry has enjoyed modest gains during recent 
years—but many other industries have been 
surging ahead, taking a larger and larger share 
of consumer dollars. Retail jewelry sales last 
year were probably 5 per cent ahead of 1955... 
however, just consider these larger gains by 
competing industries: furniture up 6 per cent; 
apparel and household appliances up 8 per cent; 


luggage up 8.5 per cent; drug store sales up 10 
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per cent; liquor up 11 per cent; and toiletries up 


17.1 per cent. 


Who thought it up and when? 

Answer—A few retail jewelers and manufac- 
turing jewelers shaped up the idea on June 19, 
1955, in the offices of the Jewelry Industry Coun- 
cil, which is a non-profit organization represent- 


ing all parts of the industry. Its goal is to pub- 
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licize jewelry, watches, silverware and other 
jewelers’ merchandise. 

Like other jewelers, these men were worried 
over the ever-growing Christmas competition 
from other industries. Civilian output of auto- 
mobiles, radios and many other products had 
been cut down during World War II (while 
jewelry store sales soared in a few years’ time 
from $300 million to more than $1 billion). But 
after the war these industries turned their war- 
expanded plants loose on civilian production, and 


soon were looking around for additional sales 


- Operation Cherub 


Christmas 1957 


A special Cherub mat book and service. 
This book shows mats you can order— 
at no cost—for your own store use. Mats 
of complete ads ... mats of the Christ- 
mas corsage (see page 110) ... mats of 
the Cherub symbol . . . mats of suppliers’ 


products. You save on art work. 


to keep their recently enlarged factories busy. 
Many industries plunged for the first time 
into the Christmas-gift field—and with both feet. 
U. S. Steel, for instance, sponsored “Operation 
Snowflake.” This heavily - advertised program 
sold thousands of heavy gas and electric appli- 
ances—washing machines, ranges, refrigerators, 
etc.—during December. Detroit unveiled its new 
cars in late fall and wrapped even Cadillacs in 
Christmas glitter. The liquor industry turned to 
fancy decanters to put whisky under the tree. 


Before that meeting, two years ago, Albert E. 


Christmas booklets for your Christmas 
prospects. A colorful 16-page booklet, 
offering Christmas gift suggestions for 
all age groups. To be used for direct-mail 
and for distribution in your store... 
with your store imprint on the back 


cover. A helpful aid in selling gifts. 
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Haase, president of the Jewelry Industry Coun- 


cil, had asked The Saturday Evening Post to 


visualize a pre-Christmas campaign for the whole 


jewelry industry. 

Some of the manufacturers present thought it 
was too late for such a program in ’55, but the 
retailers (Oscar Kind, Jr., then president of 
ANRJA; Seymour Greenberg, then president of 
NJA, and Cecil Kaufman, past chairman of JIC) 
voted: Go ahead; there’s no time to lose. 

A symbol of love would also be the symbol of 


the jewelry store. Manufacturers would adver- 


jewelers Official Pian 
aed idea fees 


@peration 
Cherub 


Christuas 1957 


To help you plan your own store pro- 
gram—your own copy of the Official 
Idea and Plan Book for Operation 
Cherub. An all-inclusive guide book con- 
tains window and in-store ideas, direct- 
mail suggestions, newspaper layouts and 


copy, radio and television commercials. 
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tise as a group in a special section of a pre- 
Christmas issue of the Post. And retail jewelers 
would join in a simultaneous coast-to-coast dem- 
onstration by an industry whose very heart is 


love. 


What happened the first year? 

Answer—Much, in a very short time. A well- 
known sculptor designed the symbol for the pro- 
motion, and thousands of copies were made in 
fine china and decorated by hand. The symbol 


got a name, “Cherub,” though some people called 


For your Christmas decoration: (1) 
China, hand-decorated cherubs; (2) 
Large die-cut cardboard cherubs to hang 
in windows and inside your store; (3) 
Cherubs on colorful easel-backed display 
cards that will give added identification 


and increased holiday spirit. 





One of the Christmas corsages 


which Operation Cherub offers 


this year. There are 24 different 
kinds, each tied with holiday rib- 
bon and contained in a plastic box. 
They are “worth” at least a dollar, 
but priced so low that you can 
afford to give them away—per- 
haps in return for information 
about birthday or anniversary 


dates for your mailing list. 


it “Cupid” or “The Angel.” And a speaker at a 
retailers’ meeting coined a phrase for the promo- 


tion—“Operation Cherub.” 


Manufacturers bought a dozen pages of adver- 
tising in a pre-holiday issue of the Post, behind 
a four-color picture of the Cherub. Retailers 
showed statuettes and cut-outs of the Cherub in 
their windows and pictures of Cherubs in their 
advertising. Altogether, that first season, the 
Cherub decorated 880 retail advertisements, for 


a total of 526,000 agate lines. 


In January 1956, JIC polled all retail jewelers 
who had taken part: Should Operation Cherub 
be continued? Yes, said 97 per cent of the jewel- 
ers. Do you like the Cherub as a symbol? Yes, 


said 85 per cent. 


What happened last year? 
Answer—tThe idea began to take hold. Again, 


manufacturers bought a dozen or so pages of 
advertising in a special section of The Saturday 
Evening Post. Many more retail jewelers took 
part, sometimes with city-wide promotions in 
which all jewelers participated as a group. In 
Toledo, jewelry text and advertising filled most 
of one Sunday supplement of the Toledo Blade. 
There were other special pages or sections in 40 
other newspapers, all devoted to jewelry and 


showing the Cherub. 


Nearly 1600 jewelry stores used the Cherub 
in their advertising. These stores represented 
27 per cent of all retail jewelry stores which 
do newspaper advertising. Their ads amounted 
to nearly 4000 insertions for a combined lineage 
of more than 2,300,000 lines—a four-fold in- 


crease from 1955. 


Last January, JIC got another vote of confi- 


dence for Operation Cherub. This time, the Coun- 
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cil sent ballots to every jeweler in Ohio and Penn- 
sylvania, including both participators and non- 
participators. “Should Cherub be continued?” 
Yes, said 97 per cent. “Is Cherub a good sym- 


bol?” Yes, said the same percentage. 


What are the national plans fer Operation 
Cherub—1957? 


Answer—Many manufacturers will advertise 
page after page of jewelry-store gifts in an Oper- 
ation Cherub section of Look. The issue will be 
dated Dec. 10 and will reach the stands on Nov. 
26. It will be read, Look says, by 20 million men 


and women. 


For a slight individual charge, your store’s 
name and address will be carried—along with 
the names and addresses of hundreds of other 
jewelers—in the same Cherub section, under the 


heading: 


“Look shows you where to look for your Cherub 
Headquarters.” This listing can tie your store 


directly into the national promotion. 


How else does the retail jeweler take part? 


Answer—The Jewelry Industry Council offers 
a new feature this year, plus a number of time- 


tested, traffic-building plans. 


Christmas corsages are the new feature. There 
are 24 different varieties; each is packed in a 
transparent plastic box and has a retail value 
of $1 or more. Yet they are available to jewelers 
at a price so low that they may be offered “free” 
if you wish, either with any purchase above a 
certain figure or in return for information about 
birthdays or wedding anniversaries, which will 


help you build a better mailing list. 
JIC also has prepared these other helps: 


© A plan and idea book. It tells how to make 
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the most of Operation Cherub in your windows, 
interior displays, publicity, direct mail and ad- 


vertising. 


© A special Cherub mat book, to save you 
money on newspaper art costs. You can order 
free mats of the jewelry store corsage, of the 
Cherub symbol, of suppliers’ products, and of 


complete ads. 


© Christmas gift booklets, offering 16 pages of 


gift suggestions for various age groups. 


© Fine quality, hand-decorated Cherubs for 
window and in-store use; lithographed cut-out 
Cherubs to hang in windows and inside the store. 


Easel-backed Cherubs display cards. 


What does it cost? 


Answer — The “big special package” costs 
$49.90. It includes 48 Christmas corsages, two 
of each kind, individually packed; listing of the 
store name and address in Look, and a Cherub 


working kit. 


The kit consists of two china Cherubs; one 
large lithographed cardboard Cherub; one easel- 
backed Cherub window display card; 100 Christ- 
mas gift suggestion booklets; one plan and idea 


book, and one Cherub ad mat book. 


Ordered separately, the 48 corsages cost $14.16; 
the store-name listing in Look costs $31, and the 
working kit costs $12.50, plus shipping charges. 
The “special package,” therefore, represents a 


saving of nearly $8. 


How does a jeweler sign up? 


Answer—Simply order the “special package” 


or separate units from the Jewelry Industry 
Council, 608 Fifth Ave., New York 20, N. Y. All 
tie-in material will be ready for shipmént by 


Oct. 1. aaa 
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THE 
JEWELRY INDUSTRY 

IN MOTION WITH 
THE 


e “WORKING TOGETHER for a Better Retail 
Jewelry Industry” will be the theme at the Wal- 
dorf-Astoria Hotel in New York during the 
second week in August. 

According to every indication, this convention 
and trade show will be the biggest in the 52-year 
history of the American National Retail Jewelers 
Association—and this optimism augurs well, of 
course, for the coming fall and Christmas mer- 
chandising season. 


Attendance will surpass last year’s record 
registration of 14,149, Executive Vice President 
Charles M. Isaac confidently expects. Retail 


(Please turn to page 194) 


List of Exhibitors: 

Accro Watch Co., Inc. ......... Space E-]3 
Adams, William, Inc. ...Spaces 5% and 59 
Adler, Albert Space 123 
Admark Space 123 
Aetna Charms 

Spaces S-28, S-29, S-30 and S-31 
Aetna Creations, Inc. 

Spaces 5-28, 8-29, S-30 and $31 
Aisenstein, Louis, & Bros., Inc. ...Space 8 
Allsopp-Steller, Inc. ....Suite 866-868-870 
Alpha Watch Co., Inc. .........Space 147 
Ea BEND hdecwcdisestachaa Space 19 
Altheimer & Baer, Inc. ......... Space 20 
RE EE, HMA: «Sabin csv vcccsi Space 21 
American Charm Corp. 

Spaces B-13 and B-14 

American Thermo-Ware Co. ...Space 124 

Amity Leather Products Co. ...Space 112 

Ansco, Div. of Gen. Aniline & Film Corp. 

Space 136 

ed Suite 880-882 

Asmeor Jewelry Coe. ......ccccccs Space 44 

Arden Jewelry Case Co., Inc. ..Space 101 
Argentum Silver Co., Inc. 

Spaces 315 and 316 

Artcarved Rooms 911-915 917 

Avedon Manufacturing Corp....Space 332 


SF ein? ot Sea oe Space 51 
Baden & Foss Co. Space 4 
Baker & Co., Inc. ..............Space 18 
Ballou, B. A. & Co.. : 

Spaces S-7 and $8 
Barzel Crystal Space 208 
Basilica Rosary Co. ...Spaces 303 and 304 
Bates, C. J., & Son Space 212 
Bates, Barbara Space 212 
Bayer, Pretzfelder & Mills, Inc. 

Space 137 

Benrus Watch Co. Spaces 4-V-l1 and 4-V-2 
Berco Space 72 
en ee ON... ce dvacenkihonwe Space 308 
Bertuch Creative Displays 

Spaces 230 and 231 
Bertuch, Irwin V. ...Spaces 230 and 231 
Berwin Jewelry Co., Inc. ...... Space 22 
Boardman, The J. C., & Co., 

Silversmiths ........ Spaces 329 and 330 
Bogoff, Jewels By Space 221 
rr Th” ss ciweceee Spaces 222 and 223 
Cie Oh. tx cuakohsan cakes Space 149 
Boucher, Marcel, Et Cie, Inc. ..Space 4-F 
Brown & Gravenson, Inc, 

Spaces 4-N and 4-P 
Buffalo Jewelry Case Co., Inc. ..Space 101 
Bulova Watch Co., Ine. 

Le Perroquet Suites 


C 
Carr, M. W., & Co., Inc. ..... Space M-202 
Certified Metals Co. ........... Space 122 
Certified Wedding Rings Space 122 
Chesterfield Jewelers, Inc. 
Spaces 327 and 328 
Church and Co. Room 591 
Clebar Watch Agency Space 312 
Cohen, A., & Sons Corp. 
Jansen Salon and Blue Room; 4-U-1 
and 4-U-2 
Columbia Diamond Rings, Division 
of Axel Bros., Inc. ...Suite 693-694-695 
Columbia Silver Co., Inc. ..... Space 317 
Columbia Tru-fit Diamond Rings 
Suite 693-694-695 
Como Watch Co. ..... Spaces 155 and 156 
Continental Stainless Corp. ...Space 184 
Craftsman Billfolds .......... Space 326 
Cramer-Tobias Co., Space 2 
Croton Nivada Grenchen 
Suite 666-668-670 
Croton Watch Co., Ine. 
Suite 666-668-670 


* Listings in this directory are made as 
a service to buyers and exhibitors. Every 
effort is made to insure accuracy but we 
cannot be held responsible for errors or 
omissions. 
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Crown Luggage Co., Inc, ...... Space 115 
Crown Silver, Inc. ..... Spaces 94 and 95 
Cuckoo Clock Mfg. Co., Ine. 

Spaces 70 and 71 
Cyma Watch Co., Inc, ......... Space 72 
Dason Rings .........Spaces 37 and 38 
D.R.S. Watch Materials Space 92 
Davidson & Sons Jewelry Co., Inc. 

Spaces 37 and 38 
Dennison Manufacturing Co. ...Space 52 
Dershowitz, L., & Co. Space 48 
Doskow, Leonore, Inc, ........ Space 224 


Ebeling & Reuss Co..Spaces E-17 and E-18 
Electric City Box Co..Spaces 225 and 226 
Elgin American, Inc...Spaces 134 and 135 


Spaces 73, 74, 75 and Suite 966-968-970 
Frackman, Harry & Ben, Ine. ..... Room 
Wet: MUN bedbcccscvincenckes Space S-9 
French Expositions in the U. S., Ine. 

Spaces 103, 104, 105, 
106, 107, 108 and 109 
eR ee ee rr ery Space 93 
Gem Trade Laboratory Space 97 
Gemex Corp., The 
Spaces 55, 56 and Suite 580-582-584 
Gemological Institute of America 
Space 97 
General Electric Co. Clock & Timer 
Department Spaces 67 and 68 


Gitees, ©. Sia Gav Sec ivee ek Space 148 
Gladney, Norman J., Co. ..... Space 235 


PROGRAM 


CONVENTION 


MONDAY, AUGUST 12. “The President’s Address,” by Harry R. Gerber, 
president, American National Retail Jewelers Association, Bramley & Co., Inc., 
White Plains, N. Y. Address, “Keeping Pace With Modern Trends Through 
Research,” by William E. Hill, president, Wm. E. Hill & Co., Inc., management 
consultants, New York. Address, “State Association Problems,” by Lee Isen- 
berg, executive secretary, Connecticut Retail Jewelers Association, Hartford, 
Conn. 


TUESDAY, AUGUST 13. Theme: “How to Improve the Retail Jewelry Busi- 
ness.” Address, “The Business Woman’s Viewpoint,” by Olive Plunkett, vice 
president, Batten, Barton, Durstine & Osborn, Inc., New York. Address, “The 
Retail Jeweler’s Viewpoint,” by Carleton G. Broer, Broer-Freeman Co., Inc., 
Toledo, Ohio. Address, “Let’s Talk About the Merger,” by Attorney Philip E. 
Hoffman, chairman, the Coordinating Committee of the Retail Jewelers Asso- 
ciation, New York. 


WEDNESDAY, AUGUST 14. Address, “Why Installment Credit Is Im- 
portant,” by Herman Wasserman, vice president of the National Jewelers 
Association, Watch Shop Jewelers, Louisville, Ky. Address, “What the Jewelry 
Industry Tax Committee Is Doing,” by Arnold A. Schiffman, chairman of the 
Jewelry Industry Tax Committee, Schiffman’s, Inc., Greensboro, N. C. Address, 
“Jewelry Store Advertising and Sales Promotion.” 


THURSDAY, AUGUST 15. Reports by ANRJA secretary, treasurer, execu- 
tive vice president and committees. Resolutions, credentials, installation of 
officers and other association business. Evening—assembly, annual banquet, 
entertainment and dancing. 


Glenwood Products ....Spaces 94 and 95 


Elgin National Watch Co. 
Gold Filled Manufacturers Assn., Inc. 


Spaces 27, 28, 29, 34, 35 and 36 


Empire Holloware Co., Inc. ..Space 100 
Encyclopaedia Britannica Space 240 
English Silver Manufacturing Corp. 
Spaces 320 and 321 
Enicar Watch Corp. Space 72 
Evans Case Co. 
Spaces 406, 410, 411, 412, and 413 


Fantasy of Jewels Space 15 
Farrington Manufacturing Co...Space 146 
Feature Ring Co., Inc. ............ Suite 
Feinstein, E. S., & Co. ........ Space 319 
Ferri Bros. & Price, Inc. 

Spaces 303 and 304 
Firman Leather Goods Corp. ..Space B-l 
Fleischmann, Louis ............Space 69 
Flex-Let Corp. ......... Spaces 49 and 50 
ee Gg WN ie ek co ncccecss Space E-12 
Florn Clock Co., The ........ Space E-12 
.. Se Serre Room 593 
Forestville Clock Co...Spaces B-4 and B-5 
Forman-Cutler Co. .............. Space 5 
Forstner, Inc. 
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Space 334 
Gorham Co., The ...... Suite 942-944-946 
Gorman, Henry, & Son, Inc. ...Space 131 
Gruen Watch Co. The 

Spaces 4-J, 4-K, 4-L, 
4-M-1, 4-M-2 and 4-M-3 

Gutschneider, Jack, Jewelry Co., Ine. 
Space 13 


Hamburger, H., Co., Inc...Rooms 673-675 
Hamilton Watch Co, . 

Harlee Creations, Inc. 

Harman Fashion Watch Co. 

a, Gl SO cic chases Space 63 
Harves Jewelry ..........-+.- Space E-23 
Heirloom Clock Co...Spaces 323 and 324 
Helbros Watch Co., Inc. 

Space 41 and Suite 792-794-795 
Heller-Deltah, Inc. ............. Space 47 
Holzer Watch Co., Ine. ........ Space 45 
Honora Jewelry Co. ............ Space 6 
Huye Space Saving Box System, Inc. 

Spaces 98 and 99 


Ikora Importers, Inc...Spaces 243 and 244 
Imperial Lamp & Shade Co. ..Space 203 
Imperial Pearl Syndicate, Inc. 
Spaces 39 and 40 
I Oe Space E-]l 
International Silver Co., The 
Spaces S-10, S-11, S-12, $-13, S-14, 
5-15, S-16, S-17, S-18, S-19, S.20, 
5-21, S-22, S-23, S24, and S$-25 


Jackson Originals, Ann, Inc. ...Space 311 
Jaffe, A.. & Son, Inc. ...... Suite 767-769 
Jayposen Charm & Jewelry Mfg. Co. 
Space 121 
Jewelers Acceptance Corp. 
Space R-] and Rooms 687-689 
Jewelers’ Buyers Guide 
Jewelers’ Circular-Keystone ...Space 237 
Jewelers Guild ..Spaces B-6, B-7 and B-8 
Jewelry Industry Council Space 236 
Jones & Woodland Co. 
Suite 866-868-870 


K. S. K. Jewelry Co., Inc. 
: Suite 775-777 
Kahn, L. & M.— Jacobson Bros., Ine. 
Suite 
Karp, David, Co. Ime. ............ Suite 
Karpeles, Maurice J., Inc. ..... Space 33 
Karpeles Rosary Co. ...........Space 33 
Kaspar & Esh, Ine. ........ Suite 679-681 
Katz, Frank M., Inc. ......... Space 213 
Keystone Silver, Inc...Spaces 313 and 314 
Kienzle Clocks By Orbros 
Kim Associates 


Ee Spaces 241 and 242 
Kirk, Samuel. & Son, Inc. ..Suite 579-581 
Koch, Fred J., Imported Clocks 
Space 204 
Kocher Walter, & Co..Spaces 209 and 210 
Korn, William, & Co., Inc 
Spaces 77, 78, 81, 82, 88, 89 and 90 
Kreisler, Jacques, Mfg. Corp. 
Suite 780-782 
Krementz & Co. ....... Suite 866-868-870 
Kushner & Pines, Inc. ........ Room 565 
Lady Alice Pearls Space 140 
Lampl, Walter Spaces 85, 86, 87, 91 
Landau, Max, & Co., Inc Space B-il 
Lasner Jewelry Corp. .......... Space 305 
Laszlo, S. E.—Importer & Manufacturer 
Space 11! 
Lazarus Jewelers Space E-19 
Lederer Advertising & Sales Promotion 
Space B-12 
Lederer, Victor E.. Co. ....... Space B-12 
Lehman Bros. Silver Co. ..... Space 211 
Lido Import Co. Space 159 
Life Magazine ...... Spaces 118 and 119 
Lifton Gold & Asher, Inc., Advertising 
Space B-3 
Lifton, Harold, Co., Inc. ..... Space B-3 
Lignum-Vitae Products Corp...Space 142 
Linde Air Products Co. A Div. of 
Union Carbide and Carbon Corp. 
Space S-32 
Longines-Wittnauer Watch Co., Inc. 
Suite 


Inc 


Lovebright Diamond Co., . 
Suite 614-616 


Luria, L.. & Son. Ine. 
Chinese Room & Salon, 
Carpenter White Room and Foyer 


Marboux, Inc. 

Marhill Co., Inc., 

SE errr cr ts Space 163 
Maximillian Bonded Luggage..Space B-l 
Medana Watch Co. Space 8 
Mele Jewel Boxes ..Spaces E-15 and E-14 
Mele Mfg. Co. ......Spaces E-15 and E-16 
Merchandise Selectors, Inc. Space 1 
Mercury Earrings 

Mercury Ring Corp. 

SE 66.666 6b kd ss 0s en od Space 14] 
Minnesota Mining & Mfg. Co...Space E-14 
Miracle Diamond Rings Space 4-H 
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ANRJA EXHIBITORS (concluded from preceding page) 


Modern Onyx Mfg. Co., Inc. ...Space 116 
Monarch Watch Co., Inc. ...... Space 23 
Monterey Jewelers, Inc. ......Space 113 
Morel Jewelry Displays, Inc. 
Suite 667-669 
Morris, Norman M., Corp. 
Suite 980-982-984 
Mueck-Cary Co., Inc., The Silversmiths 
Space E-23 
ag AS ae a epee Space 246 


Napier Co., The Spaces 301 and 302 
National Jeweler Space 238 
National Silver Deposit Ware Co., Inc. 
Space 145 
New Hermes Engraving Machine Corp. 
Svaces B-9 and B-10 
New Hermes, Inc. ...Spaces B-9 and B-10 
Newland Schneeloch & Piek. Inc. 
Space M-205 
Norelco Electric Shavers 
Spaces S-1 and S-2 
Norma Pencil Corp. .......... Space 32 
North American Philips Co., Inc. 
Spaces S-1 and S-2 


Omega Watches Suite 980-982-984 
Oneida Ltd. ........ Spaces E-5, E-6, E-7, 

E-8, E-9, E-10 and E-11 
NE , co nccemaan sedan Space 164 
MR ak eal Bags caer baeene Space 64 
Overocean Clock Co. ......... Space 217 


Paper-Mate Co., The ..Spaces 138 and 139 
Parker Pen Co., The. .Spaces 127 and 128 
Pennino Brothers, Inc. 
Philco Corp. 
Phinney-Walker ...Spaces E-20 and E-21] 
Photo-Sculpture, Inc. Space 6 
Piccard, Lucian, Watch Corp. ...Space 7 
Polishook, K., & Son Corp. 

Spaces 125 and 126 
Poole Silver Co. ...... Spaces 80 and 84 
Posner, J.. Jewelry Co. ...... Space 12] 
Prager & Sussbach Co., Inc. ...Space 309 
Puritron Corp. Space 235 
Purse-Sets By Ann Jackson Originals 

Space 311] 


Radio Corp. of America Space E-26 
Reed & Barton Silversmiths 
Suite 779-781 
Regency Creations, Inc. ....... Space B-15 
7 SUN Be eres Ces Suite 567-569 
Remington Rand Dealer Sales 
Division of Sperry Rand Corp.. .Space 14 
Remington Rand Electric Shaver 
Spaces 9 and 10 
Renoir of California, Inc. ...... Space 163 
Ring Guild of America, Inc. ....Space 132 
Ritchie Premium Corp. 
Spaces 4-N and 4-P 
Robbin Products ................ Space | 
Robbins, Ceil, Originals Space 16 
I «i ow owe weak Space 16 
Robinson, Edward B. 
Spaces 229 and 4 of 228 
Rockwell Silver Co...Spaces E-24 and E-25 
Rolfs Leather Goods Space 239 
PE oc udws omedoke Spaces 155 and 156 
Ronson Corp. ......... Spaces S-4 and S-5 
Rosenthal, Herbert, Jewelry Corp. 
Space S.-27 
SR CNT Gas i 00 viendo cvnacico Space 214 
ee Space 319 


DP fe pe errr Space 245 
es Oe Me sconce ceeed Space 207 
Se I Skene concn’ Space 42 
o> See Room 665 
Saxton Golden Line .......... Space E-22 
EEE TOT Space E-22 
Schatz Clocks ........... Spaces 9 and 10 
EL. ko ca ntdcen bebe pene Space 60 
Schick, Max, Jewelry Co. ...... Space 133 
EE ETT Space 233 
Schindler, George D., Representatives 
Room 765 
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Schwarez, Adolf, & Son, Inc. ....Space 79 
Scientific Silver Service Corp. 
Space M-215 
Pe Re , cocvicigedesh enn Space 120 
Semca Clock Co., Ine, 
Spaces E-20 and E-21 
Sessions Clock Co., The ......Space 307 
Seth Thomas Clocks ....Spaces 25 and 26 
Shaeffer, W. A., Pen Co. ........ Space 46 
Sheffield Watch, Inc. .......... Space 61 
Shiman Bros. & Co., Inc. ....Space 4-H 
Shriro Watch, Inc. ...... Spaces 65 and 66 
Shwayder Bros., Inc. 
Silver City Glass Co. Inc., The 
Spaces 205 and 206 
Silvercraft Co., Inc. ............ Space 24 
Sinzheimer, Hans, Co. .......... Space 114 
Sloan & Co. 
Smallman, I., & Sons, . «.--Space 326 
Solow, Harold & Co. .......... Space 318 
Solow Watch Co. ............Space 318 
Spiedel Corp. .......... Spaces 30 and 31 
Squire, Inc. Space S-26 
Squire Men’s Jewelry ........ Space S-26 
Seoame Blaster Coe. 2... .cccccces Space 144 
Stenzart Jewelware Corp. ...... Space 93 
Stetson China Co. Suite 742-744 
Stieff Co., The 
Spaces 401, 407, 418 and 419 
Suberi Bros. Space 325 
Sunbeam Corp., Electric Shaver 
CE Ae ns Ne abeekese és Space B-2 


Sun Gold Industries Space 152 


Superior Jewelry Co. 
Supreme Cutlery Corp. ........ Space 96 
Surnamer, S. J., Co., Inc. ......Space 322 
Swift & Anderson, Inc. 
Sylvette Watch Co. 
Syracuse Ornamental Ce., Ine. 

Spaces E-3 and E-4 
a ae Spaces E-3 and E-4 


Tanenbaum, B., & Co., Inc. ....Space 83 
Tanz, The Philip, Co. ..Spaces 201 and 202 
Terry Leather Goods Co. ....Room 683 
Tessco Jewelry Creations 
Spaces 323 and 324 
Tissot Watches Space 45 
Tornek, Allen V., Co. ........ Space 234 
Towle Mfg. Co. Suite 842-844 
Towle Silversmiths ........ Suite 842-844 
Town & Country Strap Corp 
Suite 867-869 
Tru-Fit Diamond Rings 
Suite 693-694-695 
Tru-So Diamond Rings Space 42 
Twin Jewelry Co. ............ Space 245 


Underwood Corp. ............ Space M-] 
United Jewelry Co. ..Spaces 215 and 216 
United States Time Corp. 

Spaces 53 and 54 


Week Be GIN so scccccscovas Room 677 
Vereen GI. occ ccesccenses Space E-2 
Volupte, Inc. 
Spaces 62 and 63 and Room 559 
Vulcain of North America 
Spaces 65 and 66 


Wallace Silversmiths, Inc. 
Rooms 642-644-646 and 648 
Waltham Watch Co. ..Suite 680-682-684 
Watchmakers of Switzerland, The 
Spaces 11, 12 and 110 
Waterman Pen Co., Inc. 
Spaces 129 and 130 
Wefferling, Berry & Co. ...... Space 76 
Westclox Spaces 25 and 26 
Wiesner, Joseph, Inc. Room 671 
Wiesner of Miami, Inc. 
Spaces 218, 219 and 220 
Winard, Inc. ....Spaces 227 and , of 228 
Wonderfit Hosiery Co. ........ Space 152 
Wood, J. R., & Sons, Ine. 
Rooms 911-915-917 


Zenith Radio Corp. of N. Y. 
Spaces S-6 and S.33 
Zodiac Watch Agency Space 312 


THE 
JEWELRY 
INDUSTRY 

IN 
VMIOTION 
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® THE JEWELRY INDUSTRY has a new rule book. It 
tells what can honestly be said about jewelry of 
all kinds and about diamonds, pearls, precious and 
semi-precious stones and their synthetic, cultured 
and imitation substitutes. It also tells what cannot 
be said about those products. 

The regulations were issued on June 28 by the 
Federal Trade Commission. They became effective 
on July 28, except for rule 22 which will be oper- 
ative next Dec. 28. They revise five previous sets 
of rules which applied to various segments of the 
industry, and bring them together into a single 
package. 

In addition, they include two brand-new sets of 
rules, one for gold jewelry which had been pend- 
ing since 1950 and one for low- and medium-priced 
jewelry which was proposed in 1954. 

The regulations apply to all manufacturers, im- 
porters and sellers. They are designed to protect 
the trade and public from “unfair methods of com- 
petition, unfair deceptive acts or practices, and 
other trade abuses.” 

Complaints against violators may be sent either 
to the Federal Trade Commission, Washington, 
D. C., or to P. Irving Grinberg, executive vice 
chairman of the Jewelers Vigilance Committee, 45 
W. 45th St., New York. The Committee, generally 
regarded as the conscience of the industry, has co- 
operated with the FTC in establishing these and 
earlier rules. It is usually successful in correcting 
abuses without lodging a formal complaint with 
FTC. 

JC-K believes that the rules are so important 
that it prints them in full on these pages, together 
with a commentary giving the gist of the rules in 
a few words. The commentary, written by JC-K 
editors, is mainly for guidance, of course. The 
rules themselves are official. 

Falsehood can no longer deceive the jewelry- 
buying public. Duquesne University researchers 
recently asked a number of men and women to 
rate 10 industries for truth in advertising. 
Jewelry was at the bottom of the list! 

“Once to every man and nation comes the power 
to decide, in the strife of Truth with Falsehood 
for the good or evil side.”” The jewelry industry, 
to protect itself, must root out falsehood, whether 
it comes from intentional deceit or from ignorance 
of the truth. These rules will help the cause of 


honor. 
(please turn page) 
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RULE i - DECEPTION (GENERAL). 


It is an unfair trade practice for an industry member to sell or offer 
for sale any industry product under any representation, description, cir- 
cumstance, or condition having the capacity and tendency or effect of de- 
ceiving purchasers or prospective purchasers thereof as to the type, 
kind, grade, quality, quantity, metallic content, size, weight, cut, color, 
character, substance, durability, serviceability, origin, price, value, 
preparation, production, manufacture, or distribution of such industry 
product, or which has the capacity and tendency or effect of misleading 
or deceiving the purchasing or consuming public in any other material 
respect. 


The inhibitions of this rule are applicable to all forms of advertis- 
ing, whether in periodicals, on the radio or television, and whether 
written or oral, and to any form of marking or labeling of products or 
their containers. 


RULE 2 - MISLEADING ILLUSTRATIONS. 


It is an unfair trade practice, in connection with the offering for sale, 
sale, or distribution of industry products, to use, as part of any pack- 
aging material, label, advertisement, or other sales promotion matter, 
any visual representation, picture, illustration, diagram, or other de- 
piction which, either alone or in conjunction with any accompanying words 
or phrases, has the capacity and tendency or effect of misleading or de- 
ceiving purchasers or prospective purchasers concerning the type, kind, 
grade, quality, quantity, metallic content, size, weight, cut, color, 
character, substance, durability, serviceability, origin, preparation, 
production, manufacture, or distribution of any industry product, or 
which has the capacity and tendency or effect of misleading or deceiving 
the purchasing or consuming public in any other material respect. 


(Note: Among practices inhibited by this rule are illustrations 
and depictions of diamonds in greater than actual size without a clear 
and conspicuous disclosure of the fact that the illustrations or depic- 
tions are enlargements, when the failure to make such disclosure has 
the capacity and tendency or effect of deceiving purchasers or pros- 
pective purchasers of such diamonds or any products containing 
same. ) 


RULE 3 - MISREPRESENTATION AS TO CHARACTER OF BUSINESS. 


It is an unfair trade practice for any member of the industry to rep- 
resent, directly or indirectly, through the use of any word or term in 
his corporate or trade name, in his advertising, or otherwise, that he 
is a producer, manufacturer, processor, wholesaler, or importer of 
products of the industry, or that he owns or controls a factory making 
or processing such products, or has connections abroad through which 
imports are secured, or maintains offices abroad, when such is not the 
fact, or in any other manner to misrepresent the character, extent, 
volume, or type of his business. 


RULE 4 - DECEPTIVE PRICING. 


(a) It.is an unfair trade practice for any member of the industry to 
represent, directly or indirectly, in advertising or otherwise, that the 
price of an industry product has been reduced from what is in fact a 
fictitious price, or that such price is a reduced or a special price when 
it is in fact the regular selling price of such product, or that the regular 
price thereof is higher when such is not the fact, or otherwise falsely 
or deceptively to represent the past or current price of an industry 
product. 


(b) It is an unfair trade practice for any member of the industry, 
directly or indirectly, to use or to supply to dealers, or to aid or assist 
in the use of, price tags, labels, or similar devices which are false or 
fictitious, or which such member has reason to believe are intended to 
be used or will be used by dealers or salesmen for the purpose of mis- 
leading or deceiving the purchasing or consuming public in regard to 
price, or in any other material respect. 


(c) It is an unfair trade practice for any member of the industry to 
distribute catalogs to retail outlets in which retail prices for products 
are specified, or in which any figures, words, letters, or symbols 
appear in conjunction with the catalog presentation of products which 
likely would be construed by consumer-purchasers or prospective con- 
sumer-purchasers as retail prices specified by the industry member, 
or which would be subject to use by the retail outlet to create such an 
impression in the minds of 1er-purchasers or prospective con- 
sumer-purchasers, when the industry member knows, or has good 
reason to believe, that such products customarily will be sold by such 
retail outlets at lower prices with consequent deception of the consumer- 
purchasers or prospective 1er-purchasers as to the usual retail 
price for such products. (Note: Except under the limitations and condi- 
tions prescribed by the McGuire Act (see footnote to Rule 19), any 
arrangement between an industry member and others, including retailer- 
customers of the industry member, whereby resale prices for products 
are fixed, maintained, or enhanced, is an unlawful restraint of trade 
violative of Section 5 of the Federal Trade Commission Act. ) 








RULE 5 - MISUSE OF TERMS ‘‘CLOSE-OUTS,”’ ‘‘DISCONTINUED 
LINES,’’ “‘SPECIAL BARGAINS,’’ ETC. 


It is an unfair trade practice to offer for sale, sell, advertise, 
describe, or otherwise represent, industry products as ‘‘Close-Outs,’’ 
**Discontinued Lines,’’ or ‘‘Special Bargains,’’ by use of such terms, 
or by words or representations of similar import, when such is not 
true in fact; or to so offer for sale, sell, advertise, describe, or 
otherwise represent, industry products where the capacity and tendency 
or effect thereof is to lead the purchasing or consuming public to believe 
such products are being offered for sale or sold at greatly reduced 
prices, or at so-called “‘bargain’’ prices, when such is not the fact. 


RULE 6 - SUBSTITUTION OF PRODUCTS. 


It is an unfair trade practice for a member of the industry to make 
an unauthorized substitution of products, where such substitution has 
the capacity and tendency or effect of misleading or deceiving purchasers 
or prospective purchasers, by - 


(a) shipping or delivering industry products which do not con- 
form to samples submitted, to specifications upon which the sale is 
consummated, or to representations made prior to securing the 
order, without advising the purchaser of the substitution and obtain- 
ing his consent thereto prior to making shipment or delivery; or 


(b) falsely representing the reason for making a substitution. 


RULE 7 - USE OF THE WORD “‘FREE.”’ 


In connection with the sale, offering for sale, or distribution of in- 
dustry products, it is an unfair trade practice to use the word ‘‘free,’’ 
or any other word or words of similar import, in advertisements or 
in other offers to the public, as descriptive of an article of merchandise, 
or service, which is not an unconditional gift, under the following cir- 
cumstances: 

a 


(a) When all the conditions, obligations, or other prerequisites 
to the receipt and retention of the ‘‘free’’ article of merchandise or 
service offered are not clearly and conspicuously set forth at the 
outset so as to leave no reasonable probability that the terms of the 
offer will be misunderstood; and, regardless of such disclosure: 


(b) When, with respect to any article of merchandise required 
to be purchased in order to obtain the ‘‘free’’ article or service, 
the offerer (1) increases the ordinary and usual price of such 
article of merchandise, or (2) reduces its quality, or (3) reduces 
the quantity or size thereof. 


(Note: The disclosure required by subsection (a) of this rule 
shall appear in close conjunction with the word ‘‘free’’ (or other 
word or words of similar import) wherever such word first 
appears in each advertisement or offer. A disclosure in the form 
of a footnote, to which reference is made by use of an asterisk 
or other symbol placed next to the word ‘‘free,’’ will not be re- 
garded as compliance. ) 


RULE 8 - GUARANTEES, WARRANTIES, ETC. 


I. In the sale, offering for sale, or distribution of industry products, 
it is an unfair trade practice for any industry member - 


(a) to represent that any industry product is guaranteed unless, 
in close conjunction with such representation, the identity of the 
guarantor, the extent and nature of the guarantee, and any material 
conditions or limitations relating to the liability of the guarantor 
under the guarantee, are adequately and nondeceptively disclosed; or 


(b) to offer or use any guarantee respecting an industry product 
under which the guarantor fails to observe his obligations there- 
under; or 


(c) to offer or use any guarantee which is otherwise deceptive or 
unfair. 


Il. This rule shall be applicable not only to guarantees but also to 
warranties, to purported guarantees and warranties, and to any promise 
or representation in the nature of a guarantee or warranty. 


RULE 9 - MISUSE OF TERM ‘‘CERTIFIED,’’ ETC.) 


It is an unfair trade practice to describe, identify, or refer to an 
industry product as ‘‘Certified,’’ or to use respecting it any other word 
or words of similar meaning or import, unless - 


(a) the identify of the certifier and the specific matters or quali- 
ties certified are clearly disclosed in conjunction therewith; and 


(b) the certifier has examined such product, has made such cer- 
tification, and is qualified to certify as to such matters and qualities; 
and 


(c) there is available to the purchaser a certificate setting forth 
clearly and nondeceptively the name of the certifier and the matters 
and qualities certified. 


RULE 10 - MISREPRESENTATION AS TO ORIGIN AND 
DISCLOSURE OF FOREIGN ORIGIN. 


(a) It is an unfair trade practice to misrepresent the placé of origin, 
production, or manufacture of industry products or their components. 


(b) It is an unfair trade practice to offer for sale, sell, or distribute 
any industry product manufactured or produced in a foreign country, or 
any industry product containing a part or parts manufactured or produced 
in a foreign country, without affirmatively and clearly disclosing thereon, 
or in immediate conjunction therewith, by a truthful and nondeceptive 
mark, stamp, brand, or label, the country of origin of such product 
or part, where failure to so disclose the country of origin has the 
capacity and tendency or effect of misleading or deceiving the purchas- 
ing or consuming public in any material respect. 


(Note: Nothing in paragraph (b) of this Rule 10 shall be construed 
as requiring disclosure as to the foreign origin of such small and 
primarily functional parts as rivets, screws, bolts, washers, 
springs, spring bars and spring rings; or as to the foreign origin 
of pearls, cultwed pearls, diamonds, or any other precious or 
semi-precious stones, or glass insets which imitate precious or 
semi-precious stones, when same are primarily obtained from 
sources outside the United States and its territories and possessions; 
or as to the foreign origin of any other part or parts which, by reason 
of further processing in this country, no longer retain the appearance 
and essential characteristics possessed by them at the time of their 
importation. Disclosure of the foreign origin of imitation pearls 
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which have not been subjected to processing in this country to the ex- 
tent of losing the appearance and essential characteristics possessed 
by them at the time of their importation must be made though such 
imitation pearls after importation have been strung and made into 
necklaces in this country. ) 


RULE 11 - MISUSE OF TERMS ‘‘HAND-MADE,”’ ‘‘HAND-POLISHED, ”’ 
ETC. 


(a) It is an unfair trade practice to represent, directly or by impli- 
cation, that any industry product is hand-made or hand-wrought unless 
the entire shaping and forming of such product from raw materials and 
its finishing and decoration were accomplished by hand labor and man- 
ually-controlled methods which permit the maker to control and vary the 
construction, shape, design, and finish of each part of each individual 
product. 


(Note: As used here, ‘‘raw materials’’ include bulk sheet, strip, 
wire, and similar items that have not been cut, shaped, or formed 
into jewelry parts, semi-finished parts, or blanks.) 


(b) It is an unfair trade practice to represent, directly or by impli- 
cation, that any industry product is hand-forged, hand-engraved, hand- 
finished, or hand-polished, or has been otherwise hand-processed, un- 
less the operation described was accomplished by hand labor and man- 
ually-controlled methods which permit the maker to control and vary the 
type, amount, and effect of such operation on each part of each individual 
product. 


RULE 12 - DECEPTIVE USE AND IMITATION OF TRADE OR 
CORPORATE NAMES, TRADE-MARKS, ETC. 


It is an unfair trade practice for any member of the industry to use 
any trade name, corporate name, trade-mark, or other trade designa- 
tion, which has the capacity and tendency or effect of misleading or 
deceiving purchasers or prospective purchasers as to the character, 
name, nature, or origin of any product of the industry, or of any ma- 
terial used therein, or which is false or misleading in any material 
respect. 


RULE 13 - COMMERCIAL BRIBERY. 


It is an unfair trade practice for a member of the industry, directly 
or indirectly, to give, or offer to give, or permit or cause to be given, 
money or anything of value to agents; employees, or representatives 
of customers or prospective customers, or to agents, employees, or 
representatives of competitors’ customers or prospective customers, 
without the knowledge of their employers or principals, as an induce- 
ment to influence their employers or principals to purchase or contract 
to purchase products imported, manufactured, or sold by such industry 
member or the maker of such gift or offer, or to influence such em- 
ployers or principals to refrain from dealing in the products of competi- 
tors or from dealing or contracting to deal with competitors. 


RULE 14 - CONSIGNMENT DISTRIBUTION. 


(a) It is an unfair trade practice for any member of the industry to 
employ the practice of shipping industry products on consignment with- 
out the express request or prior consent of the purchasers. 


(b) It is an unfair trade practice for any member of the industry to 
employ the practice of shipping industry products on consignment or 
pretended consignment for the purpose and with the effect of artificially 
clogging or closing trade outiets and unduly restricting competitors’ 
use of said trade outlets in getting their products to purchasers through 
regular channels of distribution, thereby injuring, destroying, or pre- 
venting competition or tending to create a monopoly or unreasonably 
to restrain trade. 


(c) Nothing in this rule shall be construed to authorize any under- 
standing or agreement, combination or conspiracy, or planned common 
course of action, by and between industry members, mutually to con- 
form or restrict their practice of shipping goods on consignment with 
the intent or effect of lessening competition. 


RULE 15 - INDUCING BREACH OF CONTRACT. 


Knowingly inducing or attempting to induce the breach of existing 
lawful contracts between competitors and their customers or their 
suppliers, or interfering with or obstructing the performance of their 
contractual duties or services, under any circumstance having the 
capacity and tendency or effect of substantially injuring or lessening 
present or potential competition, is an unfair trade practice. 


Nothing in this rule is intended to imply that it is improper to 
solicit the business of a customer of a competing industry member; nor 
is the rule to be construed as in anywise authorizing any agreement, 
understanding, or planned common course of action by two or more 
industry members not to solicit business from the customers of either 
of them, or from customers of any other industry member. 


RULE 16 - DEFAMATION OF COMPETITORS OR FALSE 
DISPARAGEMENT OF THEIR PRODUCTS. 


The defamation of competitors by falsely imputing to them dishon- 
orable conduct, inability to perform contracts, questionnable credit 
standing, or by other false representations, or the false disparagement 
of competitors’ products in any respect, or of their business methods, 
selling prices, values, credit terms, policies, or services, is an un- 
fair trade practice. 


RULE 17 - ENTICING AWAY EMPLOYEES OF COMPETITORS. 


It is an unfair trade practice for any member of the industry wilfully 
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THE GIST OF THE RULES 
(A brief explanation by JC-K) 


Rule ]—Be truthful in every verbal or printed 
statement. Be careful not to mislead or deceive. 


Rule 2—Picture merchandise honestly. If your 
advertisement shows diamonds, for instance, 
larger than their actual size, state clearly that 
the illustration has been enlarged. 


Rule 3—Be honest about the nature of your busi- 
ness. Don’t claim, for example, to be a wholesaler 
if you aren’t one; or pretend that you have an 
office in Antwerp unless you really have such a 
branch. 


Rule 4—Don’t use false “regular” prices, false 
“former” prices or false pre-ticketed prices to 
mislead people into thinking they can get a bar- 
gain. Such practices are not clever; they destroy 
public confidence; they harm the entire jewelry 
industry. 


Rule 5—Don’t rig special sales with phony 
claims of “close outs,” “discontinued lines” or 
“bargains.” 


Rule 6—When you advertise an article, give 
your customers what you advertise; don’t sub- 
stitute. 


Rule 7—Be truthful in offering “free” merchan- 
dise. If the customer must meet certain conditions 
to obtain or to keep the free article, state those 
conditions clearly when you first use the word 
“free” (and don’t state them in a footnote). Don’t 
offer a “free” article or a “free” service if the 
customer must buy merchandise which gives him 
less value for his money than it would without 
the “free” gift. 


Rule 8—Don’t say that merchandise is guaran- 
teed (or warranted) unless you tell who guar- 
antees it and what is guaranteed. And, remember, 
the terms of the guarantee must be met. 


Rule 9—Don’t claim that something is “certified” 
unless a qualified certifier has examined it and 
unless you give the customer a certificate, hon- 
estly stating what is certified and by whom it is 
certified. 


Rule 10—Be truthful about the country in which 
merchandise or parts were made. If an article or 
part is made in a foreign nation, say so on the 
mark, brand or label. This rule does not apply to 
small functional parts or to pearls, cultured 
pearls, precious, semiprecious or glass imitation 
stones. 


Rule 11—Don’t call jewelry “hand made” unless 
it was made from sheet, strip or wire by hand 
labor, with the maker controlling and varying 
the shape and finish. Don’t use the word “hand” 
in connection with any sort of workmanship unless 
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to entice away employees or sales-contact personnel of competitors with 
the intent and effect of thereby unduly hampering or injuring competitors 
in their business and destroying or substantially lessening competiton; 
provided, that nothing in this rule shall be construed as prohibiting such 
persons from seeking more favorable employment, or as prohibiting 
employers from hiring or offering employment to employees of a com- 
petitor in good faith and not for the purpose of inflicting injury on such 
competitor. 


RULE 18 - PUSH MONEY. 


It is an unfair trade practice for any industry member to pay or con- 
traci to pay anything of value to a salesperson employed by a customer 
of the industry member, as compensation for, or as an inducement to 
Obtain, special or greater effort or service on the part of the salesperson 
~. promoting the resale of products supplied by the industry member to 
customer - 


(a) When the agreement or understanding under which the pay- 
ment or payments are made or are to be made is without the 
knowledge and consent of the salesperson’s employer; or 


(b) When the terms and conditions of the agreement or under- 
standing are such that any benefit to the salesperson or customer is 
dependent on lottery or chance; or 


(c) When any provision of the agreement or understanding re- 
quires or contemplates practices or a course of conduct unduly and 
intentionally hampering sales of products of competitors of an in- 
dustry member; or 


(d) When, because of the terms and conditions of the agreement 
or understanding, including its duration, or the attendant circum- 
stances, the effect may be to substantially lessen competition or 
tend to create a monopoly; or 


(e) When similar payments are not accorded to salespersons of 
competing customers on proportionally equal terms in compliance 
with Secs. 2(d) ‘and (e) of the-Clayton Act. 


(Note: Payments made by an industry member to a sales- 
person of a customer under any agreement or understanding 
that all or any part of such payments is to be transferred by the 
salesperson to the customer, or is to result in a corresponding 
decrease in the salesperson’s salary, are not to be considered 
within the purview of this Rule 18, but are to be considered as 
subject to the requirements and provisions of Sec. 2(a) of the 
Clayton Act, as amended by the Robinson-Patman Act. ) 


RULE 19 - PROHIBITED FORMS OF TRADE RESTRAINTS (UNLAWFUL 
PRICE FIXING, ETC. )1/ 


It is an unfair trade practice for any member of the industry, either 
directly or indirectly, to engage in any planned common course of ac- 
tion, or to enter into or take part in any understanding, agreement, 
combination, or conspiracy, with one or more members of the industry, 
or with any other person or persons, to fix or maintain the price of any 
goods or otherwise unlawfully to restrain trade; or to use any form of 
threat, intimidation, or coercion to induce any member of the industry 
or other person or pérsons to engage in any such planned common 
course of action, or to become a party to any such understanding, agree- 
ment, combination, or conspiracy. 


RULE 20 - PROHIBITED SALES BELOW COST. 


The practice of selling products of the industry at a price less than 
the cost thereof to the seller, with the purpose or intent, and where the 
effect is, or where there is a reasonable probability that the effect will 
be, to substantially injure. suppress, or stifle competition or tend to 
create a monopoly, is an unfair trade practice. 


This rule is not to be construed as prohibiting all sales below cost, 
but only such selling below the seller’s cost as is resorted to and pursued 
with the wrongful intent or purpose referred to and where the effect is, 
or where there is reasonable probability that the effect will be, to sub- 
stantially injure, suppress, or stifle competition or to create a monopoly. 


Among the situations in which the requisite purpose or intent would 
ordinarily be lacking are cases in which such sales were: (a) of 
seasonal goods near the conclusion of the season; (b) of obsolescent 
goods; (c) made under judicial process; or (d) made in bona fide dis- 
continuance of business in the goods concerned. 


As used in the foregoing paragraphs of this rule, the term ‘“‘cost’’ 
means the respective seller’s cost and not an average cost in the in- 
dustry whether such average cost be determined by an industry cost 
survey or some other method. It consists of the total outlay or expendi- 
ture by the seller in the acquisition, production, and distribution of the 
products involved, and comprises all elements of cost such as labor, ma- 
terial, depreciation, taxes (except taxes on net income and such other 
taxes as are not properly applicable to cost), and general overhead ex- 
penses, incurred by the seller in the acquisition, manufacture, process- 
ing, preparation for marketing, sale, and delivery of the products. Not 





1/The inhibitions of this rule are subject to Public Law 542, approved July 14, 
1952 - 66 Stat. 632 (the McGuire Act) which provides that with respect to a commod- 
ity which bears, or the label or container of which bears, the trade-mark, brand, or 
name of the producer or distributor of such commodity and which Is in free and open 
competition with commodities of the same general class produced or distributed by 
others, a seller of such a commodity may enter into a contract or agreement with a 
buyer thereof which establishes a minimum or stipulated price at which such com- 
modity may be resold by such buyer when such contract or agreement is lawful as 
applied to intrastate transactions under the laws of the State, Territory, or territorial 
jurisdiction in which the resale is to be made or to which the commodity is to be 
transported for such resale, and when such contract or agreement is not between 
manufacturers, or between wholesalers, or between brokers, or between factors, or 
between retailers, or between persons, firms, or corporations in competition with 
each other. 
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to be included are dividends or interest on borrowed or invested capital, 
or nonoperating losses, such as fire losses and losses from the sale or 
exchange of capital assets. Operating cost should not be reduced by 
items of nonoperating income, such as income from investments, and 
gain on the sale of capital assets. 


Nothing in this rule shall be construed as relieving an industry mem- 
ber from compliance with any of the requirements of the Robinson- 
Patman Act. 


RULE 21 - PROHIBITED DISCRIMINATION. 2/ 


Section L Prohibited Discriminatory Prices, Rebates, Refunds, 
Discounts, Credits, Etc., Which Effect Unlawful Price Disc 
It is an unfair trade practice for any member of the industry 
in commerce, in the course of such commerce, to grant or allow, 
secretly or openly, directly or indirectly, any rebate, refund, discount, 
credit, or other form of price differential, where such rebate, refund, 
discount, credit, or other form of price differential, effects a discrim- 
ination in price between different purchasers of goods of like grade and 
quality, where either or any of the purchases involved therein are in 
commerce, and where the effect thereof may be substantially to lessen 
competition or tend to create a monopoly in any line of commerce, or 
to injure, destroy, or prevent competition with any person who either 
grants or knowingly receives the benefit of such discrimination, or with 
customers of either of them: Provided, however - 


(a) That the goods involved in any such transaction are sold for use, 
consumption, or resale within any place under the jurisdiction of the 
United States, and are not purchased by schools, colleges, universities, 
public libraries, churches, hospitals, and charitable institutions not 
operated for profit, as supplies for their own use; 


(b) That nothing contained in Section I of this rule shall prevent 
differentials which make only due allowance for differences in the cost 
of manufacture, sale, or delivery resulting from the differing methods 
or quantities in which such commodities are to such purchasers sold or 
delivered; 


(Note: Cost justification under the above proviso depends upon 
net savings in cost based on all facts relevant to the transactions 
under the terms of proviso (b). For example, if a seller regularly 
grants a discount based upon the purchase of a specified quantity 
by a single order for a single delivery, and this discount is justi- 
fied by cost differences, it does not follow that the same discount 
can be cost justified if granted to a purchaser of the same quantity 
by multiple orders or for multiple deliveries. ) 


(c) That nothing contained in this rule shall prevent persons en- 
gaged in selling goods, wares, or merchandise in commerce from 
selecting their own customers in bona fide transactions and not in re- 
straint of trade; 


(d) That nothing contained in Section I of this rule shall prevent 
price changes from time to time where made in response to changing 
conditions affecting the market for or the marketability of the goods 
concerned, such as but not limited to obsolescence of seasonal 
distress sales under court process, or sales in good faith in dis- 
continuance of business in the goods concerned; 


(e) That nothing contained in this rule shall prevent the meeting in 
good faith of an equally low price of a competitor. 


(Note: See subsection (b) of Section 2 of the Clayton Act as 
amended, which is set forth in the note following Section VI of this 
rule. ) 


Section I. The following are examples of price differential prac- 
tices to be considered as subject to the prohibitions of Section I of this 
rule when involving goods of like grade and quality which are sold for 
use, consumption, or resale within any place under the jurisdiction of 
the United States, and which are not purchased by schools, colleges, 
universities, public libraries, churches, hospitals, and charitable 
institutions not operated for profit, as supplies for their own use, and 
when - 


(a) ‘the commerce requirements specified in Section I of this 
rule are present; and 


(b) the price differential has a reasonable probability of sub- 
stantially lessening competition or tending to create a monopoly in 
any line of commerce, or of injuring, destroying, or preventing 
competition with the industry member or with the customer receiving 
the benefit of the price differential, or with customers of either of 
them; and 


(c) the price differential is not justified by cost savings /see 
(b) of Section I7; and 


(d) the price differential is not made in response to changing 
conditions affecting the market for or the marketability of the goods 
concerned /see (d) of Section I7; and 


(e) the lower price was not made to meet in good faith an equally 
low price of a competitor /see (e) of Section I/. 


Example No. 1. At the end of a given period an industry member grants 





2/As used in this rule, the word ‘“‘commerce”’ means “‘trade or commerce among 
the several States and with foreign nations, or between the District of Columbia or 
any Territory of the United States and any State, Territory, or foreign nation, or be- 
tween any insular possessions or other places under the jurisdiction of the United 
States, or between any such possession or place and any State or Territory of the 
United States or the District of Columbia or any foreign nation, or within the District 
of Columbia or any Territory or any insular possession or other place under the 
jurisdiction of the United States.’’ 
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a discount to a customer equivalent to a fixed percentage of the total of 
the customer’s purchases during such period and fails to grant such dis- 
count to other customers under like conditions. 


Example No. 2. An industry member sells goods to one or more of his 
customers at a higher price than he charges other customers for like 
merchandise. It is immaterial whether or not such discrimination is 
accomplished by misrepresentation as to the grade and quality of the 
products sold. 


(Note: As previously indicated, the foregoing are examples of 
practices to be considered violative of the prohibitions of Section I of 
this Rule 21 WHEN INVOLVING GOODS OF LIKE GRADE AND 
QUALITY AND WHEN NOT SUBJECT TO THE OTHER EXEMPTIONS, 
EXCLUSIONS, OR DEFENSES SET FORTH IN THIS SECTION I. 


Section Il. Prohibited Brokerage and Commissions. It is an unfair 


trade practice for any member of the industry engaged in commerce, 

in the course of such commerce, to pay or grant, or to receive or accept, 
anything of value as a commission, brokerage, or other compensation, 

or any allowance or discount in lieu thereof, except for services ren- 
dered in connection with the sale or purchase of goods, wares, or mer- 
chandise, either to the other party to such transaction or to an agent, 
representative, or other intermediary therein where such intermediary 

is acting in fact for or in behalf, or is subject to the direct or indirect 
control, of any party to such transaction other than the person by whom 
such compensation is so granted or paid. 


Section IV. Prohibited Advertising or Promotional Allowances, Etc. 
It is an unfair trade practice for any member of the industry engaged in 
commerce to pay or contract for the payment of advertising or promo- 
tional allowances ur any other thing of value to or for the benefit of a 
customer of such member in the course of such commerce as compensa- 
tion or in consideration for any services or facilities furnished by or 
through such customer in connection with the processing, handling, 
sale, or offering for sale of any products or commodities manufactured, 
sold, or offered for sale by such member, unless such payment or 
consideration is available on proportionally equal terms to all other 
customers competing in the distribution of such products or commodities. 





(Note: Industry members giving advertising allowances to com- 
peting customers must exercise precautions and diligence in seeing 
that all of such allowances are used in accordance with the terms of 
their offers. 


When an industry member gives allowances to competing custom- 
ers for advertising in a newspaper or periodical, the fact that a 
lower advertising rate for equivalent space is available to one or 
more, but not all, such customers, is not to be regarded by the 
industry member as warranting the retention by such customer or 
customers of any portion of the allowance for his or their personal 
use or benefit. ) 


Section V. Prohibited Discriminatory Services or Facilities. It is 
an unfair trade practice for any member of the industry engaged in com- 
merce to discriminate in favor of one purchaser against another purchaser 
or purchasers of a commodity bought for resale, with or without process- 
ing, by contracting to furnish or furnishing, or by contributing to the 
furnishing of, any service or facilities connected with the processing, 
handling, sale, or offering for sale of such commodity so purchased upon 
terms not accorded to all competing purchasers on proportionally equal 
terms. 





(Note: See subsection (b) of Section 2 of the Clayton Act as 
amended, which is set forth in the note following Section VI of this 
rule. ) 


Section VI. Inducing or Receiving an Dlegal Discrimination In Price. 


It is an unfair trade practice for any member of the industry engaged in 
commerce, in the course of such commerce, knowingly to induce or 
receive a discrimination in price which is prohibited by the foregoing 
provisions of this rule. 


(Note: The foregoing Section VI of this rule is a re-statement of 
Section 2(f) of the Clayton Act as amended. In a complaint proceed- 
ing under this section, in order to make out a prima facie violation, 
the Commission must show that the favored buyer induced or received 
the lower price knowing, or knowing facts from which he should have 
known, that such price was violative of Section 2(a) of said Act and 
not justified under subsections (b), (d), or (e) of Section I of this 
rule. When, in any such proceeding, the issue is limited to the ques- 
tion of whether the price differential involved made only due allowance 
for differences in cost of manufacture, sale, or delivery resulting 
from the differing methods or quantities in which the goods were sold 
and delivered, the Commission may establish a prima facie case ina 
number of ways, including: 


(1) By showing that the buyer paying the lower price new 
that the methods by, and quantities in, which the goods were sold 
and delivered to him by the seller were the same as in the case 
of the competing buyer or buyers paying the higher price or 
prices; or 


(2) By showing where there is a difference in the methods or 
quantities in which the goods were sold and delivered by the seller 
to the buyer than in the case of the competing buyer or buyers 
paying the higher price or prices, that the buyer paying the lower 
price or prices knew the nature and extent of such differences 
and knew or should have known that they could not have resulted 
in sufficient cost savings of the kind and character specified as to 
justify the price differential. ) 


/Note: The above Rule 21 is based on the provisions of Section 2 
of the Clayton Act as amended by the Robinson-Patman Act. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 


THE GIST OF THE RULES (continued) 


it was performed by a hand craftsman who was 
able to control and vary his operation. 


Rule 12_Pon’t mislead the public through tricky 
names or trade-marks. For instance, don’t call 
your company “Ceylon Importers, Ltd.” if your 
real business is selling costume jewelry made in 
Providence, R. I. 


Rule 13_A supplier must not bribe or try to 
bribe employees of customers or employees of 
prospective customers, to buy his wares or to 
refrain from buying a competitor’s wares. 


Rule 14__4 supplier must not ship goods on con- 
signment unless requested. He must not use con- 
signment shipments to injure or destroy com- 
petition. 


Rule 15_Nothing should be done by competitors 
to induce the breach of existing lawful contracts, 
particularly when there would be a capacity to 
eliminate or to lessen competition. This does not 
imply limitation of soliciting business by com- 
petitors. 


Rule 16_“fDo not bear false witness against thy 
competitor.” 


Rule 17_]t is permissible to hire an employee 
away from a competitor in good faith. But it is 
not permissible to do so with the wilful intent of 
injuring the competitor’s business. 


Rule 18_Suppliers must not offer push money 
(p.m. payments) to customers’ employees without 
their employers’ consent, or by lottery, or in an 
attempt to hamper the sale of a competitor’s 
product, or in violation of the Clayton Act. 


Rule 19__Don’t take part in any “planned com- 


mon course of action” to fix or maintain prices, 
except as Fair Trade laws may permit sellers of 
trade-marked articles to establish lawful resale 
prices. 


Rule 


20__a supplier must not sell at less than 
cost if he does so with deliberate intent to hurt 
competitors. Below-cost selling is permissible to 
dispose of seasonal goods near the end of the 
season, or to clear out old merchandise. 


Rule 21_4 supplier must not provide rebates, 
refunds, discounts or services which discriminate 
illegally between customers. Special prices may 
be offered to schools, churches, hospitals and non- 
profit charitable institutions. Also, special prices 
may be made for high-volume single orders, re- 
sulting in reduced cost of production. 


Rules for precious-metal jewelry 


Rule 22__Don’t use the unqualified word “gold” 
to describe an article unless the article is made 
entirely of 24 karat gold. 





Subsection (b) of Section 2 of the Clayton Act as amended, which 
reads as follows, is in amplification of the note to subsection (e) of 
Section I of Rule 21 and the note to Section V of Rule 21: 


‘‘Upon proof being made, at any hearing on a complaint under 

this seetion, that there has been discrimination in price or serv- 
ices or facilities furnished, the burden of rebutting the prima 
facie case thus made by showing justification shall be upon the 
person charged with a violation of this section, and unless justifi- 
cation shall be affirmatively shown, the Commission is authorized 
to issue an order terminating the discrimination: Provided, how- 
ever, That nothing herein contained shall prevent a seller rebut- 
ting the prima facie case thus made by showing that his lower 
price or the furnishing of services or facilities to any purchaser 
or purchasers was made in good faith to meet an equally low price 
of a competitor, or the services or facilities furnished by a com- 
petitor. ’’/ 


RULE 22 - MISREPRESENTATION AS TO GOLD CONTENT. 


A. It is an unfair trade practice to sell or offer for sale any industry 
product under any trade or product name or designation or other repre- 
sentation having the capacity and tendency or effect of deceiving purchas- 
ers or prospective purchasers thereof as to the presence of gold or gold 
alloy in the product, or as to the quantity or fineness of gold alloy con- 
tained in the product, or as to the fineness, thickness, weight ratio, or 
manner of application of any gold or gold alloy plating, covering, or 
coating on any surface of any industry product or part thereof. 


B. The following practices are among those to be regarded as in- 
hibited by the foregoing Section A of this rule: 


(1) Use of the unqualified word ‘‘Gold,’’ or any abbreviation 
thereof, as descriptive of any industry product, or part thereof, 
which is not composed throughout of fine (24 karat) gold. 


(2) Use of the word ‘‘Gold,’’ or any abbreviation thereof, as 
descriptive of any industry product, or part thereof, which is com- 
posed throughout of an alloy of gold, unless a correct designation of 
the karat fineness of the alloy immediately precedes the word 
‘‘Gold,’’ or abbreviation thereof, and such fineness designation is of 
at least equal conspicuousness therewith. 


(3) Use of the word ‘‘Gold,’’ or any abbreviation thereof, as 
descriptive of any industry product, or part thereof, which is not 
composed throughout of gold or gold alloy, but is surface-plated or 
coated with gold alioy, unless the word “‘Gold,’’ or abbreviation 
thereof, is so qualified as adequately and nondeceptively to disclose 
that the product or part is but surface-plated or coated with an alloy 
of gold; and, when such plating has been mechanically applied, un- 
less such word ‘‘Gold,’’ or abbreviation thereof, is immediately pre- 
ceded by a correct designation of the karat fineness of the alloy and 
such fineness designation is of at least equal conspicuousness there- 
with. 


(Note: See acceptable forms of markings and descriptions for 
such products set out in Section C, paragraph 2, of this rule.) 


(4) Use of the terms ‘‘Gold Filled,’’ ‘‘ Rolled Gold Plate,’’ 
**Rolled Gold Plated,’’ ‘‘Gold Overlay,’’ ‘‘Gold Plated,’’ or ‘‘Gold 
Plate,’’ as descriptive of an industry product or part thereof, unless 
such product or part contains a surface-plating of gold alloy applied 
by a mechanical process which is of such thickness and extent of 
surface coverage that use of the term as descriptive of the product 
or part will not have the capacity and tendency of deceiving purchas- 
ers or prospective purchasers, and unless the term is immediately 
preceded by a correct designation of the karat fineness of the alloy 
and such designation is of at least equal conspicuousness as the term 
used. 


(Note: See acceptable forms of markings and descriptions 
for such products set out in Section C, paragraph 2, of this 
rule.) 


(5) Use of the term ‘‘Gold Electroplate,’’ or “‘Gold Electro- 
plated,’’ as descriptive of any industry product or part thereof, un- 
less such product or part is plated or coated with gold or a gold 
alloy and such plating or coating is of such karat fineness, thick- 
ness, and extent of surface coverage that the use of the term will 
not have the capacity and tendency of deceiving purchasers or 
prospective purchasers. 


(Note: See acceptable forms of markings and descriptions 
for such products set out in Section C, paragraph 3, of this 
rule. ) 


(6) Representing, directly or by implication, by use of any 
name, terminology, or otherwise, that an industry product is equal 
or superior to, or different than, a known and established type of 
industry product with reference to its gold content or method of 
manufacture, unless the representation is true in fact (namely, that 
it is equal or superior to or different than the established type in 
the respects represented or implied. ) 


(Note: Requirements for use of the word ‘‘Gold,’’ or any 
abbreviation thereof, as above set forth, are applicable to 
‘‘Duragold, ’’ ‘‘Diragold,’’ ‘‘Noblegold,’’ ‘‘Goldine,’’ or any 
words or terms of similar import.) 


(Note: See also Rule 25 entitled ‘‘ Additional Requirements 
Relating to Quality Marks. ’’) 


C. Markings and descriptions of industry products or parts thereof 


will be considered as meeting the requirements of this rule when in 
conformity with the following: 


120 


(1) An industry product or part thereof composed throughout 
of an alloy of gold of not less than 10 karat fineness may be marked 
and described as ‘‘Gold’’ when such word ‘‘Gold,’’ wherever appear- 
ing, is immediately preceded by a correct designation of the karat 
fineness of the alloy and such karat designation is of equal conspicu- 
ousness as the word “‘Gold’’ (as, for example, ‘‘14 Karat Gold’; 
**14 K, Gold’’; and ‘‘14 Kt. Gold’’). Such a product may also be 
marked and described by a designation of the karat fineness of the 
gold alloy unaccompanied by the word ‘‘Gold’’ (as, for example, 
**14 Karat,’’ ‘‘14 Kt. ,’’ and ‘‘14 K.’’). 


(Note: When the term ‘‘Gold,’’ or any abbreviation thereof, 
is used as descriptive of any product or part of a product which 
is composed throughout of gold alloy but contains a concealed 
hollow center or interior, the term or its abbreviation shall also 
be immediately accompanied by a disclosure of the fact that the 
product or part contains a hollow center or interior (as, for 
example, ‘‘14 Karat Gold-Hollow Center’’ and ‘‘14 K. Gold 
Tubing, ’’ when of a gold alloy tubing of such a karat fineness), 
when the failure to make such disclosure has the capacity and 
tendency or effect of deceiving purchasers or prospective pur- 
chasers. Such products must not be marked or described as 
‘*solid’’ or as being solidly of gold or of a gold alloy. For exe 
ample, though the composition of such a product is 14 karat 
gold alloy, it shall not be described or marked as either ‘‘14 
Kt. Solid Gold’’ or as ‘‘Solid 14 Kt. Gold.’’) 


(2) An industry product or part thereof on which there has been 
affixed on all significant surfaces, by soldering, brazing, welding, 
or other mechanical means, a plating of gold alloy of not less than 
10 karat fineness which is of substantial thickness 3/, may be marked 
or described as ‘‘Gold Filled,’’ ‘‘Gold Plate,’’ ‘‘Goid Plated, ’’ 
‘Gold Overlay,’’ ‘‘Rolied Gold Plate,’’ or adequate abbreviations 
thereof, when such plating constitutes at least 1/20th of the weight 
of the metal in the entire article, and when the term is immediately 
preceded by a designation of the karat fineness of the plating which 
is of equal conspicuousness as the term used (as, for example, 

**14 Kt. Gold Filled,’’ ‘‘14 Kt. G. F.,’’ ‘‘14 Kt. Gold Plated, ’’ 

**14 Kt. G. P.,”’ and ‘14 Kt. Gold Overlay’’). When conforming to 
all such requirements. except the specified minimum of 1/20th of 

the weight of the metal in the entire article, the terms ‘‘Gold Plate,’’ 
**Gold Plated, ’’ ‘‘Rolled Gold Plate,’’ and ‘‘Gold Overlay’’ may be 
used when the karat fineness designation is immediately preceded 

by a fraction which accurately discloses the portion of the weight of 
the metal in the entire article accounted for by the plating, and when 
such fraction is of equal conspicuousness as the term used (as, for 
example, ‘‘1/40 12 Kt. Rolled Gold Plate,’’ and ‘‘1/40 12 Kt. 

R.G. P.’’). 


(3) An industry product or part thereof, all significant surfaces 
on which there has been affixed by an electrolytic process a coating 
or plating of gold, or of a gold alloy of not less than 10 karat fine- 
ness, the minimum thickness throughout of which is equivalent to 
7/1, 000, 000th of an inch of fine gold, may be marked or described 
as ‘‘Gold Electroplate’’ or ‘‘Gold Electroplated.’’ When the coating 
or plating meets the minimum fineness, but not the minimum thick- 
ness, above specified, the marking or description may be ‘‘Goid 
Flashed’’ or ‘‘Gold Washed,’’ and when of the minimum fineness 
above specified and of a minimum thickness throughout which is 
equivalent to 100/1, 000, 000ths of an inch of fine gold, the marking 
or description may be ‘‘Heavy Gold Electroplate’’ or ‘‘Heavy Gold 
Electroplated.’’ When coatings or platings qualify for the term 
**Gold Electroplate’’ (or ‘‘Gold Electroplated’’), or the term ‘‘Heavy 
Gold Electroplate’’ (or ‘‘Heavy Gold Electroplated’’), and have been 
applied by use of a special kind of an electrolytic process, the desig- 
nation for which the coating or plating is qualified may be accom- 
panied by an identification of the process used, as for example, 
‘Gold Electroplated (X Process)’’; ‘‘Heavy Gold Electroplated ( Y 
Process).’’ 


D. The requirements of this rule relating to markings and descrip- 
tions of industry products and parts thereof are subject to the tolerances 
applicable thereto under the National Stamping Act (15 U. S. Code, Sec- 
tions 294, et seq.) Such requirements are also subject to exemptions 
applicable thereto under Section 10(a) of Commercial Standard CS 67-38, 
relating to articles made of karat gold, and under Section 12(a) of Com- 
mercial Standard CS 47-34, relating to articles having mechanically- 
applied surface platings of gold alloy. 


RULE 23 - MISREPRESENTATION AS TO SILVER CONTENT. 


(a) It is an unfair trade practice to misrepresent in any way the 
silver content or fineness of silver content of any industry product, 
or to represent such product as having a silver content, plating, elec- 
troplating, or coating, when such is not the fact. 4/ 


(b) It is an unfair trade practice to mark, describe, or otherwise 
represent, any industry product, or part thereof, as ‘‘silver,’’ ‘‘solid 
silver,’’ ‘‘Sterling,’’ or ‘‘Sterling Siiver,’’ unless it is at least 
925/1, 000ths pure silver. 


(c) It is an unfair trade practice to mark, describe, or otherwise 
represent, any industry product, or part thereof, as ‘‘coin’’ or ‘‘coin 
silver,’’ unless it is at least 900,/1, 000ths pure silver. 





3/As here used, the term “substantial thickness’’ is to be construed as requiring 
that all areas of the plating be of such thickness as to assure of a durable coverage of 
the base metal to which it has been affixed. Since industry products embrace items 
having surfaces and parts of surfaces which are subject to different degrees of wear, 
this requirement of substantial thickness may not necessitate uniformity of thickness 
of plating for all items or for different areas of the surface or surfaces of individual 
items. 


4/Provisions of the National Stamping Act (15 U.S.C. 294-500) reiative to articles 
composed wholly or in part of silver must be complied with. The requirements of 
this rule are subject to the exemptions enumerated in Section 8 of Commercial 
Standard CS118-44 (Marking of Jewelry and Novelties of Silver) and Section 8(a) of 
Commercial Standard CS51-35 (Marking Articles Made of Silver in Combination with 
Gold). 
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(d) It is an unfair trade practice to apply the term “‘Sterling’’ or 
**coin,’’ either alone or in conjunction with any other word or words, 
in any manner to a silver-plated article or to the plating thereon. 


(e) It is an unfair trade practice to mark, describe, or otherwise 
represent, any industry product, or part thereof, as being plated or 
coated with silver, unless all significant surfaces of the product or 
part contain a plating or coating of cilver which is of substantial thick- 
ness. 


(Note: See also Rule 25 entitled ‘‘ Additional Requirements Re- 
lating to Quality Marks. ’’) 


RULE 24 - MISUSE OF WORDS ‘“‘PLATINUM,” “‘IRIDIUM,”’ 
**PALLADIUM,”’ ‘‘RUTHENIUM,”’ ‘‘RHODIUM,’’ AND 
“‘OSMIU M. ”’ 


ht is an unfair trade practice to use the words “‘platinum,”’ “iridium, ’’ 


‘palladium, ”’ ‘‘ruthenium,”’ ‘‘rhodium,”’ or ‘‘osmium,’’ or any abbre- 
viations thereof, as a marking on, or as descriptive of, any industry 
product or part thereof, under any circumstance or condition having the 
capacity and tendency or effect of deceiving purchasers or prospective 
purchasers as to the true composition of such product or part. 


(Note: Commercial Standard CS66-38, issued by the National 
Bureau of Standards of the U. 8. Department of Commerce, covers 
the marking of articles made wholly or in part of platinum. Mark- 
ings on industry products which are in compliance with the require- 
ments of CS66-38 will be regarded as among those fulfilling the re- 
quirements relating thereto which are contained in this Rule 24. ) 


(Note: See also Rule 25 entitled ‘‘ Additional Requirements Re- 
lating to Quality Marks. ’’) 


RULE 25 - ADDITIONAL REQUIREMENTS RELATING TO QUALITY 
MARKS. 


As used in this rule, the term‘‘quality mark’’ means any letter, 
figure, numeral, symbol, sign, word, or term, or any combination 
thereof, which has been stamped, embossed, inscribed, or otherwise 
placed, on any industry product and which indicates or suggests that 
any such product is composed throughout of any precious metal or any 
alloy thereof or has a surface or surfaces on which there has been 
plated or deposited any precious metal or alloy thereof. Included are 
the words “‘gold,”’ ‘‘karat,’’ “‘carat,’’ “silver,”’ ‘‘sterling, ’’ 
“platinum, ’’ “‘iridium,’’ “‘palladium,’’ ‘‘ruthenium,”’ ‘‘rhodium,’’ or 
“‘osmium,’’ or any abbreviation thereof, whether used alone or in con- 
junction with the word “‘filled,’’ “‘plated,’’ “‘overlay,’’ “electroplated, *’ 
or any abbreviation thereof. 


Requirements of this rule are additional to those provided for in 
Rules 22, 23, and 24. 


(a) Deception as to Applicability of Marks. It is an unfair trade 
practice to sell, offer for sale, or distribute any industry product 


on which a quality mark appears when by reason of the location of 
such mark, the failure to conjunctively identify the part or portion 
of the product to which same is applicable (or part or portion to 
which same is inapplicable), or otherwise, such mark has the 
capacity and tendency or effect of deceiving purchasers or prospec - 
tive purchasers as to the metallic composition of the product or any 
part thereof. 





When a quality mark has proper application but to one or more 
parts of an industry product and not to another part or parts thereof 
which are of similar surface appearance, each quality mark should 
be closely accompanied by an identification of the part or parts to 
which the mark is applicable. 


(b) Deception by Reason of Difference in the Size of Letters or 
Words in a Marking or Markings. It is an unfair trade practice to 








sell, offer for sale, or distribute any industry product on which there 


appears a quality mark in which words or letters appear in greater 
size than other words or letters of the marking, or when different 


markings placed on the product have different applications and are in 


different sizes, when any such markings has the capacity, tendency, 
or effect of deceiving purchasers or prospective purchasers of the 
product as to the metallic composition of such product or any part 
thereof. (An example of improper marking subject to the inhibitions 


of (b) of this rule would be the markings of a gold electroplated prod- 


uct with the word “electroplate’’ in small type and the word ‘“‘gold’’ 
in larger type, with the result that purchasers and prospective pur- 


chasers of the product would observe the word “‘gold’’ of the marking 


and unlikely observe the word “‘electroplate’’). 


(Note: Legibility of Markings. Quality markings on industry 
products should be of sufficient size type as to be legible to 
persons of normal vision, and be so placed as likely to be ob- 
served by purchasers or prospective purchasers thereof. When 
such size marking cannot be achievéd without injury to the ap- 
pearance of the article, a tag or label on which the marking 
appears in type which is readable by persons of normal vision 
should be attached to the product and remain thereon until con- 
sumer purchase. ) 


(Note: Disclosure of Identity of Manufacturers, Processors, 


or Distributors. It is the consensus of the members of this 
industry that all quality markings on industry products should be 
accompanied by the name, or other adequate identification, of 
the manufacturer, processor, or distributor responsible for 
such markings. Quality markings include those in which the 
words or terms “‘gold,’’ “‘karat,’’ ‘‘silver,’’ ‘‘platinum’”’ (or 
platinum related metals), or their abbreviations, are included, 
either separately or as suffixes, prefixes, or syllables. ) 
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An article made entirely of gold alloy must be 
of at least 10 karat fineness to be termed gold, 
and the karat designation must be used. Ex- 
amples: 14 Karat Gold, 14 kt. 


An article may be called “Gold Filled,” etc., when 
at least 1/20th of its weight is karat gold of at 
least 10 karat fineness, mechanically applied. 
(Example: 14 Karat Gold Filled, 14 Karat G. F., 
14 Kt. Gold Plated.) 


An article may be called “Rolled Gold Plate,” etc., 
when less than 1/20th of its weight is karat gold 
of at least 10 karat fineness, mechanically applied 
—and the percentage of karat gold must be in- 
dicated. (Examples: 1/40th 12 Kt. Rolled Gold 
Plate; 1/40 12 Kt. R.G.P.) 


An article may be called “Gold Electroplate” or 
“Gold Electroplated” if it is coated with fine gold, 
or a gold alloy of not less than 10 Karat fineness, 
at least 7/1,000,000-inch thick. It may be called 
“Gold Flashed” or “Gold Washed” if the gold or 
gold alloy is less than 7/1,000,000-inch thick. It 
may be called “Heavy Gold Electroplate” or 
“Heavy Gold Electroplated” if the gold or gold 
alloy is 100/1,000,000ths-inch thick. 


Rule 23—Don’t call an article “silver,” “solid 
silver,” “Sterling” or Sterling silver” unless it is 
at least 925/1000ths pure silver. And don’t call an 
article “coin” or “coin silver” unless it is at least 
900/1000ths pure silver. 


Rule 24—The terms of Commercial Standard 
CS66-38 cover the marking of articles made 
wholly or partly of platinum. 


Rule 25—In stamping jewelry items, the quality 
marks must not be deceptive in terms or in size— 
and they must be legible. The rule suggests that 
every quality mark should be accompanied by the 
trade-mark of the manufacturer, processor or 
distributor. 


Rules for diamonds and imitations 


Rule 26—Don’t call a stone a diamond which does 
not have the required qualities, or which has less 
than 17 symmetrically polished facets (unless 
you qualify the word “diamond” with the words 
“rough,” “rose,” etc.). 


Rule 27—Don’t call a diamond “perfect” which 
discloses flaws, cracks, carbon spots, clouds or 
any kind of imperfection, when examined in day- 
light or its equivalent by a trained eye under 10- 
power magnification. Also, don’t call a diamond 
“perfect” if it is of inferior color or make. Don’t 
use the word “perfect” in a misleading sense; e.g., 
“commercially perfect.” 


If the center stone in a piece of jewelry is perfect 
but side stones are not, be sure to indicate that 
“perfect” applies only to the center stone. 


Rule 28—Don’t misuse the words “blue white” or 
similar terms. To qualify as “blue white,” a dia- 
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DEFINITION OF “DIAMOND”’ 


A diamond is a natural mineral consisting essentially of pure 
carbon crystallized in the isometric system and is found in many 
colors. Its hardness is 10; its specific gravity approximately 3. 52; 
and it has a refractive index of 2. 42. 


RULE 26 - MISUSE OF THE WORD ‘“‘DIAMOND. ”’ 


In the sale, offering for sale, or distribution of industry products, 
it is an unfair trade practice for any industry member to use the unqual- 
ified word ‘‘diamond’’ as descriptive of, or as an identification for, any 
object or product not meeting the requirements specified in the defini- 
tion of diamond hereinabove set forth, or which, though meeting such 
requirements, has not been symmetrically fashioned with at least seven- 
teen (17) polished facets. 


The foregoing provisions of this rule have application to the unquali- 
fied use of the word ‘‘diamond.’’ They are not to be construed as 
inhibiting - 


(a) the use of the words “rough diamond’’ as descriptive of, or 
as a designation for, uncut or unfaceted objects or products meeting 
the requirements specified in the mentioned definition of diamond; or 


(b) the use of the word ‘‘diamond’’ as descriptive of, or asa 
designation for, objects or products meeting the requirements of 
said definition of diamond but which have not been symmetrically 
fashioned with at least seventeen (17) polished facets when in im- 
mediate conjunction with the word ‘‘diamond’’ there is either a dis- 
closure of the number of facets and shape of the diamond or the name 
of a type of diamond which denotes shape and which usually has less 
than seventeen (17) facets (e.g., ‘‘rose diamond’’). 


(Note: Additional requirements relating to imitation and 
synthetic diamond representations and misuse of words ‘‘re- 
production, ’’ ‘‘replica,’’ ‘‘gem,’’ ‘‘real,’’ ‘‘genuine,’’ ‘‘nat- 
ural,’’ etc., are set forth in Rules 37, 38, and 39.) 


RULE 27 - MISUSE OF WORD “PERFECT,” ETC. 


(a) It is an unfair trade practice to use the word “‘perfect,’’ or 
any other word, expression, or representation of similar import, as 
descriptive of any diamond which discloses flaws, cracks, carbon 
spots, clouds, or other blemishes or imperfections of any sort when 
examined in normal daylight, or its equivalent, by a trained eye under 
a ten-power, corrected diamond eye loupe or other equal magnifier. 


(Note: The use, with respect to a stone which is not perfect, of 
any phrase (such as ‘‘commercially perfect’’) containing the word 
**perfect’’ or “‘perfectly’’ is regarded as misleading and in viola- 
tion of this rule. 





Paragraph (a) of this Rule 27 shall not be construed as approving 
the use of the word “‘perfect,’’ or any word or representation of 
like import, as descriptive of any diamond that is of inferior color 
or make. 


Nothing in this Rule 27 is to be construed as inhibiting the use 
of the word ‘‘flawless’’ as descriptive of a diamond which meets the 
requirements for ‘‘perfect’’ set forth in paragraph (a) of this Rule 


27. ) 


(b) It is an unfair trade practice, in connection with the offering of 
any ring or rings or other articles of jewelry having a perfect center 
stone or stones, and side or supplementary stones which are not of 
such quality, to use the word “‘perfect’’ without clearly disclosing that 
such description applies only to the center stone or center stones. 


RULE 28 - MISUSE OF TERM ‘“‘ BLUE WHITE.”’ 


It is an unfair trade practice to use the term ‘‘blue white,’’ or any 
other term, expression, or representation of similar import, as de- 
scriptive of any diamond which under normal, north daylight or its 
equivalent, shows any color or any trace of any color other than blue or 
bluish. 


(Note: For additional requirements respecting artificially 
colored diamonds, see the note immediately following Rule 36. ) 





RULE 29 - MISUSE OF THE TERM ‘‘PROPERLY CUT,”’ ETC. 


It is an unfair trade practice to use the terms ‘‘properly cut, ’’ 
**proper cut,’’ ‘‘modern cut,’’ ‘‘well made,’’ or expressions of similar 
import, to describe any diamond that is lopsided, or so thick or so 
thin in depth as materially to detract from the brilliance of the stone. 


(Note: This rule prohibits the commonly called ‘‘fisheye’’ or 
*‘old mine’’ stone from being offered as ‘‘properly cut,’’ ‘‘modern 
cut,’’ etc.) 


RULE 30 - MISUSE OF THE WORDS ‘‘BRILLIANT’’ AND “‘ FULL CUT.”’ 


It is an unfair trade practice to use the unqualified expressions 
‘‘brilliant,’’ ‘‘prilliant cut,’’ or ‘‘full cut’’ to describe, identify, or re- 
fer to any diamond except a round diamond which has at least thirty-two 
facets plus the table above the girdle and at least twenty-four facets be- 
low. 


(Note: Such terms should not be applied to single or rose-cut 
diamonds, either with or without qualification. They may be applied 
to emerald-(rectangular) cut, pear-shaped, heart-shaped, oval- 
shaped, and marquise-(pointed oval) cut diamonds meeting the above- 
stated facet requirements when, in immediate conjunction with the 
term used, disclosure is made of the fact that the diamond is of such 
form.) 
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RULE 31 - MISUSE OF TERM ‘‘CLEAN,”’ ETC. 


It is an unfair trade practice to use the term ‘‘clean,’’ ‘‘eye clean,’’ 
**commercially clean,’’ ‘‘commercially white,’’ or any other term, ex- 
pression, or representation of similar import, in advertising, labeling, 
representing, or describing any diamond, when such terms are used for 
the purpose, or with the capacity and tendency or effect, of misleading 
or deceiving purchasers, prospective purchasers, or the consuming 
public. 


RULE 32 - MISREPRESENTATION OF WEIGHT, ‘‘TOTAL WEIGHT.”’ 


(a) It is an unfair trade practice to misrepresent the weight of any 
diamond or to deceive purchasers or prospective purchasers as to the 
weight of any diamond. 


(Note: The standard unit for designation of the weight of a diamond 
is the carat, which is equivalent to two hundred miligrams (1/5 gram). 
While advertisements may state the range of weights of a group of 
products, all weight representations regarding individual products 
shall be subject to a 1/200th of a carat (one-half ‘‘point’’) tolerance. ) 


(b) It is an unfair trade practice to state or otherwise represent the 
weight of all diamonds contained in a ring or other article of jewelry un- 
less such weight figure is accompanied with equal conspicuity by the 
words ‘‘total weight,’’ or words of similar import, so as to indicate 
clearly that the weight shown is that of all stones in the article and not 
that of the center or largest stone. 


DEFINITIONS 


As used in these rules, the terms hereinafter set forth shall be 
understood to have the following meanings: 


(a) PEARL: A calcareous concretion consisting essentially of 
alternating concentric layers of carbonate of lime and organic 
material formed within the body of certain mollusks, the result of 
an abnormal secretory process caused by an irritation of the mantle 
of the mollusk consequent on the intrusion of some foreign body in- 
side the shell of the mollusk, or due to some abnormal physiological 
condition in the mollusk, neither of which has in any way been caused 
or induced by man. 





(b) CULTURED PEARL: The composite product created when 
a nucleus (usually a sphere of calcareous mollusk shell) planted by 
man inside the shell or in the mantle of a mollusk is coated with 
nacre by the mollusk. 


(c) IMITATION PEARL: A manufactured product (composed of 
any material or materials) which simulates in appearance a pearl 
or cultured pearl. : 


RULE 33 - MISUSE OF WORD ‘‘PEARL.”’ 


(a) It is an unfair trade practice to use the unqualified word ‘‘pearl,’’ 
or any other word or phrase of like meaning or connotation, to describe, 
identify, or refer to any object or product which is not in fact a pearl 
as defined hereinabove. 


(b) It is an unfair trade practice to use the word ‘‘pearl’’ to de- 
scribe, identify, or refer to a cultured pearl unless it is immediately 
preceded, with equal conspicuity, by the word ‘‘cultured’’ or ‘‘culti- 
vated, ’’ or by some other word or phrase of like meaning and connota- 
tion, so as to indicate definitely and clearly that the product is not a 
pearl. 


(c) It is an unfair trade practice to use the word “‘pearl’’ to describe, 
identify, or refer to an imitation pearl unless it is immediately pre- 
ceded, with equal conspicuity, by the word ‘‘imitation’’ or ‘‘simulated,’’ 
or by some other word or phrase of like meaning and connotation, 80 as 
to indicate definitely and clearly that the product is not a pearl. 


(Note: The placing of an asterisk next to the word ‘‘pearl,”’ 
which asterisk makes reference to a footnote explanation of the fact 
that the product is an imitation or cultured pearl, is not regarded as 
compliance with the requirements of this rule.) 


RULE 34 - MISUSE OF TERMS “‘CULTURED PEARL,”’ ‘‘CULTIVATED 
PEARL,’’ ““SEED PEARL,”’ ‘ORIENTAL PEARL, ’’ 
‘ORIENTAL, ’”’ ‘“‘NATURA,’’ AND ‘“‘KULTURED.”’ 


(a) It is an unfair trade practice to use the term ‘‘cultured pearl, ”’ 
*‘cultivated pearl,’’ or any other word, term, or phrase of like meaning 
or connotation, to describe, identify, or refer to any imitation pearl. 


(b) It is an unfair trade practice to use the term ‘‘seed pearl,’’ or 
any word, term, or phrase of like meaning or connotation, to describe, 
identify, or refer to any cultured pearl or imitation pearl. 


(c) It is an unfair trade practice to use the term ‘‘Oriental pearl, ”’ 
or any word, term, or phrase of like meaning or connotation, to describe, 
identify, or refer to any product of the industry other than a pearl taken 
from a salt water mollusk and of the distinctive appearance and type of 
pearls obtained from mollusks inhabiting the Persian Gulf and recognized 
in the jewelry trade as Oriental pearls. 


(d) It is an unfair trade practice to use the word ‘‘Oriental’’ to 
describe, identify, or refer to any cultured or imitation pearl. 


(e) It is an unfair trade practice to use the word ‘‘natura,’’ or any 
word, term, or phrase of like meaning or connotation, to describe, 
identify, or refer to a cultured or imitation pearl. 


(f) It is an unfair trade practice to use the word ‘‘kultured,’’ or any 


word, term, or phrase of like meaning or connotation, to describe, iden- 
tify, or refex to an imitation pearl. 
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RULE 35 - MISREPRESENTATION AS TO CULTURED PEARLS. 


It is an unfair trade practice, in connection with the distribution, 
sale, or offering for sale of industry products, to make, publish, or dis- 
seminate, or cause to be made, published, or disseminated, any false, 
misleading, or deceptive statement, representation, or illustration con- 
cerning the manner in which cultured pearls are produced, the size of the 
nucleus artificially inserted in the oyster and included in cultured pearls, 
the length of time that such products remained in the oyster, the thick- 
ness of the nacre coating, the value and quality of cultured pearls as 
compared with the value and quality of pearls and imitation pearls, or 
concerning any other material matter relating to the formation, structure, 
properties, characteristics, and qualities of cultured pearls. 


(Note: Additional requirements relating to misuse of words 
‘“‘real,”’ ‘‘genuine,’’ ‘‘naturai,’’ ‘‘reproduction, ’’ ‘‘ replica, ’’ 
**synthetic,’’ ‘‘gem,’’ etc., are set forth in Rules 38 and 39. ) 


RULE 36 - DECEPTION AS TO PRECIOUS AND SEMI-PRECIOUS 
STONES. 


It is an unfair trade practice, in connection with the offering for 
sdle, sale, or distribution of precious or semi-precious gem stones, to 
use or cause or promote the use of any trade promotional literature, 
advertising matter, mark, brand, label, trade name, picture, design or 
device, or other type of oral or written representation, however dis- 
seminated or published, which has the capacity and tendency or effect 
of misleading or deceiving purchasers or prospective purchasers with 
respect to the type, kind, grade, quality, color, cut, price, value, 
quantity, size, weight, nature, substance, durability, serviceability, 
origin, preparation, or distribution of any precious or semi-precious 
Stone, or which has the capacity and tendency or effect of misleading 
or deceiving the purchasing or consuming public in any other material 
respect. 

(Note: One of the practices to be considered as inhibited by 
this rule is as follows: The sale, or offering for sale, of any 
diamond or other natural precious or semi-precious stone which 
has been artificially colored or tinted by coating, irradiating, 
or heating, or by use of nuclear bombardment, or by any other 
means, without disclosure of the fact that such natural stone is 
colored, and disclosure that such artificial coloring or tinting is 
not permanent if such is the fact. ) 


RULE 37 - MISUSE OF WORDS ‘“‘RUBY,’”’ ‘“‘SAPPHIRE,’’ ‘‘EMERALD,’’ 
‘*TOPAZ,”’ “STONE,” ‘“‘BIRTHSTONE,’’ ETC. 


(a) It is an unfair trade practice to use the unqualified words 
‘‘ruby,’’ ‘‘sapphire,’’ ‘‘emerald,”’ “‘topaz,’’ or the name of any other 
precious or semi-precious stone, as descriptive of any product which is 
not in fact a natural stone of the type described. 


(b) It is an unfair trade practice to use the words ‘‘ruby,’’ 
‘‘sapphire,’’ ‘‘emerald,’’ ‘‘stone,’’ ‘‘birthstone,’’ or the name of any 
other precious or semi-precious stone, as descriptive of a synthetic 
stone or an imitation or simulated stone unless such word or name is im- 
mediately preceded, with equal conspicuity, by the word “‘synthetic,’’ 
or by the word ‘‘imitation’’ or ‘‘simulated,’’ whichever is applicable, 
or by some other word or phrase of like meaning, so as clearly to dis- 
close the nature of such product and the fact that it is not a natural stone. 


(Note: The placing of an asterisk next to the word “‘stone’’ or 
‘‘birthstone’’ or the name of any natural stone referring to a foot- 
note explanation that the product is a synthetic or imitation is not 
to be regarded as compliance with the requirements of this rule. ) 


RULE 38 - MISUSE OF WORDS ‘‘REAL,”’ “‘GENUINE,’”’ “‘“NATURAL, ”’ 
ETC. 


It is an unfair trade practice to use the words ‘‘real,’’ ‘‘genuine,’’ 
‘‘natural,’’ or similar terms, as descriptive of any article or articles 
which are manufactured or produced synthetically or artificially, or 
artificially cultured or cultivated, with the capacity and tendency or 
effect of misleading or deceiving purchasers, prospective purchasers, 
or the consuming public. 


RULE 39 - MISUSE OF WORDS “‘GEM,’”’ “‘REPRODUCTION, ’”’ 
‘*REPLICA,’”’ “‘SYNTHETIC,’’ ETC. 





(a) It is an unfair trade practice to use the word “‘gem”’ or similar 
terms to describe, identify, or refer to a pearl, cultured pearl, diamond, 
ruby, sapphire, emerald, topaz, or other product of the industry, which 
does not possess the beauty, symmetry, rarity, and value necessary for 
qualification as a gem. 


(b) It is an unfair trade practice to use the word ‘‘gem’’ as descrip- 
tive of any synthetic industry product unless the product meets the re- 
quirements of paragraph (a) of this rule and unless such word is 
immediately accompanied, with equai conspicuity, by the word 
‘*synthetic,’’ or by some other word or phrase of like meaning, so as 
clearly to disclose the fact that it is not a natural gem. 


(Note: Use of the word ‘‘gem’’ with respect to cultured pearls 
and synthetic stones should be avoided since few cultured pearls or 
synthetic stones possess the necessary qualifications to properly 
be termed ‘‘gems.”’ Imitation pearls, imitation diamonds, and 
other imitation stones cannot be described as ‘‘gems’’ under any 
circumstance. Not all diamonds or natural stones, including those 
classified as precious stones, possess the necessary qualifications 
to properly be termed ‘‘gems. ’’) 


(c) It is an unfair trade practice to use the words ‘reproduction, ”’ 
‘*replica,’’ or similar terms, to describe, identify, or refer toa 
cultured or imitation pearl, or to any imitation of precious or semi- 
pzecious stones. 


(d) It is an unfair trade practice to use the word ‘‘synthetic’’ as 
descriptive of cultured or imitation pearls, or to use the word “‘synthetic’”’ 
with the name of any natural stone as descriptive of any industry product, 
unless such industry product has essentially the same optical, physical, 
and chemical properties as the stone named. 
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mond must appear blue or bluish in north day- 
light or its equivalent. 


Rule 2g—Don’t use terms which improperly de- 
scribe the make of a diamond. 


Rule 3q-——Don’t call a diamond “brilliant,” “bril- 
liant cut” or “full cut” unless it has at least 32 
facets plus the table above the girdle and at least 
24 facets below. 


Rule 9;—Don't use vague terms like “clean,” 
“eve clean,” or “commercially white” to mislead 
purchasers. 


Rule 32—Don’t misrepresent the weight of any 
diamond. If you state the weight of all the dia- 
monds in an article of jewelry, don’t fail to use 
the words, “total weight.” 


Rules for pearls, cultured pearls and imitations 


2uJe 3¢—Don’t use the unqualified word “pearl” 
unless the object meets the definition of a pearl. 
Don’t use the word “pearl” to describe a cultured 
or an imitation pearl unless the word “pear!” is 
immediately preceded with the word “cultured,” 


“imitation,” ete. 


Rule 34-—Don’t apply the term “cultured pearl” 
to an imitation pearl. Don’t apply terms like 
“seed,” “Oriental.” or “natura” to a cultured or 
imitation pearl. 


Rule 35-—Don’t misrepresent the value, produc- 
tion or qualities of cultured pearls, as compared 
to the value, production or qualities of pearls 
and imitation pearls. 


Rules for precious, semi-precious, synthetic and 
imitation stones 


Rule 36—Don’t use misleading terms with re- 
ference to precious or semi-precious stones. If a 
diamond or other natural stone has been artifi- 
cially colored by coating, irradiation, heat or 
nuclear bombardment, that fact must be disclosed. 


Rule 3%—Don’t use unqualified words such as 
“ruby,” “sapphire” or the name of any other 
precious or semi-precious stone, unless the stone 
is a natural stone of the type described. Don’t use 
such a word for a synthetic, imitation or simu- 
lated stone, unless vou immediately precede the 
word by the applicable descriptive term. 


Rule 38—Don’t apply words such as “real,” 
“venuine” or “natural” to synthetic or artificial 
stones. 


Rule 39—Use of the word “gem” should be re- 
stricted to pearls, cultured pearls, diamonds and 
other precious stones which have exceptional 
beauty, symmetry, rarity and value. In describing 
the few synthetic stones and cultured pearls 
which could be termed “gems,” the word “gem” 
must be preceded by the word “synthetic” or 
“cultured.” 











by Jerry Gewirtz 
JC-K Fashion Consultant 


It’s easy elegance 


for him and her 


® THE FASHION PORTRAIT for Fall °57 is of particular 
interest because of the parallel fashion trends that have 
emerged for men and women. A strikingly elegant sil- 
houette, that paradoxically has casual, pliant, supple. 
unrestrained, easy lines, is as notable for the men as 
the women. 

This trend offers the jeweler multiple opportunities. 
He will be able to promote “fashion jewelery,” for both 
men and women, thereby dramatizing a department of 
merchandise which, as our recent survey indicates, has 


soared in sales since 1948. He will also have opper- 
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FOR HIM... 
| 


© Surfaces and substances: 


Ready-to-wear has the look of luxury. Even 


shirts adopt the lustrous look. 


The three-button suit continues as the 
leader, accented with sparkling accessories. 
Jewelry, though conservative, is rich. It is 
matched in color to ensembles, with pale 


shades in crystal prominent. 


® Color: 


Medium grays, tans are good in sports 
clothes, with Oxford gray and blues re- 


emerging. 


Shirts have traditional stripes, with many 


boasting a vivid touch in red and white. 


New pastel colored stones complement the 
lighter tones. Many striped red agates 


continue the red and white story. 


© Dimensions: 


The cut is still slim, still conservative, but 


with fancy trimmings. 


Jewelry styles feature dome shapes, tooled 
motifs, sometimes ornamented with one col- 


orful stone. 


Most expressive of “easy elegance” is the 
broad trend toward smaller and medium 
proportions, with textured designs or col- 


ored stone trims. 


© Featured fashion trumps: 


Use of natural stones in fashion jewelry; 
unusual stones such as fossils. Unprece- 
dented popularity of jewel boxes for men, a 
testimonial to the popularity of cuff links 
and slides; continued favor for the tie 


tacks. 
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... and FOR HER 


® Surfaces and substances: 


The Florentine gold finish, often called 


“brushed,” gains in fashion stature. 


Promotional leader is the tone-on-tone look 
—the monochromatic—the use of different 
shades of one color in a costume, matched, 
for example, by a five-strand bead necklace, 


all one color, but five different tones. 


® Color: 


Color is a major story in lady’s ready-to- 
wear. Black, of course, continues as a basic 
in after-dinner dresses, but the jewel colors 


have the style thunder. 


Colored stones are matched to ensembles. 
Like the costumes, they’re in emerald green, 


sapphire blue, garnet red, topaz brown. 


® Dimensions: 


Clothes are literally a background for the 
jewels. They are simple yet elegant in the 
Chanel tradition, with costumes looking 


best with yards of beads and chains. 


A one-shouldered strap evening gown gets 
jeweled punctuation in all of the fashion 
showings. Three-quarter, below-the-elbow 
sleeves continue gracefully with a wide 


bracelet. 


© Featured fashion trumps: 


Long ropes and beads in the Chanel tradi- 
tion; 20-inch chains, bibs with as many as 
five strands, fill-in chain necks, jabots of 
pearls; big pins in heraldic designs, many 
more chatelaines, with length rather than 


just diameter the eye-catcher. 
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tunity to broaden his sales by selling matching sets for 


men and women. 


Fashion-wise, this year’s collections offer the jeweler 


a bonanza when he merchandises costume pieces, be- 


cause in both men’s and women’s lines. he can talk in 


an idiom he understands. He will be showing and tell- 


ing about fashion pieces, many set with genuine stones. 


This is a fashion period when even fabrics are described 


by jewel terms such as sapphire blue and garnet red. 


The retailer would be wise to select any one of the 


descriptive areas at left and build a promotion 


around it, showing men’s and women’s jewelry that go 


together in an era of easy elegance. 


(see pictures on following pages) 
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1 Jewel-toned stones in sculptured gold- 
washed necklace-bracelet set. From Marcel 
Boucher’s “‘Plumage d’Or.” 
2 Leaf design pins in baked enamel, floral 
pins with gemstone colors or sapphires, 
rhinestones. Pennino Bros. 


3 Emerald cuts in simulated black dia- 


mond and colored stones. In sterling or 


gold-filled. Ralph Destino, Ltd. 
4 There’s a textured look to these pieces 
($3.95 retail), which Flex-Let Corp. calls 


replicas of 14-k originals. 








5 Make certain to have textured designs 
with color contrasts in quality look. La 
Mode Jewelry, Attleboro, has wide choice. 
6 Just-below-elbow sleeves ... masses of 
bracelets, brushed gold finish, textured. 
About $1. From Coro, New York. 

¢ Heirloom fob and earrings, baked 
enamel hard finish. Pin $30 per dozen. 
From Donna Costume Jewelry, New York. 
8 From a matched rhinestone and “emer- 


ald’”’ ensemble—necklace, bracelet, pin, ear- 


rings. From Jos. J. Mazer. 
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1 “Stardust” blue stone, 
speckled with gold. Pref- 
erably in formal link and 
stud set. This one, ele- 
gantly boxed by Swank, 
Inc., Attleboro, Mass., is 
intended to be sold for 


about $17.50. 


2 Plan on promotion of 


garnet red in clothing. 
Leru, Inc., New York, of- 
fers numerous garnet en- 
sembles to match fashion 
trends. 

3 Five - strand rib of 
ombre imitation pearls 
grouped as “Autumn 
Haze” by Trifari blends 
well with Trigere’s brown 


wool dress design. 





4 Red striped agate links 
to complement the current 
popular red and white 
trim in men’s shirts. From 
Krementz Jewelry Co., 
Newark. 

5 Jewelry for men with 
unusual stones, such as 
this agatized rainbow in 
petrified wood, by Anson, 
Inc. The price is $12.50. 
6 Men’s jewelry from B. 
A. Ballou, Providence. Tie 
taes, to retail for $2 and 
$3, come engraved or set 
with colored stones. Also 


large and small clips. 
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all-new 


SCHICK | 
POWERSHAVE 





Oca te ok ST pe ere erRonn ee Hw SRC NE et cc Mts Ee seem 














® GLACIER WHITE 
ASS e DESERT TAN 

e FOREST GREEN 
e ROYAL BLACK 





STOCK POWERSHAVE! DISPLAY POWERSHAVE! SELL POWERSHAVE! 


The electric shaver market continues to grow at a faster pace than ever before... 
and the months ahead will be, by far, the biggest-selling season in the history of the 
industry. Only Powershave is all-new...the most exciting advance in men’s shavers 


in 27 years! Only Powershave offers you such tremendous sales opportunities! 


© 1957, Schick Incorporcted; Lancaster, Pa. 
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with Built-in Whisker Guides.. . 
new Full-Contact Head... 


twice as big—twice as powerful! 


The most wanted electric shaver 


you can stock this Fall! 


*4,500,000 


in advertising will back up the 

entire Schick line this Fall right 

though Christmas! 

e Big Network TV Shows—‘“Dragnet” 
and “The Gisele MacKenzie Program” 


e Saturation TV Spots — 
in the 100 top U.S. Markets! 


e LIFE and LOOK magazines — Handsomely packaged in de luxe travel 2 “y 9 by 


week after week after week! case—slim-tapered, compact design. 
Holds shaver, cord, and cleaning brush. 











Fair Trade Retail 


SClrll IK — first rm electric shaving 
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“The Copy Is Very Well... 
This Is Our Specialty” 


. a pigeon-English letter from Tokyo shows 
the Oriental formula for low-cost imitation of 
American goods. This is the first of a series of 
articles on new competition from the Far East 


® THE RIVALRY between imported products and 
goods labeled ‘‘Made in U.S.A.” is flaring hotter 
than ever. 


The long fight by American watch manufac- 
turers to preserve what they feel is their fair 
share of the market is, of course, an old story, 
the next chapter of which may be written soon. 

But manufacturers of other lines of jewelry 
store merchandise are worried these days over 
increasing competition—and the prime target 
of their complaints is Japan. Some of them are 
going to Washington and asking the Tariff Com- 
mission to raise import duties or establish quotas 
for foreign-made goods. 


The latest such request came last month from 
U.S. makers of stainless steel flatware, who say 
that without some relief Japanese stainless will 
take 50 per cent of the American market this 
year. Imports of Japanese stainless grew from 
421,000 dozen in 1953 to 5,922,000 dozen in 1956. 
We'll return to the subject of stainless flatware 
in a minute, with an enlightening example of the 
ingeniousness with which Japanese industry op- 
erates these days. 


SEVERAL MANUFACTURERS of metallic watch 
bracelets are alarmed at the quantities of low- 
priced products arriving from Japan and Hong 
Kong—a far larger volume now, they say, than 
it was four years ago when they asked the Tariff 
Commission, among other things, for a “realistic” 
tariff. The complete price of the band, duty-paid, 
they said, is less than the American manufac- 
turer’s labor cost. 


U.S. makers of cigarette lighters told the Tariff 
Commission in December 1954 that imports had 
brought their industry to the “peril point.” They 
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complained, too, of unfair trade practices involv- 
ing not only cheap competition but product piracy. 

(Last month the Japanese government agreed 
to stop Japanese manufacturers from exporting 
imitations of Ronson lighters to the U.S. The 
action followed Ronson’s appeal to Congressional 
leaders, which led to negotiations between the 
State Department and the Japanese Foreign Of- 
fice.) 

Shavers, cameras and other jewelry store mer- 
chandise, arriving from the Orient in growing 
quantities, are confronting American manufac- 
turers—and retailers, too—with sharper prob- 
lems. 


THE FOLLOWING LETTER shows the cleverness 
with which some Japanese manufacturers go af- 
ter business in America. It was introduced last 
month at a hearing in Washington before the 
U.S. Tariff Commission to consider the plight of 
the stainless steel flatware industry. It was re- 
ceived by a company which has long been famous 
for its silverware. Here it is, and some portions 
of it make quite funny reading— if you are not 
an American manufacturer of stainless steel flat- 
ware: 


Tokyo, 27th Jan., 1956 
Name of Company 
City, State, 
U.S.A. 

“It came to our knowledge that you are one 
of the largest firm of Stainless Steel Flat ware 
and Cutlery and Kitchen Gadgets in your coun- 
ae 

“We are always investigating your market 
through the American Magazines and the Trade 
Papers. ... You may know, Japanese Merchan- 
dise are improving day by day for the Quality & 
Styles & Patternas and packing, so that our 
present merchandise is much better than the past 
five years, thus, we have guarantee all of our 
merchandise at present time. 

(please turn to page 254) 
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FROM THIS MOMENT ON 
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will be live 
nd salable! 


NEVER AGAIN 


will you stock 





thanks to 
Flex-Let’s great 
new engineering 


We ey-lale 


you cant sell! | 
triumphs... 














IMAGINE! your FLEX-LET 2nventory rs always | 


INTERCHANGEABLE 











ec INTERCHANGE ‘ 
any curved end with a straight end! 
¢ INTERCHANGE : 
any end with any 5/8’, 11/16’ or 3/4’ end! 
+ INTERCHANGE | 
ends of any $4.95, $5.95 or $6.95 band with 
ends of any $9.95, $10.95 or $11.95 band! | 
| | 
LEX-LET'S FABULOUS ENGINEERING ADVANC 0 YOU 
WHAT DOES FLEX-LET’S FABULOUS ENGINEERING ADVANCE MEAN 10 YOU? 
e You can custom-fit every customer — in every price range! 
¢ You sell the very band you show — you can size-it and you can inter- 
change the ends. | | 
e Your customers can choose from every band in your stock, every band 
is live and salable... | 
; . | 
e You repair on the spot — replace any link — any end — no delay. | 
e You never have to stock longs, or shorts... one band fits them all! 


and in addition COCH watelh hand Carri S the 


FAMOUS FLEX-LET GUARANTEE 


| FLEX-LET CORPORATION, 580 FIFTH AVENUE, NEW YORK 36 
FACTORY: East Providence, Rhode Island 
ad 
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“FRESH AS CASH” because of 
gal 


the amazing new 
“SLIDING LOCK” ' 
SIZE-0-MATIC 


in every band! 


so easy! 
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Senco UNLOCKS 
4 ¥A,% with a single stroke! 
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ADD OR REMOVE 
any number of links! 







LOCKS 
—and stays locked — 
with a single stroke! 





Sizing that makes your inventory 
“FRESH-AS-CASH”’ 


ONE LADIES’ BAND FITS THEM ALL! 


No more stoeking longs, regulars and shorts 
’ 


. all links (not just one or two!) separate 
for size adjustments! 





WARNING! 


Interchangeable Ends and 
Sliding Lock Size-0-Matic: 


are fully protected by law! 
— Patent Pending! 

If it isn’t Flex-Let, it isn’t 
SIZE-O-MATIC! 





NOW EVERY BAND YOU STOCK 
WILL BE LIVE AND SALABLE... 


SPARTAN SIZE-O-MATIC! 

STYLE NO. 101 — 1/20 10K. — Yellow only. 

(Available with curved ends, style 102.) 
retails $5.95 T. 1. 


Your PLUS Prefit— Keystone $4.60 


STATLER SIZE-O-MATIC! 

STYLE NO. 111 — 1/20 10K. — Yellow only. 

(Available with curved ends, style 112.) 
retaile $6.95 rT. 1. 


Your PLUS Prefit— Keystone $5.20 


DIRECTOR SIZE-O-MATIC! 
STYLE NO. 124 — 1/20 10K. — Yellow and 
white. (Available with curved ends, style 
126.) retails $9.95 T. 1 

Your PLUS Prefit— Keystone $7.00 


a in " ai 
IP A 
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FLEX-WEAVE SIZE-O-MATIC! 


STYLE NO. 122 — 1/20 10K. — Yellow only. 
(Available with curved ends, style 122.) 
retails $8.95 T.L 


Your PLUS Profit— Keystone $6.60 


ttt aa 
LADY LEE SIZE-O-MATIC! 
STYLE NO. 230 — 1/20 10K. Yellow or white. 


retails $7.95 » A I. 
Your PLUS Prefit— Keystone $5.70 


GOLDEN STRAND SIZE-O-MATIC! 
STYLE NO. 275 —1/20 10K. Yellow, pink, or 
white. retaile $7.95 rT. 1. 

Your PLUS Profit — Keystone $5.70 


LA BAGUETTE SIZE-O-MATIC! 
STYLE NO. 220 — 1/20 10K. Yellow or white. 
retails $9.95 T. 1. 


Your PLUS Profit — Keystone $7.00 
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FLEX-LET 


FIGHTS 

YOUR RISING COSTS 
email 

WITH 
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$3.95 |; v Retails $4.95 £1 t w ‘Retails $5.95 £1 $6.95 ; | 


Reta 


Your plus PLUS profit —- Keystone $3.60 plus PLUS profit —— Keyst $3.80 Your plus PLUS profit Keystone $4.40 Your plus PLUS profit Keystane $5.10 


able, 
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i ° ae. “ (f) oe | 
CO LLELE. of 14 WILLA GA Onginals 
¢ styled so only a jeweler could tell them from the priceless originals! 


'e history-making luxury in the popular-priced range! 
e crafted, priced and packaged to bring you PLUS PLUS PROFIT! 
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FLEX-LET’S FABULOUS & MERCHANDISING TRAY 


NEW PACKAGE with every 1 dozen assortment wit} 
Impressive leatherette with th in a price range! Beautifull) 
. crys , ) tT ‘ y 1c} y " 7 ,?" f: Di Ve? 

luxurious “show and sell” styling orained tray designed fo. | ist ove 
' the-counter presentation! Get a 





for which Flex-Let i 
tray for each price range. 








Retails $9.95 F1 


$/137 — white 
Your plus PLUS profit — Keystone $7.10 


| Fe FLEX-LET CORPORATION, 580 FIFTH AVENUE, NEW YORK 36 - 
| = FACTORY: East Providence, Rhode Island MAGNIFICENT ASSORTMENT OF 
| 3 In Canada: Guildcratt, Ltd., 119 Adelaide St. W., Toronto STYLES IN EACH PRICE RANGE 
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by Leo Weinberg 


Leo Weinberg of the Zale-Lee Jewelry Co. in 
Aurora, Colo., has been selling small appliances 
for years. In this article he tells about a new 
twist he has adopted that enables him to sell still 
more of them.—Editor 


® SEE THAT AUTOMATIC TIMER? ... Note that 
safety catch? ... Ever see this labor-saving du- 
hink? ... Plug in that cord and watch the light 
go on! 

Do you think it’s the women who respond to 
these appeals? Not by a jugful it isn’t. They use 
the appliances after they’re bought, but it’s the 
men who like to buy them. 

If you think differently, why, I thought dif- 
ferently, too, not long ago. Our town of Aurora 
is a large suburb of Denver and it’s bristling with 
new low-cost budget homes. Most of them are 
occupied by young families starting out on their 
first home-ownership project. They all need small 
electrical appliances, and I slanted my sales ap- 
proach to the women. I found out I was wrong. 
When it comes to toasters, waffle irons, table 
ovens, men are the ones to sell. 

Not only are they gadget-minded, they’re prac- 
tical, too, and like to take home practical gifts 
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that will give pleasure to the entire family. There 


are lots of traveling men around our area—sales- 
men, tourists, hunters, fishermen. They all want 
to “take something back to the wife.” We auto- 
matically steer them to our small appliances. 
Sometimes they’re surprised at first, but they like 
what they see. It’s much easier to sell them an 
electrical-houseware item than a piece of costume 
jewelry or a compact. 

Often, of course, after they’re sold on some ap- 
pliance, they buy other things too—jewelry, 
watches, flatware, crystal. 

Selling to men has another advantage. Whereas 
women like to set up charge accounts, use lay- 
away and spread out time payments, men are 
very apt to pay cash down and get the purchase 
over with. 

We set up our appliance display in the center 
of the store, showing 35 to 50 items at once. All 
are individually tagged in the medium price range 
and all are nationally advertised brands. And 
they’re right out in the open where the men can 
pick them up and plug them in and watch the 
lights go on. Frying pans with built-in lights that 
flash when the proper heat is reached are irresis- 
tible to men. 

Yes, sir, I say when you're selling gadgets— 
sell them to the gadget-minded sex! ee wy 
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IT MAKES GOOD “GENTS ‘to stock a full line of 


UNIVERSAL Sen 








aie i aa SR. 














8-cup Chrome on Copper 10-cup Chrome on Copper 
Deluxe Model +2675 $2995 


GETS 1/3 OF SALES 8-cup Chrome on Copper GETS 1/3 OF SALES 
Standard Model $1999 


Get the BIG Shar e GETS VW; OF SALES 


t rs DON’T LOSE SALES by not carrying the full line of Universal 
Coffeematics. First of all, you double your coffeemaker sales just by adding Coffee- 


matic to any other line. Second, by carrying the fw// line you can satisfy every 
America’s No. 1 Coffeemaker Customer. Surveys prove that if you fail to have any of the above models, you're 
losing approximately one-third of potential sales! Get the most out of your market 
with a full line of America’s Favorite Coffeemaker. 







































ae IN PUBLIC ACCEPTANCE 
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5-cup chrome 8-cup chrome 8-cup chrome 10-cup chrome 10-cup copper 
or copper 


FE ADVERTISING SUPPORT ASK ABOUT THE BIG BONUS OFFER 
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FE FULL LINE SELECTION 
a UNIVERSAL 


it PAYS to stock the LEADER 








LANDERS, FRARY & CLARK, NEW BRITAIN, CONN. 
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ELGIN uses chemistry to find uncommon 


Chemical “toothbrush” gives 


watch wheels new polish 


An interesting sight in the Elgin chemical lab is this 
electropolishing system. A combination of chemical 
bath and electrical rectifier, it’s known as the “‘tooth- 
brush’’. It removes the tiny burrs left after teeth have 
been cut in a wheel, and leaves the surfaces with a 
mirror-like finish. The “‘toothbrush”’ is a good example 
of the way Elgin employs creative chemistry to turn 
out, not just satisfactory, but superlative watch parts! 
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What’s a complete 
CHEMISTRY LAB 


doing ina 


WATCH FACTORY? 


solutions for problems old and new 


Solving the “‘knotty’’ ones pays off for you 
and your customers 


Chemistry plays a key part in creating 
the modern watch. 

Does this seem like a new idea to you? 
Here’s how it came about: Within your 
own memory, the American public has 
made new demands that watchmakers 
never had to meet before. A sport-loving 
nation wants watches it can swim with, 
wear while playing golf, and expose with- 
out harm to the summer sun or winter 
storms. To meet these needs, tough new 
materials had to be found. 

Through chemical research, Elgin was 


among the first to find suitable materials 
for these jobs. The design of a waterproof 
gasket, the formula for a new bonding 
cement or a tarnish-resistant dial lacquer 
are all chemical problems first! 

Elgin maintains a full-time chemical 
laboratory, and conducts extensive re- 
search into watch materials for one pur- 
pose only: We want Elgin watches to be 
ever finer, always more of a good buy for 
you and your customers. And chemistry is 
only one of the many sciences Elgin ap- 
plies to bring about that valuable result. 


At the Retail Jewelers’ Market in New York (Aug. 11-15), visit Elgin’s Grand Ballroom exhibit, Waldorf-Astoria. 
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Where quality licks competition 


This St. Louis jeweler got out of the “bargain watch” rat race by side- 
stepping. He dropped low-priced lines and promoted the better grades 


by Robert Latimer 


® SAM SMITH, president of Smith Jewelers, Inc., 
St. Louis, Mo., saw his watch sales going down 
and down. The reason—competition. Supermar- 
kets, drug stores and department stores were of- 
fering the popular low-priced lines and selling 
them like cough drops. He couldn’t match them. 

He decided to stop trying. He would beat them 
at his own game, not at theirs. 

A city the size of St. Louis, he told himself, had 
lots of people who were interested in the better 
grades of merchandise. (“‘Wasn’t my store a pres- 
tige store anyway ... and located at the intersec- 
tion of Grand Boulevard and Olive St.?”) In addi- 
tion to reliability, he would offer his clientele the 
additional incentives of thinness, jeweled faces, 
calendars, alarms—the new, exciting features of 
the high-priced lines. 

He threw out almost all of his less expensive 
numbers and stocked watches in the $65 to $250 
bracket. At the same time he instructed his sales- 
people to forget the price factor and concentrate 
on quality alone. 

It was a venturesome move and took plenty of 
courage, but Mr. Smith’s judgment was con- 
firmed. Not only did unit sales grow bigger, vol- 
ume increased too. 

In front of his watch counter he has had a strip 
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of carpet set into the polished terrazzo floor. Now 
the salesman, taking the customer to the counter, 
says, “We'll put you on our carpet and sell you a 
fine watch.” A gag, of course, but one that usu- 
ally can be counted on to bring an amused grin to 
the customer’s face and put him in a pleasant, 
receptive mood. 

Another move has been concentration on trade- 
ins. Many a customer owns a watch he has pur- 
chased at a discount house, which gives no ser- 
vice. The watch needs repairing and he brings it 
to Smith. But he is reluctant to put more money 
into it, he has lost some of his confidence in it. It’s 
not hard to interest him in a higher-priced watch 
that carries a guarantee backed by Smith Jewel- 
ers. 

The store devotes two windows to watch dis- 
plays and stresses watches in its advertising. 

Results have been uniformly good and occa- 
sionally spectacular. One day a man came in to 
buy a dollar item. The salesman induced him to 
look over the watch display. He came back sev- 
eral times and eventually paid cash for a $150 
wrist watch. 

Referring to his merchandising methods, Mr. 
Smith says modestly: “It’s only common sense.” 

Perhaps it isn’t so common. ae@a 
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ess 4 BONUS OFFERS 


gon THIS NEW $18 TOASTER 
0 WITH PURCHASE OF ANY 12 
.0 @ TOASTMASTER APPLIANCES! 


* You make $18.95 profit on 
the free 1824 Toaster! 


















* You get a bonus of $12.79 
extra profit...or 












* You make $1.07 extra profit 
on each of 12 
Toastmaster Appliances! 


Here’s an offer that spells EXTRA PROF- 
ITS, no matter how you look at it! The 
newest toaster in the Toastmaster line— and 
we're giving it to you absolutely free when 
you buy any 12 Toastmaster Appliances! 
The new 1B24 Toastmaster Toaster is a 
classic of smart new contemporary styling 
. . Sleek low black handles... with the same 
sound engineering and heat control that have 
sold millions of Toastmaster Toasters! 
Use this Bonus Offer to get your fall se- 
lection of Toastmaster Appliances—the se- 
lection best suited to your own individual 
market—at a big extra profit to you! 
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MODEL 1B24 


$1895 


Retail 
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THIS $19%° TOASTMASTER 
AUTOMATIC FRY PAN ONLY $7°*° 
e WITH PURCHASE OF ANY 

yi TOASTMASTER APPLIANCES! 


*K You make $12.45 profit 
(62%) on fry pan at 
this special price! 


* You get a bonus of $5.06 
extra profit...or 


You make $.72 extra 
profit on each of 7 
Toastmaster Appliances! 


Another tremendous extra-profit opportu- 
nity for your fall buying! If you act quickly, 
you can get this 1l-inch Toastmaster Auto- 
matic Fry Pan—retailing for $19.95—for 
-only $7.50 with your purchase of any 6 — 


MODEL 8A1 Toastmaster Appliances! 






$4 995 Order any 6 appliances you prefer—the 
Retail ones you know will move best in your par- 
Matching vented ticular market. Feature the new, bigger, 


aluminum cover. $3.00 


famous-for-quality Toastmaster line! You’re 
Comms, and Beier Moth BA) ane going to make money with Toastmaster— 
9B cannot be included or counted as 
units forthe howe Bonus Offers. Boras and you’ll make even more when you take 
Offers m be withdrawn at 


advantage of this extra-profit Bonus Offer! 


Cell ot TO ASTM AST R —— NOW at 4 4 


TOASTMASTER DIVISION 


McGRAW- 
EDISON 
COMPANY 
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Experiments in jewelry stores have proven that 


ANSON’S ROTATING PYRAMID DISPLAY 


Sg te 








Women and men inevitably are stopped and utterly intrigued by this 
brilliant display of Anson’s most wanted men’s jewelry sets. It’s a TER- 
RIFIC SALESMAN FOR YOU! 30 sets from $3.50 to $7.50 display 
themselves, sell themselves in an INCREDIBLY SMALL SPACE IN 
YOUR STORE. 


WE PREDICT: You will find this the most effective men’s jewelry mer- a i = “al 
chandiser ever designed. IT’S SELF-ILLUMINATED, IT ROTATES _———— . 
CONTINUOUSLY, BUT STOPS AT A FINGER’S TOUCH ... to sell 
and sell and sell — DAY AND NIGHT for you! 


HERE'S HOW YOU CAN GET IT FREE! 


ORDER ANSON UNIT #352/58 , CONSISTING OF 
5 DOZEN ASSORTED SETS IN THE MOST POPULAR PRICE RANGES 


1 Dz. ted $3.50 sets . 
ES pecipinrsapos | Total Retail Value . . . $330.00 
i's Dz. assorted 96.00 eet | Vour Total Gest .... SiGa.ee 


1 Dz. assorted $7.50 sets 
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] ALL PRICES SHOWN KEYSTONE 


CONTACT YOUR AUTHORIZED ANSON DISTRIBUTOR TODAY! 






SEE Anson's NEW FALL LINE ADVERTISED IN AN 8 PAGE FULL COLOR SPECTACULAR 
IN ‘“‘CORONET’’ (DEC. ISSUE) AND FULL COLOR AD IN ‘‘THIS WEEK’’ MAGAZINE. 


ANSON, INC. 24 BAKER STREET, PROVIDENCE 5, R. f. 


JEWELRY BUSINESS 








MARRIAGES ... upward trend resumes 


MAY 
1957 1956 % change 


131,000 128,000 +2.4 





JANUARY-MAY 
1957 1956 % change 


249,000 247 000 +0.4 











“MARRIAGE LICENSES... up 


MAY 
1957 1956 % change 
20,314 48.341 +4.0 


“Issued in 103 major city areas 





JANUARY-MAY 
1957 1956 % change 
191,240 189,202 +1.0 











IMPORTS OF DIAMONDS ... rough, up: polished, down 


APRIL 
% change 
Carats from 1956 Value 


Rough or uncut gems 
109,151 +62.1 


Cut but unset 


45,196 — 26.0 


% change 
from 1956 


$9,361,975 +302.2 


$4,745,727 — 21.4 


JANUARY-APRIL 
% change % change 
Carats from 1956 Value from 1956 


331,160 —115 $25,603,842 + 12.7 


198,131 —15.7 $20,905,297 — 16.0 











IMPORTS OF WATCHES AND WATCH MOVEMENTS ...up 


MAY 
% change 


rom 
Number May 1956 Value 


0-1 jewels 
323,908 — 4.7 


2-7 jewels 
96,067 — 2.9 317,966 — 18 


8-15 jewels 
3,632 46,638 


16-17 jewels 
496,078 3,408,529 


% change 
from 
May 1956 


$ 543,564 — 0.1 


over 17 jewels 


1,587 +29, 56,499 


all types 
921,272 + 8. 4,373,196 





JANUARY-MAY 


% change 
Value from 1956 


% change 
Number from 1956 


1,411,116 + 5.4 $ 2,323,781 + 8.9 

293,872 — 4.0 1,012,999 — 65 
12,942 — 7.4 146,397 

1,820,294 415.9 12,760,180 

5,939 +39.5 142,550 


3,544,163 + 9.6 16,385,907 



































INDICATORS 








RETAIL JEWELRY EXCISE TAX ...up 


QUARTER ENDED MARCH 31 


1957 1956 % change 


$ 59,040,000 $ 57,826.000 +2.1 





34 OF FISCAL YEAR (July 1-Mar. 31) 


1957 1956 % change 


$125,650.000 $121,779,000 +-3.2 

















WHOLESALE JEWELERS’ OPERATIONS 


MAY 1957 COMPARED TO MAY 1956 


me eR: (i. Bo at A ae J ae ee ae: ae te. Ele Se a Ve UR ee yee Ae ee Pee 


JANUARY-MAY 1957 COMPARED TO 
JANUARY-MAY 1956 














DEPARTMENT STORE SALES ...down 


MAY 1957 COMPARED TO MAY 1956 





JANUARY-MAY 1957 COMPARED TO 
JANUARY-MAY 1956 














Silverware, clocks ............... oe BS BS d.s an 4 5 0s te ee ee ee ee es +2.0% 
Cm et sk hte Chas es I Bos 6 oR i ai a OO OE ee eo eS —4.0%7, 
Fine jewelry, watches ............ ES FS hawks sh OE es oe ee —8.0% 
FINANCIAL EMBARRASSMENTS 
June 1957 June 1956 January-June, 1957 
% change % change 

Number Liabilities Number Liabilities | Number from 1956 Liabilities from 1956 
Cash retailers .. 11 $258,000 16 $232,000 75 — 1.3 $ 1,848,000 +17.0 
Instalment retailers 4 165,000 3 141,000 ll — 35.3 399,000 —51.3 
Repuirers Sp l 20,000 2 — 33.3 14,000 — 63.2 
Wholesalers .... 5 72,000 3 75,000 15 — 28.6 1,187,000 +16.8 
Special wholesalers 
Manufacturers ... 4 558,000 2 46,000 28 +55.6 2,401,000 -+. 287.9 
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Liqui-Blender, 
White, $42.95 retail. 
Chrome, $47.95 retail. 


Mixette, 
Colors, $19.95 retail. 
Chrome, $22.95 retail. 


Large Family Size 
Automatic Fry Pan, 
:, Toaster, $22.95 retail. 
Home Drink Mixer, $19.95 retail. Polished Aluminum Cover, $3.50 retail. 
White, $22.95 retail. ringer ne cg nee 
Chrome, $27.95 retail. 


Automatic 


ore . | — £ New Electric Blanket wiih 
, : exclusive ““SLEEPIN' BEACON 
Control 


Twin-Bed Size, Single Control, 
Ele tric 4 ” : A mg $29.95 retail: 
Food Perens posigdllaasersot CLEAN Food Mixer, Double-Bed Size, Single Control, 
Cleaner, $79.50 retail, White, $44.95 retail. $34.95 retail; 


donee with attachments Chrome, $54.95 retail. Double-Bed Size, Cua! Controls, 
$44.95 retail. 


BUY ANY 5—AND GET A FIN! 
$5 in bonus profit—with every 5 you buy! 
We're dealing all along the line—and you write your own deai! With every five Hamilton Beach 
appliances you buy—at full discount—you get a $5 credit certificate good on your 
next purchase! In effect, a bonus profit of $5! And you can write the same deal as often 
as you like! Pick any assortment of 5 appliances—and with each 5 you’ll get a $5 credit! _ 











HAMILION BEACH 


HAMILTON BEACH COMPANY, A Division of SCOVILL Manufacturing Co. 
RACINE, WISCONSIN 
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and gelatin! 


ANNOUNCING... 
a NEW Hamilton Beach 
Fry Pan! 


Medium Gift Size 
Automatic Fry Pan 


Cover vent for 
moisture control 
Even heat 


distribution 
Positive y 


heat control Immersible, 
easy to clean 








THE LINE WITH 5 TO 1 SALES LEVERAGE! 


...... Lhe only 5-year guarantee in the business! 
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to survive 


® STOP SELLING AND YOUR BUSINESS DIES. Few 
people, if any, have succeeded in making or sell- 
ing a product so superior that without continuing 
effort on their part, it will be bought over an ex- 
tensive period of time. 

Just opening your establishment in the morn- 
ing and displaying your wares each day is not 
sufficient. You must promote! You must ad- 
vertise! 

One can get along for a while without that 
form of selling called “advertising.” One can 
do the whole job for a while with only personal 
selling. But if competition achieves a lower sales 
cost through a blend of personal selling and 
printed selling, sooner or later the complacent 
one will be driven out of business. 

Some merchants say, “We don’t believe in ad- 
vertising.”” What they actually say, though they 
wouldn’t admit it, is they don’t believe in selling. 

Let me quote from an article about advertis- 
ing: “If a flower fails to advertise itself through 
attractive cdor or appearance, the birds and bees 
pass it up and the species vanishes.” Does the 
same truth apply to you? I say it does! 

Unless one is actively promoting and advertis- 
ing, he is on the way out. Will this energetic 
course of action be easy? Of course not! 

Once again, the distributing industry at all 
levels—manufacturing, wholesaling and retailing 
—is going through an agonizing reappraisal. 
Leaders in all industries are asking themselves: 
“Have we expanded too far and too fast? Will 
Over-supply and competition seriously endanger 
the price and profit structure?” 

The nation’s unprecedented expansion from 
1945 to 1956 has increased industrial production 
capacity by more than 50 per cent. It is going 
higher in 1957. We are dealing with a healthy 
economy, growing on the soundest basis of pros- 
perity that this nation has ever seen. The forces 
that will keep it growing—the statistically pre- 
dictable increase in population and the steady 
upward push of wage rates and personal income 
—are constant. 

But our industry, I dare say, has not received 
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we must sell 


its proportionate share from the present pros- 
perous economy. It has failed to compete vigor- 
ously for its proper share. ; 

Our complaints about our lot in these changing 
times remind me of the story of the two brick- 
layers who worked as a team on a construction 
job. At lunch time, Mr. A opens his lunch box, 
takes out a sandwich, examines it, and remarks 
disgustedly, ““Peanut butter sandwiches—I hate 
them!” The following day, Mr. A again opens his 
lunch box and again he mutters, “Peanut butter 
sandwiches—I hate them!”’ On the third day, Mr. 
A goes through with the same agonizing remark. 
“Peanut butter sandwiches—I hate them!” 

Finally his co-worker, Mr. B, asks, “Look 
here, buddy, if you don’t like peanut butter sand- 
wiches, why don’t you tell your wife to prepare 
some other kind?” Whereupon Mr. A replies, 
“Leave my wife out of it, I make these sandwiches 
myself!” 

Yes, some of the conditions we create our- 
selves. Beware of decay and obsolescence. We 
are responsible for our failure to change. 


WE ARE IN A CLOSE, COMPETITIVE MARKET which 
requires intelligent selling of desirable merchan- 
dise—aggressive merchandising. And remember 
that your competitor is not necessarily the fel- 
low-jeweler in your city or neighborhood. More 
dealers in more lines are competing for the con- 
sumer dollar. This means that one must plan 
and work harder for each sale. Sales—and more 
sales—are necessary to help cover overhead, the 
ever-increasing cost of doing business. 

We can forget about reducing overhead. I dare 
say that your rent, your light, your help, your 
advertising, your freight will all go higher. The 
present cost of operation is so high that even 
a small drop in sales and a small drop in profits 
could easily throw a company into the red! 

When a little earlier I called advertising a 
‘‘must,”’ I may have left the impression that ad- 
vertising and promotion are the keys to success. 
But it is not that simple. You have to know your 
market and the needs of your community. It is 
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by Hyman Cohen 


not easy to sell snowshoes in Florida, or air 
conditioners in Alaska, or Christmas decorations 
in January. Many items that are good sellers in 
Wilmington, Del., could be a complete flop in 
Washington, D. C. Some East Coast stores 
started selling stainless flatware only recently, 
but the Midwest has been selling stainless in 
large volume for many years. So what to ad- 
vertise depends upon your knowledge, your ex- 
perience, your know-how. 


DON’T EXPECT EACH AD, each promotion, to be 
a success. If it could be that simple, there would 
never be close-outs or special sales. /t is the aver- 
age that counts. Babe Ruth didn’t make a home 
run each time he was at bat, yet his record was 
never broken. Some of the most successful pro- 
moters have had many flops. They are successful 
because their average is good. 

Tricky advertising does not necessarily assure 
success. Not long ago, a furniture store in Ra- 
leigh, N. C., featured 100 silver dollars for sale 
at 50¢ each, to launch a store-wide sale. The offer 
was limited to the first 100 women visiting the 
store the first day of the sale. The store sold 
only 25 silver dollars and the sale flopped. 

Mr. Consumer will rush downtown for a bar- 
gain, but not for a hand-out, or something that 
doesn’t sound right. Selling silver dollars at a 
discount is not a convincing truth. Mrs. Con- 
sumer probably said, “What’s the catch?” To 
succeed, one must offer quality goods at honest 
values. 

I fully realize that not all jewelers can afford 
an advertising agency or.an advertising execu- 
tive. There are specialized companies, including 
one of our own subsidiaries, from which you can 
get mailing pieces, catalogs, reward prize cards, 
etc., at nominal cost. And advertising mats with 
real selling power are now furnished on request. 


STOP PLANNING FOR “JUST THREE DAYS.” Too 
often I hear it said, “I was lucky. The last three 
days before Christmas pulled me out.” 

Fortunately, jewelers are in an enviable posi- 
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During these good times, the jewelry 
industry must compete vigorously 
against rival industries, says this 

New York wholesale jeweler. “Just 
displaying your wares is not enough. 
You must promote. You must advertise. 
You must work harder for more sales. 
Not every promotion will succeed; 

it’s the year-round average that counts” 


tion that most business houses are trying to be 
in; they are diversified. Most jewelers sell (in 
addition to watches, diamonds and jewelry) sil- 
verware, cameras, shavers, appliances, luggage, 
glassware and miscellaneous gift items. They 
carry enough items so that a family can come 
in 12 times a year or more—not just “three 
days before Christmas.” 

The reason they do not come in that often is 
very simple. You don’t invite them. You don’t 
cater to their requirements. 


THE NUMBER OF WEDDINGS dropped in 1955 and 
1956, as a result of the 1929 and 1933 depression, 
and this has lessened sales of quality flatware. 

However, the increased birth rate has created 
a substantial market for baby goods. How many 
jewelers are overlooking this great new flourish- 
ing market? “Baby goods?’ I have heard in- 
telligent jewelers inquire. “Too small to bother 
with.” I cannot accept that statement. There 
are no sales that are too small. If you forget the 
small sales, the big sales may not remember you; 
the same customers will be passing your store— 
on the way to the dealer where they are wanted 
—and not necessarily a jeweler. 

According to Dun & Bradstreet, 48 per cent of 
all business failures are due to inadequate sales 
and another 21 per cent to competitive weakness. 
These two problems go hand in hand. 


WHEN OUR COMPANY held its sales conference 
early in January, one of our branch managers 
asked, “What is the outlook for 1957?” 

To the best of my recollection, I replied: “It is 
not a year to follow the beaten path. It is not a 
year to trust to the elements that ‘everything is 
going to be okay.’ It is not a year to let anyone, 
including your competitors, dictate your adver- 
tising, your sales and your profit policies. (And I 
want to repeat that your competitor is not neces- 
sarily your neighborhood jeweler.) It is not a 
year to stick to petty stuff and little plans, or no 
planning. 

“It is not a year to be timid.” Zee 
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Arbitrary # System 
Color samples 
GIA Color Grades 


OLD TRADE TERMS 


ui 
~ 


D 
100% oo 


998% 


W 
Nm 


when loose in paper. 


89-91% H—}—TOP CRYSTAL--increasing tinge of yellow as compared to 
Wesselton but will face up colorless to 


trained eye. 


83-90% 1 —|__cRYSTAL--slightly darker than Top Crystal but still 
appears colorless to untrained eye when face up. 
A light brown tinge of the same color intensity 
is very hard to detect when the stone is face up. 


76-83% paaee 


O5- Tus eos colorless to untrained eye. 


L—-— CAPE--not iceably yellowish, even to untrained eye. 
with slight yellowish tinge. Brownish stones of the same 
color intensity face up better than Cape stones but 

show definite brown tinge in incandescent light. 





u- 


to be called fancy. 








S, at 
J 


INCREASING 
COLOR 


*Lower percentage figures are for stones of 1 to 1 1/k 
carats, while higher figures are for 1/5 to 1/h carat. 
Therefore it can be seen that increasing color tinge 
reduces the*price of large stones more rapidly than 


smaller sizes. 


© COLOR GRADING. Vertical spacing denotes intensity of yellow tinge. 


How color affects the value of well-made flawless diamonds 
(Value of a colorless, flawless gem = 100%) 


—— RIVER--colorless and of exceptional transparency. Grades D 
through F represent degrees of transparency. 


F—+—TOP WESSELTON--colorless but slightly less transparent. 
F—}—WESSELTON--very slight tinge of yellow difficult to detect 


TOP CAPE--shows distinct tinge of yellow when compared 
to Crystal. Faces up almost colorless. 
brown stones of same color intensity face up 


Top 


— 
Peale LIGHT YELLOW--slightly darker than Cape and faces up 
with definite yellowish tinge. 


LIGHT YELLOW--Distinct yellow tinge but still much too light 


Are you a little 

bewildered by the 
color terminology 
and quality grades 
a used in diamond 

erading? Here’s a 
practical “how to” 
which any jeweler 


ean easily learn 


by Robert Klippel 








MODERN DIAMOND ASSORTING 


The author has had many years’ experience in 
assorting and buying diamonds. He is a graduate 
of the Gemological Institute of America, a Fel- 
low of the British Gemological Association, 
and a partner in the firm of Swirsky & Ehrlich, 
Los Angeles diamond importers.—Editor 


® OF ALL THE MERCHANDISE offered by today’s 
jeweler, diamonds and diamond jewelry are the 
most important. Many jewelry stores’ diamond 
volume is at least 30 percent of their total sales 
and some merchants do half of their business 


in diamond rings and other diamond pieces. 

Unfortunately, the average jeweler has little 
real knowledge of his best sales item. Smart 
merchandising has filled the gap in many cases, 
but clever selling techniques combined with in- 
telligent buying make a perfect profit combina- 
tion. 

For years American diamond dealers have used 
color terms originating at the South African 
mines. Romantic descriptions such as “River,” 
“Wesselton,” and “Crystal” are no longer con- 
sidered useful in modern diamond assorting 

(please turn to page 154) 
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REGISTERED 


DIAMOND WRINGS. 











Sure-Fire. . © ae 
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Bright new: star with brilliant profit potential 
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All-new dealer helps . . . trade-in privilege 
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Diamond Rings easier to sell. Feature 





promote, sell Starfire . . . sure-fire to keep your 


aeriama-teltti-amalalelialen 


a molane(-siell Ha aali-e | 
ye /~ A.H.POND CO.,INC., SYRACUSE 2,N.Y. 























How imperfections affect the value of Crystal-color diamonds 
(Value of a colorless, flawless gem = 1 


DIAMOND ASSORTING 
(from page 152) 


Arbitrary number 
orading system. 


Approximate @ of 
value of various 
perfections. 


x 


Flawless--free of flaws, cracks, "carbon" spots, clouds, or 
other blemishes or imperfections of any sort when examined 
by a trained eye under a diamond eye loupe or other magnifier 
of not less than 10X (ten diameters) 
Very, very slightly imperfect (1)--stone of this grade may Having graded for 
have a very tiny pinpoint, cloud, polishing line, faint 
cloud or knot line, but only one of such blemishes and very 
difficult to detect by a trained eye under 10X. 

color, test for 
Very, very slightly imperfect (2)--inclusions may be the 
same as above but slightly larger or more numerous. A 
tiny carbon pinpoint or a tiny "natural" ($mall surface of re h 
the original diamond left unpolished) will reduce a stone rt ® 
to this grade. All hard to detect under 10X. pe ection. art 
Very slightly imperfect (1)--stone may have minute internal 
cleavage or fracture (feather) near the girdle or any of the 
above blemishes slightly larger but still fairly hard to 
detect under 10X. 


shows how “flaws” 


Very slightly imperfect (2)--may have any of the above 
inclusions but all more easily visible under 10X. A bubble: 
(included crystal) or other small blemish may be seen 
through the crown. 


affect value. A 


Slightly imperfect (1)--can have cleavage crack, fracture, 
bubbles, or any blemish or combination of blemishes not 
visitie to.the unaided eye but easily seen under 10X. A 
small carbon spot in the center of the stone or a larger 
"white" flaw toward the edge would be graded SI). 


VS , Crystal is 


worth 64% as much 


Slightly imperfect (2)--slightly larger inclusions than S; 
but still not visible face up to the naked eye. Inclusions 
located near the center of the, stone may be seen through 
the pavilion or back of the stone without a loupe. ~ | 

as a colorless, 
Imperfect (1)--this describes inclusions just visible to 
the naked eye. Black or dark-colored inclusions must be 
smaller than "white" inclusions. Clouds or groups of 
inclusions do not impair brilliancy noticeably in this flawless fem 
grade. 
Imperfect (2)--inclusions are now easily seen with the 
unaided eye. Large stones must now be judged separately 
according to how each one faces up. Cloudy stones and 
stones with large black inclusions must be priced less than 
stones with large "white" feathers or scattered black in- 
clusions. 


® PERFECTION GRADING. How various blemishes affect diamond values. 











where a high degree of accuracy must be main- 
tained. These old color terms are badly misused. 
Sincere jewelers may represent “Wesselton” or 


even “Crystal” stones as “blue-white,” since the 
slight tinge of color is hard to detect. Once the 


stone is mounted, only direct comparison with a 
colorless stone can reveal the slight tinge. Qual- 
ity grades are equally abused. In an effort to 
meet competition the diamond merchant may use 
terms such as “clean” or “commercially perfect” 
to describe stones with slight imperfections. Price 
lists are issued giving very broad quality and 
color grades to attract the unwary buyer. 
Expressions such as “clean” or “eye clean” are 
subject to the interpretation of the diamond deal- 
er. An experienced diamond assorter may find 
several perfection grades in a paper of “clean 


stones.” “Eye clean” is flagrantly used to de- 
scribe diamonds which have definite flaws visible 
to any experienced eye. 

While a universal grading system would be 
ideal, it is altogether impractical. There is al- 
most no cooperation among dealers as to color 
and quality terminology. However, the alert jew- 
eler can aquaint himself with the various terms 
used in diamond grading and the intended mean- 
ing of the old trade terms. This information can 
form the basis for comparison of the different 
grading systems of his various sources. It should 
then be a simple matter to set up his own method 
of classification. The Gemological Institute of 
America teaches an alphabetical color classifica- 
tion which is related to the old trade terms. Many 
large dealers use either numerical or alphabeti- 


(please turn to page 156) 
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New TV film 
to promote your diamonds 


-a dramatic professional production 
°5 minutes in length 


Yours to use, on a free rental basis, on TV. 


A complete 5-minute show specially produced to stimulate interest 
in diamonds and build good will for your store. 


Use with your own commercial to promote your diamonds. This is a sound film, 
but script is supplied so your own commentator may read the narration, if you prefer. 


Diamonds from the Rough [his film tells and shows what makes a diamond 
beautiful—how the cutter brings out the diamond brilliance and fire from a dull little 
pebble. It describes the diamond-cutting operation and the skill required to make a 
diamond well-cut. It outlines how different types of cut are used to create design in jewelry. 


To obtain this TV film on a free rental basis, write Hartley Productions, Inc., 339 East 48th Street, New York 17, N. Y. 


Tie in with the national diamond promotion— 
keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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DIAMOND ASSORTING (from page 154) 
eal color classifications which you should know. 


® CHART 1 SHOWS THE RELATIONSHIP of these 
methods. The spacing between color grades rep- 
resents the actual difference in the intensity of 
the yellow tinge. The percentage-of-value figures 
given in the chart are a small portion of a com- 
plete value comparison chart for all perfection 
grades compiled by the GIA in its course on dia- 
mond evaluation. Since the complete chart re- 
quires considerable explanation, only the figures 
for flawless stones are given here. However, the 
value of such figures is self-evident. 

In order to use any color grading system suc- 
cessfully, the merchant should have on hand as 
many color samples as necessary to cover the 
range in which he buys. The letter “S” on the 
color chart represents the position in the scale of 
a typical group of stones selected for grading 
purposes. For instance, if the jeweler wants to 
handle stones with no more tinge of yellow than 
a “Crystal” grade, then it is only necessary for 
him to keep on hand a stone slightly darker than 
grade “I’’ which is represented by S;. If the jew- 
eler handles stones ranging from colorless to 
“Cape” and wishes to maintain a high degree of 
accuracy in grading, he should stock five color 
samples, 8; to S,;. Actually few jewelers need 
more than three color samples, but these should 
be chosen with the greatest of care. The best size 
to use is from 14 carat to 14 carat. This size is 
the least expensive that is still large enough to be 
used for grading. 


The Gemological Institute offers a scientific 
grading service for a small fee, and with the co- 
operation of his diamond source the jeweler 
should obtain a very accurate set of color sam- 
ples. The GIA color-grades all stones with the 
Diamondlite, a grading box with a light com- 
parable to daylight but in which the ultraviolet 
rays are absent. This feature is especially impor- 
tant since diamonds are fluorescent in varying 
degrees under untraviolet radiation, and daylight 
contains such light. 

All too often a stone which has been bought as 
“over-blue” in daylight turns out to be slightly 
brown in artificial light. After determining the 
color samples he wants, the jeweler should ask 
his diamond source to send a selection of non- 
fluorescent stones covering this range to the GIA. 
It is best to send at least four stones of or close 
to each color grade to select from. The stones 
should be well made and not heavily flawed; 
otherwise the passage of light through the stone 
will be affected. 


If the jeweler has purchased a Diamondlite he 
ean color-grade his stones according to the in- 
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structions that are given with the instrument. 
Lacking this constant light source, a few precau- 
tions are necessary. Try to use north light. If 
this is impractical, use daylight without direct 
sunlight or intense reflections of any sort. Be 
careful that the surroundings such as the walls 
do not reflect any intense color. Compare the 
diamonds only in or against white paper—bluish 
diamond papers affect the color of the stones. 


Put the diamond in the paper with the girdle 
up so it can be viewed through the edge. If two 
color samples are available, then place the stone 
between them. If only one sample is on hand, 
view the diamond first on one side of the sample 
and then on the other. If the stone is almost the 
same color as the color sample, breathe on them 
gently to cover them with mist. This cuts down 
light reflections and seems to intensify the color. 
Remember that thin stones “draw” less color due 
to a shorter passage of light through them. Stones 
considerably larger than the color sample will 
appear darker than the sample even though the 
tinge is the same. This is due to the greater 
distance the light must travel through the stone, 
resulting in greater selective color absorption. 
Strongly fluorescent stones appear bluish in day- 
light but a quick check in artificial light shows 
their color without the ultraviolet component of 
daylight. In order not to mix up the color sam- 
ples with other stones being graded, it is best to 
have a means of identification such as a slight 
flaw in addition to depth, diameter and weight. 


AFTER HAVING STANDARDIZED his color grad- 
ing, the jeweler should set up a system of per- 
fection- or cleanliness-grading. First he should 
be familiar with the intended meaning of per- 
fection terms. Chart 2 gives the meaning of 
these terms as accepted by the majority of the 
diamond dealers who use a very accurate sys- 
tem of classification. The Federal Trade Com- 
mission definition of perfect calls for the absence 
of “flaws, cracks, carbon spots, clouds, or other 
blemishes or other imperfections of any sort 
when examined by a trained eye under a dia- 
mond eye loupe or other magnifier of not less 
than 10 power.” Obviously this definition in- 
cludes the binocular microscope with 10 power 
magnification. Therefore, if the jeweler does 
not own such an instrument, he must be doubly 
careful that his examination of the diamond is 
thorough. Wheel marks, poor polish, naturals, 
nicks, and knot lines must be considered imper- 
fections. 

Let’s suppose that the jeweler has graded a 
number of stones for color (River, Top Wessel- 
ton, Wesselton, Top Crystal, Crystal, etc.). Now 


he wants to evaluate the stones in each of the 
(please turn to page 158) 
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WHAT YOU CAN DO WITH 


CHATHAM CULTURED EMERALDS 


@ if you've ever wanted to use emeralds in your settings and were 
hampered by the cost—now’s yourchance! 
Chatham Cultured Emeralds have all the beauty of emeralds, with 
the same “gardens” and inclusions. It is difficult to tell them 
from the genuine except through the use of testing equipment 
in the hands of an expert. They are available at a fraction 
of the cost of natural emeralds. Set off the dazzling sparkle of diamonds 
with deep green Chatham Cultured Emeralds—use them to 
compliment blood red rubies, or use them alone; 
their beauty needs no support. Available in five distinct quality grades 
with a wide range of sizes and shapes. 


Memorandum selection sent on request. 


SEE CHATHAM CULTURED EMERALDS AT WALDORF ASTORIA 
BOOTH 199, AUGUST 11-15. 


IPEK DItAN. Tie. 


EXCLUSIVE DISTRIBUTORS of CHATHAM CULTURED EMERALDS 


580 FIFTH AVENUE, NEW YORK 36, N. Y. : JUdson 2-0813 


Hong Kong Tokyo Bangkok 
London Geneva Antwerp 
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DIAMOND ASSORTING (from page 156) 
color groups, according to their degree of per- 
fection. 

Let’s further suppose that one group consists 
of several stones weighing about 14 carat each, 
all of them Crystal in color but of varying per- 
fection. Chart 2, representing a portion of fig- 
ures compiled by the GIA, shows percentage-of- 
value figures for half-carat Crystals. 

The highest figure in Chart 2 is 86, which 
means that a well-made, flawless, half-carat 
Crystal is worth 86 per cent of the price of a 
well-made, flawless, colorless gem. A VVS; 
Crystal (one with a single tiny blemish barelv 
perceptible to a trained eye under 10-power mag- 
nification) is worth 78 per cent—about 10 per 
cent (not 10 percentage points) less than the 
flawless Crystal. Each added degree of imperfec- 
tion diminishes the value by another 10 per cent. 
Thus a stone graded I or Crystal in color and SI. 
in perfection would be worth about 48 per cent 
of the price per carat of a flawless, colorless gem. 

Diamond dealers do not necessarily define per- 
fection grades as given on Chart 2, but reputable 
dealers will not sell a stone as flawless unless it 
has been thoroughly examined under 10-power 
without detecting an imperfection of any sort. 
The grades below “Flawless” may be numbered 
as shown on the chart or given alphabetical clas- 
sifications, but accuracy and consistency are most 
important. There is a tendency among some dia- 
mond merchants to issue price lists of various 
grades of stones with prices quoted at below mar- 
ket value for these grades. This is a poor prac- 
tice, since it may confuse the jeweler as to the 
true value of the stones he wants to purchase. 
The wise buyer classifies stones himself and does 
not depend on the grading of the dealer. 


FOLLOWING ARE HINTS ON COLOR GRADING: Use 
strong, diffused light such as indirect daylight or 
a desk fluorescent lamp. Use a loupe of the cor- 
rected type such as the GIA or Bausch & Lomb 
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“triplet” with a 10X lens corrected for chromatic 
and spherical abberation (distortion). Learn to 
use tweezers without the locking device in order 
to become adept at handling stones. Since light 
entering the back of the stone accentuates the 
inclusions, hold the stone so the light rays fall 
on it parallel to the plane of the girdle (Fig. 1). 
Viewing a diamond in this position also reduces 
surface reflections and enables the viewer to see 
into the stone. Examine the stone through the 
table and each crown facet, rotating it in the 
tweezer through 360 degrees. Examine the dia- 
mond through the pavilion facets, since very 
small flaws such as “naturals” or cleavage cracks 
on the under side of the girdle are more easily 
detected. 

To tell surface lint or specks of dirt from 
flaws, hold the stone at such an angle to the line 
of vision that the light reflects from the facet 
under inspection like a mirror surface (Fig. 2). 
Dirt specks will show up as well-defined black 
spots against the brilliant reflection of light. A 
tiny bubble just below the surface will not dis- 
turb the mirror-like appearance of the reflecting 
surface. 

Since the Federal Trade Commission ruling 
requires that diamonds be examined by a mag- 
nifier of 10 power, it may prove profitable for 
the jeweler to obtain a binocular microscope 
from the GIA. This instrument is called the 
Gemolite and has the advantages of a large, dark 
field of vision, ideal illumination, and magnifica- 
tion of 10-power to 60-power if desired. Many 
jewelers have found this instrument a valuable 
sales tool, since the customer may use it to in- 
spect a stone or ring he intends to purchase. 
Pointing out to the customer a small inclusion in 
a diamond will seldom injure the sale and builds 
customer confidence in the jeweler. Remember 
that the customer expects to see a much larger 
flaw and is generally surprised that the blemish 
is so small. 

(To be concluded next month.) 









JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 











- 
-. 
7 
. 
) 


“ee | 
—» ZVEINKE = 7 
Po PL a4 od 


je on) a a, Ne ime 
rg Jit; 


dis Bee 


PLATINUM 


: . ee 1 A oir 
oz | ge 2 6" , 
kee sf ee = ta ‘et 
- ‘ ; ; PT 9 ge te cw 
at _ \\ LJ \ 
ae! %/ 


ie? > 
ga 5 thot est 
al wrest ae , gan Nia by Raymond Abrahams 


A trul y outstanding collection of 
superb diamond platinum 
bracelets .. . offering a wide 
range of prices to meet your 
special requirements. Bracelets 
illustrated priced from $1,500 
to $25,000 Keystone. Available on 


consignment to responsible jewelers. 


551 Fifth Avenue, New York 17, N. Y. 
Phone — MUrray Hill 7-0457-8 


For prompt attention please address inquiries Dept. K-55 
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Reconstruction, synthesis, culture—or what? 


by Dr. Frederick H. Pough, gem consultant to JC-K, Part II 


® THE APPELLATION “SYNTHETIC,” we noted last 
month, was incorrect usage for Verneuil-burner 
rubies and sapphires by dictionary definitions, but 
we pointed out that usage made the dictionary 
wrong, not vice versa. The best comment along 
these lines was made many years ago by Lewis 
Carroll, in Through the Looking Glass, when 
Alice and Humpty Dumpty are discussing un- 
birthdays: “There are three hundred and sixty- 
four days when you might get un-birthday pres- 
ents. ...”’ (What a nice thought for the jeweler!) 
“Certainly,” said Alice. 

“And only one for birthday presents, you know. 
There’s glory for you!” 

“T don’t know what you mean by ‘glory,’ ”’ Alice 
said. 

Humpty Dumpty smiled contemptuously. “Of 
course you don’t—till I tell you. I meant ‘there’s a 
nice knockdown argument for you.’ ” 

“But ‘glory’ doesn’t mean ‘a nice knockdown 
argument,’ ”’ Alice objected. 

“When 7 use a word,” Humpty Dumpty said in 
a rather scornful tone, “it means just what I 
choose it to mean—neither more nor less.”’ 

“The question is,” said Alice, “whether you can 
make words mean so many different things.”’ 

“The question is,” said Humpty Dumpty, 
“which is to be master—that’s all.” 

Humpty Dumpty’s attitude toward the English 
language has much to recommend it, providing 
we do make our meaning clear and providing that 
we agree on usages. The original use of crystal 
was to describe a regular external shape, and for 
many years, till the Abbé René Just Haiiy and his 
contemporaries came along, there was no associ- 
ation of the obvious external form with an in- 
ternal structure that would be responsible for it. 
Today physicists look only at the internal struc- 
ture (some so-called “mineralogists’” who teach 
the subject cannot recognize more than half a 
dozen mineral crystals by simple inspection) by 
way of Xrays and find little interest in the ex- 
ternal form which gave the science of crystallog- 
raphy its start. They speak of “crystals” with 
reference only to the regular atomic arrange- 
ments. 

The mineralogist, who resents this usurpation 
of a traditional word by physicists (who are 
taking over our lives as well as our language), 
sometimes tries to narrow the definition a little 
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by calling them “single crystals,” reserving the 
broader term for the traditional forms of old 
time mineralogy. Veterans will recall another 
use of the word “crystals,” those little plates of 
quartz that kept their radios fixed at the proper 
frequencies. They were slices of natural crystals 
and fulfill the physicists’ definition. 

From all this we arrive at the conclusion that 
usage changes our conceptions of word meanings. 
Changes in situations sometimes broaden uses 
and definitions, sometimes require new words or 
make new applications. Precisely this situation 
has arisen in respect to the supply of crystals for 
the manifold needs of our technically oriented 
culture. Different methods prove most satisfac- 
tory for different substances, and each of the 
terms in our title seems to be applicable to one 
or another of the methods. 


SYNTHETIC HAS COME TO BE ACCEPTED for the 
single crystals made by the Verneuil flame-fusion 
process. Though the jeweler has lost his appreci- 
ation of the real achievement that the Verneuil 
process represents, it is still a considerable ac- 
complishment. The wonders of the oxy-hydrogen 
burner have taken a new lease of life in the past 
few years, with the development of star-forming, 
crystallographically-oriented inclusions in round 
and formless boules, and the manufacture of new, 
unknown compounds, crystallized into colorless 
masses with remarkable properties. 

It would be a further extension of the already 
inadequate definition of “synthetic” to apply this 
term to these new compounds, titania and stron- 
tium titanate (Fabulite). If we do so, it should 
be with a clear understanding that we are broad- 
ening the definition. There is no objection to a 
widened application of the term “synthetic,” 
though it is perhaps unfortunate that the jeweler 
has lost his respect for synthetics as a group be- 
cause the scientists have proved too efficient. 
Nevertheless, calling such stones “synthetic” 
would be quite in keeping with our recognition 
of the fact that language grows as times change. 


THE VERNEUIL PROCESS is too well known to re- 
quire description here, but other processes used 
in the production of inorganic single crystals are 
less familiar to the jeweler because, with the 
exception of the Chatham emeralds, nothing has 

(please turn to page 162) 
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PRESTIGE-BUILDING “FIRSTS” 
DISTINGUISH 


BAUMGOLD CUSTOMERS 
AS LEADING DIAMOND MERCHANTS 















See 


Baumgold heip their customers increase diamond 
sales by offering 





1, Consistently exquisite diamonds that far surpass 
all others in quality, beauty and value. 


2. An exclusive arrangement whereby you are the only jeweler in your city to sell 
these diamonds with exclusive sales advantages . . . and at no extra cost. 


3. Free advertising and merchandising material including complete kits, mats, 
counter cards, window display ideas and distinctive publicity programs to meet 
your specific requirements. 
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All but one of these crys- 
tals are used to transmit 
invisible light—either ul- 
traviolet or infrared. The 
exception is the “scin- 
tillation counter” (4), 
used to detect nuclear ra- 
diation. All were grown 
from the molten state by the Harshaw Chemical Co. The 
cheapest crystal in the picture (1) is worth $30, the 
most expensive (5) $940. The prism of table salt (6) is 
worth $150. Composition of the crystals follows: (1) 
ealcium fluoride, (2) lithium fluoride, (3) silver chloride, 
(4) anthracene, (5) thallium bromide-iodide, (6) sodium 
chloride, (7) potassium bromide. 





RECONSTRUCTION (from page 160) 


much jewelry interest. Unfortunately, there is 
still some secrecy about the processes used by 
Carroll Chatham for emerald and by the General 
Electric Co. for diamonds. 

The Harshaw Stockbarger process is the sim- 
plest crystal-making method and yields the larg- 
est single crystals. The container is a cylindrical 
platinum beaker with a conical bottom. Filled, 
evacuated and sealed, the charge is melted in an 
electric furnace and then slowly lowered into 
the cool outside air. Several crystal centers prob- 
ably start to form in the tip, but one usually 
gains ascendency, smothering the others, so to 
speak, and then aligns the balance of the charge, 
so all crystallizes in the same orientation, as re- 
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Iilustration courtesy of Fortune 


moval from the furnace continues. A quick re- 
turn to the furnace after solidification melts the 
margins and permits the easy removal of the 
single crystal mass, a cylinder which may weigh 
many pounds, from the beaker without damage 
to the crystal. If the charge was pure, the evacu- 
ation complete, and the seal unbroken, the prod- 
uct is an optically flawless crystal. 

Harshaw’s fluorite, calcium fluoride, is made 
from highly selected fragments of natural fluo- 
rite, hand picked from raw material collected 
in an Illinois mine. So this is a truly recon- 
structed crystal. Fluorite is cut for gem stones 
only by collectors, and some of the highly colored 
ones are among the most attractive in their dis- 
plays, even though they are too soft for prac- 
tical use in jewelry. An interesting result of 
a leak in the vacuum in which the reconstructed 
fluorite is made, is the production of colored crys- 
tals. Some of the colors parallel those found in 
nature, purples and bluish greens; some are still 
more beautiful deep pinks and reds, tints that 
are rare or almost unknown in natural fluorite. 

A number of other methods of growing in- 
organic crystals may someday be of interest to 
the jeweler, although at the moment they are 
purely industrial. The Carborundum Co.’s method 
of making silicon carbide, for example, produces 


hexagonal plates an inch or more across, from 
(please turn to page 188) 
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You'll be amazed at these new 
facts and figures about .. . 


Electric clocks in the jewelry store 

















4 out of 5 people prefer 
electrics to spring-wound 


3 out of 5 clocks sold 
today are electric 


Half of them are bought 
as gifts 


Jewelers sell 15 per cent 
of all electric clocks 


Electric clocks have 5 stock 
turns a year—compared 

to 1.4 average stock turn 
for most jewelry store lines 


The author, Russell T. Wood- 
ward, is marketing manager of 
the Clock and Timer Department 
of the General Electric Co., 
Ashland, Mass. 














® SMALLER ELECTRICAL APPLIANCES are a key to 
continued progress in the retail jewelry business. 
Despite complaints of lower profit and a decreas- 
ing share of the sales dollar, facts show a marked 
growth in the retail jewelry business in the last 
eight years.. The dollar volume of retail jewelry 
store sales is 43 per cent higher today than it was 
in 1949. An increase as substantial as this cer- 
tainly compares favorably with retail department- 
store sales which increased only 15 per cent in the 
same span of years. The retail jeweler’s picture 
then is scarcely a discouraging one. 

Where do appliances fit in? What part do they 
play in increasing sales and total profits? To 
answer these questions, we must examine current 
trends in retail jewelry store sales. Many tradi- 
tional items are accounting for a decreasing share 
of the jeweler’s sales dollar. Sterling and plated 
flatware and hollowware, for instance, which in 
1948 contributed 18.8 per cent of total sales, now 
represent only 10.5 per cent of sales dollars. Mer- 
chandise of a less traditional nature but suited to 
the jewelry trade, including china and glass, per- 
sonal leather goods, giftwares and electric appli- 
ances, has replaced some traditional items in per 
cent of sales. Since 1948 these goods have 
increased from 12.5 per cent to 20 per cent of 
total sales dollars. Small electric appliances alone 
have risen from a negligible share of the jeweler’s 
dollar in 1948 to 7.7 per cent of sales in 1956. Here 
is an important reason, then, for the steady rise 
of dollar volume in jewelry store sales. 

Total retail sales of appliances suited to the 
jewelry trade are increasing at a spectacular rate. 
In 1949, total sales of these appliances equalled 
$344 million. In 1956 these same appliances rose 
to $832 million—a 142 per cent increase. Ob- 
viously, electric appliances have a tremendous po- 
tential in the retail jeweler’s business. The ques- 
tion that might now arise is: How suitable are 

{please turn to page 190) 
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in a thimble! 






Tiniest, simplest, most efficient ring lock! 






Md hee ... first and still finest! 


History was made, and the whole 
new trend in ring preference was 
established, when Wed - Lok rings 
were presented. Their instant suc- 
cess and increasing popularity 
through the years are attributable 
to the foolproof Wed-Lok ring lock! 
One motion locks Wed-Lok rings in 
two places. No tools or gadgets are 
needed. Simplicity and double- 
protection. You gently press Wed- 
Lok rings together, and “click” — 
they’re locked! 
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Barely visible to the naked eye 
Lock is crafted of a specially 
prepared metal, which provides 
required spring tension. The 
snap is shaped by multiple mill- 
ing and drilling operations of 
infinitesimal precision. Shaping 
the lock’s microscopic dimen- 
sions requires most dexterous 
skills and sensitive instruments. 
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hat makes it “click” 

A criss-cross saw groove, seven thousandths 

of an inch wide, slots snap 2 ways, provides 

a 4-claw grip around ball of lock. Snap is 

Shown are a few then pressed through a die, which, through 

of over 100 operations an extrusion process, forms the gripping 
in the making of the clamp for the ball to “click” into. 


Wed-Lok ring lock 





Checking, checking, rechecking 


Over one hundred operations are required 


in the making of the Wed-Lok ring lock. 
Infinite care and checking maintain toler- 
ances to one thousandth of an inch, thus 
assuring superb service. As a result, we 
guarantee the Wed-Lok ring lock for the 


MANUFACTURING COMPANY Rjetime of the rings. 
114 Geary Street 
San Francisco 8, California 


Advertised in The Saturday Evening POST 










#WED-LOK RINGS PROTECTED BY U.S. PATENTS TRADEMARK REG. U.S. PATENT OFFICE 


A Little Lovers’ Lore 


... lo interest your wedding ring customers 


by William Scheibel 


® SALES MANAGERS, and men whose careers are 
devoted to the selling and distribution of jewelry, 
unanimously agree that the man behind the 
counter should know all he can about the mer- 
chandise he has to sell. 

That does not necessarily mean that he must 
have a knowledge of the many processes through 
which the merchandise goes until it reaches his 
store, ready for the consumer. Neither does it 
mean that he must become acquainted with the 
chemistry of its composition . .. whether it has 
so many parts of gold, tin, copper or silver. 

It 7s important, however, for the jeweler—and 
his sales personnel—to know the advantages and 
features of the products sold and why they are 
superior to other similar items. It is advisable to 
know how they will serve the customer better 
than competing products and why they will give 
the buyer longer service for his money. 

But that is not all. Customers frequently ask 
questions not directly concerned with the tangi- 
ble qualities of the item about to be purchased. A 
situation of that kind occurred some years ago 
in New Rochelle, N. Y., while a jeweler was show- 
ing a wedding band to a young man and woman. 
Everything went along satisfactorily until the 
prospective bride suddenly turned to her fiance 
and asked, “Tell me dear—why do women wear 
wedding rings ?” 

The young man deliberated a moment or two 
and quickly confessed that he knew of no reason 
for the custom except “women have always 
worn them, I suppose.” The couple then turned 
to the jeweler and asked if he could enlighten 
them, which he did with a quick history of the 


wedding band that held them interested from 
beginning to end. 

It isn’t important to reproduce here what the 
retailer said. What is important is the fact that 
he made the sale and that he so thoroughly im- 
pressed this couple with his knowledge of the 
merchandise he was selling that they assured him 
they would be back to buy everything else they 
needed that could be purchased at his store. 


Romance of Rings 


It may never happen again that a jeweler will 
be asked the “why” or the “wherefore” of a wed- 
ding ring. But .. . if you should ever have inquir- 
ing customers like those just mentioned, would 
you know what to tell them? Since the sale of 
wedding bands is such a desirable and profitable 
part of every jeweler’s business it is obvious that 
a little historical data on the subject would be 
helpful to jewelers and their salesmen. So here 
it is. 

Three thousand or more years ago rings had 
already been used to evidence the consummation 
of a contract or covenant. Promises to perform 
certain deeds or to carry out contracts of one kind 
or another were sealed with rings left as security 
or as evidence of good faith. 

Biblical history confirms arrangements of this 
kind. In the Old Testament (Genesis XXXVIII- 
17 and 18) Judah promised to send Tamar, the 
daughter-in-law he seduced, a kid from his flock 
and as a guarantee that his promise would be 
fulfilled he left with her his ring, bracelet and 
staff. Thus, the use of rings to bind promises was 


(please turn to page 168) 
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tells how our 
method of 
buying ...our 
positive control of the “make” of our 
diamonds... our scientific system of pre- 
cision grading... and our merchandising — 
programs...all will help you...as they 
have thousands of other Jewelers... build 
bigger and more profitable diamond 
sales. A copy is yours for the asking! 


C.A. KIGER COMPANY, KANSAS CITY, 
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LOVERS’ LORE (concluded) 

an accepted routine in ancient civil or financial 
transactions and through the years eventually be- 
came a part of the religious ceremony at weddings. 


Origin of the ‘Tie that Binds’ 


Research has established the fact that primi- 
tive man wove a cord from vines and long grasses 
and tied it around the waist of the woman he had 
taken to be his wife. Both believed in the magic 
or superstition that permeated all of primitive 
man’s thinking and living. They thought that the 
spirit of the woman became a part of the man’s 
body when this ceremony had been performed and 
that she was tied to him forever after. Historians 
and writers have interpreted this ancient custom 
to be the forerunner of the practice of placing a 
wedding band on the finger of the woman the 
man has chosen for his wife. 

Another explanation for the use of the wedding 
ring goes back to pre-historic days. The theory 
is that our cave-dwelling ancestors abducted the 
women they wanted for wives and then bound 
them with fetters around their waists and ankles. 
Thus, they not only prevented their wives from 
running away but also trade-marked them as be- 
longing to certain men of the tribe. 

From records that man has been able to read 
aud interpret, it appears that the ancient Egyp- 
tians were the first to use a ring as a part of the 
marriage ceremony or contract. In Egyptian 
hieroglyphics a circle or circular mark is used to 
denote or represent Eternity. From that fact has 
been developed the thought or idea that the wed- 
ding ring .. . because it is circular in shape and 
hence has no beginning or end . . . symbolizes 
the lasting quality of the love that has prompted 
man and woman to seek unity in the bonds of 
wedlock. 

The soundness or logic of this ancient thinking 
seems to have been carried down even to the pres- 
ent day. Clergymen, in their marriage sermons, 
like to say that the wedding ring, being circular 
in form, is without end and thus signifies the 
mutual love and affection that should roundly flow 
from one to the other, as in a circle, continually 
and forever. 

Sometimes they recite the parable that con- 
nects the circular shape of the ring with the 
rounding out of the lives of the man and woman 
about to become husband and wife. They refer 
to the ancient theory that a man without a wife 
is only half a man and that a woman without a 
husband is only half a woman. When united in 
marriage the unit is complete and this is repre- 
sented by the circle which symbolizes the joining 
together of the two. 

Wedding rings, as we know them today, are 
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usually made of gold or platinum. However, in 


_ olden days they were very frequently made of iron 


and were often large, crude and heavy. It was 
also a Roman custom to give the bride the keys of 
the house with the wedding ring and hence we 
find relics where a protruding key is an integral 
part of the wedding band, itself. 

However, the modern wedding ring is generally 
made of gold and in the majority of cases is a 
plain circlet. Even where the bride prefers and 
later wears a platinum or golden band set with 
diamonds, a plain yellow gold ring is invariably 
used during the ceremony. This also gives the 
officiating divine the opportunity to recite an- 
other parable that says, “The matter of which 
this ring is made is gold, signifying the nobility 
and durability of the love that has prompted this 
man and woman to enter into the bonds of holy 
matrimony. As gold excelleth all other metals so 
doth love excel all other blessings.” 


Why the Left Hand? 


Even the selection of the hand .. . and the ring 
finger . . . is steeped in symbolism. The left hand 
appears to have been chosen to signify the sub- 
jection of the wife to the husband. In olden 
times the right hand meant power, authority and 
independence, all of which were considered to be 
the prerogatives of the husband, whereas the left 
hand denoted dependence and subjection. How- 
ever, persons of a more practical turn of mind— 
possibly a bit more liberal in their thinking—con- 
cluded that the Jeft hand was better suited for 
the wearing of ornaments and jewelry because it 
was used less frequently and less strenuously. 
Hence, such trinkets, when worn on the left hand, 
would be exposed to less wear and thus be better 
preserved. 

The fourth finger of the left hand was con- 
sidered to have a special kind of significance be- 
cause of the old belief that an artery passed di- 
rectly from that finger to the heart. For that 
reason this particular finger was singled out for 
encirclement by the wedding ring. However, ana- 
tomical research has definitely disproved this 
theory. Nevertheless, the practice continues and 
since custom has established the fourth finger on 
the left hand as the wedding ring finger its use 
as such is accepted by all today. 

As mentioned before, there may be instances 
when prospective brides and grooms of an inquir- 
ing mind may put the retailer through a “quiz 
program” concerning the “whys and wherefores” 
of the wedding ring. So, it may be well to remem- 
ber these few facts. It never hurts to know about 
the merchandise one sells. If you doubt this just 
ask our friend, the jeweler in New Rochelle. 

eo % 
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This trademark is the symbol of one 
of America’s large diamond importers 
that has served quality jewelers for 


four decades. 

















| 


WU 
WW) 
WW! 


The arteveldt Company 


Cnry Baa= 








MT 
CS py 
Ww 


NH 
NN 





Rockefeller Center « New York 20, New York 


ANTWERP e¢ CHICAGO ¢ DALLAS * NEW YORK ¢ LOS ANGELES ¢ PORTLAND 
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We have just reached our 65th Anniversary, pausing long enough to 





suggest that longevity, in itself, is not sufficient reason for celebration. 
We prefer, in these belt-tightening days, to take stock of our new blood 
and fresh ideas...looking backward only for inspiration. If A. Jaffe & Son 
has been a great name in serving the retail jeweler it is because birth- 


days serve to indicate experience. 


65, years... 


- + « of scrupulous adherence to facts and truths. 





ee ~ of utmost values commensurate with quality. 


- + » of service to the retail jeweler, wholeheart- 
edly given, in the knowledge that we prosper 
Time iil-Met-(iil-Me-)a-)-l-)adl-) el} ae 


“meee  lhUGlCUSON: Inc. 


Makers of Fine Diamond od 
64 West 48 Street, N. Y.36,N.Y. ¢ Plaza 7-7317 
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A. JAFFE & SON have designed and manufactured an exclusive 
and original series of oustanding diamond creations which we 
proudly call our () 
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¢ LOOSE DIAMONDS 

¢ DIAMOND RING ENSEMBLES 

¢ GENTS’ DIAMOND RINGS 

¢ FANCY DIAMOND RINGS 

¢ DIAMOND WATCHES 

¢ DIAMOND WATCH ATTACHMENTS 

¢ DIAMOND BRACELETS 

¢ DIAMOND NECKLACES and the 

¢ GROW-A-LINK* Line of Precious Jewelry 


\ 
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See this exciting new 
line at the ANRJA Show 
at the Waldorf Astoria, 
Suites 767, 769. 








Distinctive and appealing Displays, Newspaper Mats and other Dealer-Aid material is available at your request. 


How a Colorado jeweler stepped up watchband 
sales. They virtually “sell themselves” if the cus- 
tomer is obliged to look at them 


Novel tixtur e sells MORE WATCHBANDS 


© A SPECIAL DISPLAY CASE has upped sales of 
watchbands by more than 200 per cent for Al-Car 
Jewelry Co., Denver. 

Al Dietz shared the opinion of most jewelers 
that a display of watchbands under glass slows 
down sales possibilities—people hesitate to ask 
to have a band removed from the case unless they 
are ready to buy. On the other hand, open dis- 
plays are hard to keep orderly, they collect dust 
and invite pilfering. 

Mr. Dietz incorporated the best features of 
both types of display in a fixture that runs eight 
feet across the front of his watch-repair depart- 
ment. It is elbow high, a kind of narrow counter 
with glassed-in area only three inches deep. 
Lighting is from two slim fluorescent lamps re- 
cessed under the frame on either side. The bands 
are displayed on velvet cloth, satin or plush ac- 
cording to their color and design. 

If a customer approaches the watchmaker’s 
bench, the lights are immediately turned on so 
that, even if he came in only to ask the cost of 
having his watch cleaned, he is exposed to the 
appeal of a new band. 

Mr. Dietz takes the watch from him and lays 
it on the top of the case parallel with the bands 
which best match its design. If the customer 
comments on how well the two match up, Mr. 
Dietz detaches the old band and, moving the 
watch along the case, lets him see how the watch 
looks with various types of bands. Those he 
shows interest in Mr. Dietz lifts out for closer 
inspection or he draws duplicates from a stock 
drawer in the back side of the case. 

The technique works so well that within six 
months watchband sales were up 50 per cent and 
the average sale rose from $2 to $3.50. ““Former- 
ly,” adds Mr. Dietz, “we had very few impulse 
sales. Now, because we steer every watch-repair 
customer to our new case, impulse sales are a 
big factor.” Zea 

















Al Dietz examines a watch-repair job. 
He stands behind his new watchband 
display case which he devised himself. 
When he lays the watch down, the cus- 
tomer can’t help seeing it in relation to 
the bands under the glass. Such silent 
suggestion often makes a sale. 
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W elcome to New York— 


Visit us at our offices in 
Rockefeller Center, 630 
Fifth Avenue, during the 
ANRJA convention. You 
will find a warm welcome 
in cool surroundings. 





An Ageless Masterpiece, FLYING MERCURY 


by Giovanni da Bologna 





FACETS MIRROR THE SKILL OF THE CUTTER. IN PROCESSING 
A DIAMOND, THE MASTER HAND TRANSFORMS WHAT WOULD 
BE AN ORDINARY GEM INTO ONE OF UTMOST BEAUTY. 


A DIAMOND CUT BY LAZARE KAPLAN IS A MASTERPIECE. 


‘wcrc §— LAZAPE haplan & Sons, Ine. 


result in Competitive prices. 
The “cutters of the Jonker Diamond” 


Importers, Cutters of Fine Diamonds 


cordially invite your inquiries 


concerning diamonds. 630 Fifth Avenue, New York, N. Y. 
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Let them see the Cherub in a heavenly 


A small artificial Christmas tree, trimmed with tiny gift 
packages and the JIC corsages in their individual boxes, 
is the focal point of this display. Jewelry merchandise, 
some in gift boxes, is arranged on circular platforms on 
the window fioor. The tree can be one of the elaborate 
branched ones or it can be a simple, fabric covered cone, 
as sketched. The cherubs may be the cardboard cut-outs 
or the three-dimensional figures. The circular pads on 
the window floor could be red velvet to repeat the color 
of the cherubs’ robes, with the tree covered in green velvet. 
Glitter stars are scattered across the background. One 
large cherub is suspended from the ceiling. 


CHRISTMAS MAGIC 


® OPERATION CHERUB FOR 1957 is about to be 
launched to meet the jeweler’s competition for 
this year’s Christmas business. Many people in 
your town will be looking for the identifying 
cherub in your window as the sign of a really 
special spot for Christmas gift shopping. Be 
sure you are ready for them with displays which 
carol a real message of “heavenly Christmas 
giving.” 
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A frieze of village buildings forms the background of 
this display. Cherubs hover above the merchandise, hold- 
ing gift boxes or corsage packages. Other corsages are 
grouped in the window foreground with a copy card. The 
buildings may be cut from one long piece of cardboard, 
or scissored separately and overlapped to give a three- 
dimensional note. The trees may be cut out, or small 
branches sprayed with paint can be used. Color the 
buildings dark blue or black and white, to suggest a 
moonlight effect, or paint them in different bright colors 
for a daylight scene. Use the moonlight effect in one 
window and the daylight in another. 


A variety of cheerful cherubs will be available 
in several sizes and mediums directly from the 
Jewelry Industry Council and many display 
houses have cherubs in various forms. Display 
cards are also available and this year a new fea- 
ture of the Jewelry Industry Council’s promo- 
tion will be the Christmas corsages, each individ- 
ually packed in transparent gift boxes, for a spe- 
cial Christmas give-away offer. These attractive 
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Giant cut-out letters spelling, “Heavenly Gifts” hang 
against the background for this window, featuring the 
small ceramic cherubs and precious jewelry. The balance 
of the copy, “for all on your list!” is lettered on a narrow 
paper ribbon which is stretched across the center of the 
window. Small decorative stars or Christmas tree 
ornaments are suspended on tiny cords from the cut-out 
letters. One such ornament dots the “i” and three others 
hung from the ceiling form the three dots after the 
copy phrase. Merchandise is displayed in gift boxes on 
slender cylindrical elevations and on the window floor. 
Gift-wrapped packages use the cherub paper. 






corsages make an excellent promotion item and 
will also serve to add sparkle and charm to your 
displays. 

Whatever type of display is suitable to your 
store, there is material which can be adapted to 
your needs. The cherub theme lends itself to 
many variations. You may want to create your 
own very individual interpretations or you may 
want to use the J.I.C. material in a simple 
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setting. He can work for you. 














A giant gift package forms the platform for smaller gift 
boxes and merchandise for another “Heavenly Gifts” 
window. One of the large cherubs—either three-dimen- 
sional or cut-out—stands on top of the large flat ribbon 
bow on the giant package. Copy is lettered on a paper 
scroll against the background. Instead of trying to 
“wrap” a package as large as this, the platform can be 
painted, but the ribbon should if possible be real, although 
felt or fabric can be used instead of regular ribbon. 
Smaller packages can be wrapped with the cherub paper. 
As many of the small ceramic cherubs as you wish can 
be scattered through any of these displays. 


by VIRGINIA DIXON 


straightforward manner. However you do it, 
you will want to get an early start on organiz- 
ing your cherub sales staff. The accompanying 
sketches illustrate a few of the ways in which 
the cherubs in combination with other decorative 
materials can be made to do a real selling job 
for you ... in your windows. Don’t forget to 
plan also for tie-in displays inside the store as 
well. aaa 
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Supplying large watch firms 
for their diamond needs. 
We wish to serve you too. 
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Memorandum selections 


oe sent upon request. 
CENSOR BROS. & ROSENBLUM 


Diamond Importers & Manufacturers 


71 West 47th Street New York City 
lUdeon 2-4164-5 





JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 














1 August 11-15 


Anrja—New York Trade Show 
New York City 
Waldorf-Astoria Hotel—Booths 39-40 


2 August 25-27 


6th Annual Pittsburgh Jewelry Fair 
Pittsburgh, Pennsylvania 
Penn-Sheraton—Rooms 452-454 


3 September 1-5 


Allied Gift & Jewelry Show 
Dallas, Texas 
Adolphus Hotel—Rooms 1|033-34 





3 big shows where you can see and schedule 


IMPERIAL S 


New Fall Promotion 


New profit-producing Imperial Cultured Pearl promotions—new 








fabulous cultured pearl show pieces added to our collection for 
store displays—new outstanding values and new breath-taking 
fashions in Imperial Cultured Pearl creations. The acceptance 
in the July shows was overwhelming . . . and Imperial is sure to 
be the hit of the summer shows yet to come. Make your first 
stop the Imperial display at the jewelry shows listed above. See 
the merchandise and the promotion that can make this your 


most profitable cultured pearl season. 


IMPERIAL PEARL SYNDICATE, INC. 


CHICAGO NEW YORK DETROIT LOS ANGELES TOKYO 
5 No. Wabash Ave. 607 Fifth Ave. 914 Michigan 607 S. Hill St. 2,3-Chome, Yotsuya 
Theatre Bidg. Shinjuka, Ku 
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Diamond Ring Sales Double in 


Al Cohen 
President 
Johnston Jewelers 
West Los Angeles, Calif. 


SETTING . 


F ie ELE RS DAMON SHAVER SERVICE 
7 JOHNSTON jew ees S APPLIANCES 
* “ i ND — a 1s YOUR GUARANTEE 
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Rings enlarged to show details 
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One Year for California Jeweler 


Al Cohen of Johnston Jewelers delighted with decision to Sell Keepsake 
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Johnston Jewelers, West Los Angeles, California, features both Keepsake and Starfire Diamond Rings. In window are: 
Keepsake motion display, neon sign, Starfire display card, and many Keepsake and Starfire Diamond Ring sets. 
Jeweler Cohen, president of Johnston's, feels that by featuring both Keepsake and Starfire he can cover his entire 
diamond ring market. 
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Only Keepsake Jewelers Enjoy This Powerful Selling Support: 


1. NATIONAL ADVERTISING 2. “YELLOW-PAGES” ADVERTISING 
Biggest campaign in diamond ring history — big- Sponsored by Keepsake on a cooperative basis — 
space ads in Life, Look, Seventeen, Good House- to identify all authorized dealers via listings in the 
keeping, Glamour, Mademoiselle, Charm, True, yellow pages of telephone books — featured promi- 
Argosy, Photoplay, Modern Screen, Brides and nently in all Keepsake magazine ads. 


Modern Bride. 


4. PERFECT QUALITY 
3. POWERFUL MERCHANDISING ; A powerful sales point for all Keepsake Jewelers — 
Complete program of outstanding dealer sales aids perfect center engagement diamond guaranteed in 
— newspaper mots, colorful motion window dis- writing by Keepsake Certificate (or replacement 
plays, neon sign, display cards, point-of-sale aids, assured) — wins confidence and sales! 


radio and TV spots, full-color movie playlets and 
consumer literature. 
5. PROVEN SALEABILITY 

Long established customer preference built by 
national advertising, perfect quality, smart styling 
and customer benefits like insurance against loss, 
exchange privilege and Good Housekeeping Seal 
— America's largest selling diamond rings! 


GENUINE REGISTEREO 


eepsake 


DIAMOND RINGS 





A. H. POND CO., INC. e SYRACUSE 2, N. Y. 
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by 
JACK 
HARRITON 


Graceful 
adaptations of 
these new bracelet 
designs can be 
made to suit 

the customer’s 


personal fancy. 


Original creations designed exclusively for THE JEWELERS’ CIRCULAR-KEYSTONE 


The first visible evidence of the birth of any piece of 
custom-made jewelry is the sketch, which serves to define 
the wishes and needs of the prospective purchaser and the 
recipient. To assist in the development of such sketches 
—and business—JC-K presents each month, these plates, 
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which can be cut out and assembled in a folder. This 
collection of material should be kept handy for consulta- 
tions with any special order prospect. With these, the 
jeweler can quickly determine the kind of piece and 
the type of design which will appeal to the customer. 
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NHEN YOU'RE IN A SPOT... 


For 


diamonds 


Star Sapphires We have a large 


stock of Precious 


Star Rubies ad Stones, mounted and 


Thalaalel lahi-toMmaaelia 


Supphires which to make your 
Emeralds : selection. Let us 


cooperate with you 


Cat's Eyes on your special 
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Roland Michaud is a mod- 
ern day Aladdin who be- 
lieved that a bit of 
scientific magic could 
boost his profits and en- 
large his business. And 


that’s exactly what it did! 


182 








Soldering’s not so tough! 


Anyone who can repair a watch-can 
learn to solder and make a lot of 


friends, says this Down East jeweler 





© A MAGIC LAMP helped Roland Michaud change his modest jewelry busi- 
ness from a one flight walk-up to a busy street-level store in Waterville, 
Me. (pop. 18,000). 

Some eight years ago, Michaud discovered that an alcohol lamp, a blow 
pipe and a gradually developed skill made up the formula for successful 
soldering. 

“Why more jewelers hesitate to do their own soldering is something I 
don’t understand,” he said the other day. “If a chain needs to be shortened 
or a ring adjusted in size, it can be done at the store without long and dis- 
tasteful delay.” 

Jewelry isn’t the only thing he solders. Through the years, Michaud 
has repaired many picture frames, countless baby cups and hundreds of 
eyeglass frames. This last item is one of the most consistent profit 
makers. And because he does pause for a moment from his pursuits as a 
jeweler to become a nimble-fingered soldersmith, the demand for his work 
grows. For some delicate metalwork is always in need of repair. 

“Of course,” says Michaud, “when something cannot be mended, new 
merchandise is suggested to the customer. But many things have a senti- 
mental value and can never be replaced. This is especially true of religious 
items, and mementos.” 

Michaud believes that anyone who has the patience to put in a main- 
spring can learn to solder. “Chains and bracelets are wonderful things on 
which to start,” Michaud advises. His equipment, for both hard and soft 


work (including a small electric welding machine), cost less than $200. 
by J. A. Radd 
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Originally established 1866 
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L. & M. Kahn & Co. 
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The lovely ring, the exquisite pendant 
complement each other perfectly . . . in 14K gold 
and platinum, with amethysts and diamonds. 

Also in garnet, topaz quartz, tourmaline, 

peridot and opal, beautifully designed and 
expertly crafted in the familiar 

CHURCH & COMPANY manner. 


# 3046 — the ring 
# 4883 — the pendant 
# 4230 — the chain 

















CHURCH & COMPANY Manufacturing Jewelers, 2 Garden Street, Newark 5, N. J. 
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Waldorf Astoria bt 
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In this cozy, comfortable room on 
the mezzanine level, all the com- 
forts of home are provided for the 
employees of Kline & Son. Manufac- 
turers’ representatives are often in- 
vited to display their lines here 
instead of in a public hotel room. 
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A lounge for happier people 


When this jeweler provided for the “coffee 
break,” he got unexpected benefits. It made 


his staff comfortable; helped business, too 


® AN EMPLOYEES’ LOUNGE at Klein & Son, Mont- 
gomery, Ala., has turned out to be an even better 
idea than B. H. Klein, the owner of the store, 
had suspected. It’s more than just a “lounge,” 
as you will see. 

Mr. Klein’s reason for adding the lounge was 
two-fold. He likes to have the 50 people on his 
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by R. K. London 


staff happy and he knows that contented 
salespeople are good salespeople. 

In addition to going out for ijunch, his employees 
were taking two coffee breaks a day. Since 
people from other stores were doing the same 
thing at the same time, restaurants were crowded, 
time was wasted and tempers were strained. 
At noon many had to go some distance from 
the congested downtown district to get a meal 
or else they would spend most of their time 
waiting for service and then eating too rapidly 
in order to return within the prescribed hour. 
The new lounge answered these and other prob- 
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Ladies’ charm bracelets, with fraternal emblems, are 

becoming increasingly popular. Take advantage of See our complete line of top 
; ‘ ; : lity emblematic jewelry at 

this now trend with a ful] line from our wide variety > ANRJA ois aa 

of 14K fraternal charms, ready to add to any charm Booth 76 

bracelet. We can supply the bracelets, too! 
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Two of the Kline saleswomen enjoy a few minutes of 
refreshment in the seclusion of the lounge. 
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LOUNGE (continued from page 184) 
lems. It began to pay off from the start. 

To get the extra space he needed, Mr. Klein 
leased the mezzanine level of the building in back 
of the store, and had the wall cut through. There 
was room in this area for not only the lounge 
but also for extra offices for management, book- 
keeping and general clerical operations. 

The lounge itself, which is 20 by 35 feet, has 
been cozily decorated with green tile flooring, 
flowered wallpaper, Venetian blinds, blond rattan 
furniture and full-length lockers. A five-ton air- 
conditioning unit maintains a comfortable tem- 
perature the year round. At one end are a tele- 
vision set and a desk ... and on the opposite 


side is the kitchen—equipped with an electric 
range, a 12-cubic-foot refrigerator, a double sink 
with disposal unit and steel cabinets containing 














a full supply of dishes and cooking utensils. 

These facilities, adequate for furnishing a meal 
to a large group, are available to employees who 
wish to heat their own coffee, or to cook their 
own lunch. A dark brown match-stick curtain 
slides across an overhead rod to conceal the 
kitchen when the room is being used for other 
purposes. 





EMPLOYEE PARTIES are held here, and when 
there is an important television show, employee 
hours are adjusted to accommodate those who 
want to see it. Also when there are salesmen 
in town, the store arranges for them to set up 
their displays in the lounge instead of in a com- 
mercial hotel room. 

One employee is detailed each day to “police 
up” the room—see that dishes are put away, 
litter cleaned up and table tops wiped clean. 
Regular maintenance of floor. and rugs is handled 
by the store porters. 

There are two entrances to the room, one of 
them connecting directly with the street, so that 
anyone wishing to spend part of the lunch hour 
shopping elsewhere or attending to personal busi- 
ness can enter and leave the store without pass- 
ing through the sales area. 

Mr. Klein says the lounge has been a continu- 
ous advantage te the store since its opening 
day. ‘“‘Nothing in store operation,” he says, “is 
more expensive than training newcomers, so I 
try to keep my employee turnover at a minimum. 
The lounge helps me to do this. My people are 
comfortable, efficient—and steady.” Zee 


At one side of the Kline 
lounge is a fully equipped 
kitchen where everything 
from a light snack to a 
full dinner can easily be 
prepared. Every one of the 
Kline personnel makes 
use of these facilities at 
coffee-break time in the 
morning and again in the 
afternoon. Sometimes of- 
fice parties are staged and 


everyone makes merry. 
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THE RAIMOND ONE-PIECE 
CHANNEL-BACK FRAME 


An entirely new creation by imaginative designers, 
wrought in sterling silver by Master Craftsmen. 


This new channel-back design, exclusive with Raimond*, 
is master-crafted in a single piece to hold the picture snugly. 
The everlasting beauty of the heavy-gauge silver frame is 
protected by an exclusive lacquering process. The sliding 
panel is made with either specially finished white metal or 
high-pile velvet finish. Rounded edges at the bottom cannot 
scratch the desk. Each frame is individually boxed, with 
stock on hand for 24-hour delivery. All sizes are furnished. 
A complete descriptive catalog of Raimond creations is 
available upon request. All pieces carry the Raimond 
lifetime guarantee of quality craftsmanship. 





Silversmiths 
for 103 years INCORPORATED 
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149 Exchange Street, Maiden 48, Mass. 


“Patent pending « 
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62 West 47 St. 


NEW YORK CITY 36, NY. 
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con the 
Diamond Cutter's Wheel 
to you... 


= Finest cut diamonds in a complete 
range of qualities at lowest market 
prices. 


@ Same day shipment of memo re- 
quests: call, wire or write. 


LopE VAN BERKEN 
DIAMOND COMPANY 


Oldest name in diamond cutting 
15 W. 47th Street, New York 36, N. Y. 
Circle 6-4080 


We also recut old mine and chipped diamonds. 
Estimates by return mail. 


























KECONSTRUCTION (from page 162) 


a reaction between silica sand and coke, through 
which an electric current passes. The compound 
seems to volatilize and then to crystallize out in 
beautiful iridescent plates, developing especially 
large ones along the channelways through which 
gas escapes from the mound. One often sees these 
iridescent silicon carbide masses in collections 
of minerals made by the amateur, and it could 
well be that sometimes they are thought by the 
uninformed to be actual minerals. 

Another important manufacturing method is 
the molten pool technique, with the slow with- 
drawal of an elongated crystal of silicon or ger- 
manium. The metal, like a pool of mercury, is 
kept molten, with an induction furnace. A single 
crystal seed is dipped into the surface and then 
slowly withdrawn, dragging up with it a single 
crystal rod of metal. The germanium crystals 
are then lapped like a jewelry stone for the tran- 
sistor uses for which they are needed. 

Mica crystals are grown from a molten mass, 
and come out of the container as a group of 
crystals, like solid masses of mica in an Indian 


© | pegmatite dike, intergrown in variable orienta- 

“% | tions, but large enough to serve, after crushing, 

> | some of the uses of flake mica. The mica made in 

_ the laboratory is slightly different in composition 

_. | from any natural mica, and has better qualities 

| | for the uses to which it is put. Man has not yet 

_made the broad, clean, flexible sheets of mica 
_ like those found in nature. 


THE GENERAL ELECTRIC Co. has not released 


much information about its diamond production, 


beyond indicating that intense pressures are at- 
tained with a mammoth press, and that the actual 
diamond-containing chamber is small in propor- 


_ tion. Bits of metal included in the crystals and 
_ associated with them, together with G.E.’s an- 


nouncement that the presence of diamonds in 
meteorites had aided its study, indicate that the 


_ matrix in which the crystals grow, is probably 
a metal. 


No more information is available about Bora- 


| zon, the non-mineral, boron nitride crystal with 


diamond-like hardness which was announced a 


_few months ago. The news bears out the pre- 
_ diction of last year, however, that more than 


diamonds were likely to result from the use of 
the new tool, and that possibly the investment of 


_hundreds of thousands of dollars in the research 


was justified. On the other hand, the big ques- 
tion is still: how much do G.E.’s diamonds really 
cost? How many times more expensive are they 
than natural ones? 

While the jeweler is speculating on relative 
costs, let him also reflect for a minute that none 
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..-FROM A TOOTHPICK 
TO A TREASURE! 


Exquisite originals, superbly crafted with 











the distinctive look that marks them 


as Chas. Gold creations. 










14kt Toothpicks in telescope, sabre, 
monogram or plain design. 










620 Bracelet 
> of 14kt textured gold 
with woven strands of cultured pearls. 
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Loose leaf catalog. on request. | 


& CQ 36 WEST 47TH STREET, N.Y. 36, N.Y. 
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THESE PROMINENT MANUFACTURING JEWELERS 
HAVE ADOPTED AND SPONSORED THEM— 
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New York City 


Samuel Abramson 
Beckerman & Lerner 
Belenky Brothers, Inc. 
Bristol Seamless Ring Co. 
Century Jewelry Company 


Davidson & Sons Jewelry Co., Inc. 


S. Feinstein & Company 
J. & H. Flyer, Inc. 
Harold Freeman 
Gevertz & Co., Inc. 
M. L. Goldfarb 
Irvring Company 
Morris Kaplan & Sons 
David Karp Co., Inc. 
Irving Klampert Company 
Knight Mfg. Co., Inc. 
Charles Koppel Ring Company 
Mercury Ring Corporation 
R. Pearlman, Inc. 
Philip-Morris Jewelers, Inc. 
K. Polishook & Son Corporation 
William Schneider 
Barnett Shorr, Inc. 
Leon Turkus 


Attleboro, Massachusetts 
L. GS. Balfour Company 
W. E. Hayward Company 
Buffalo, New York 


Benstock Ring Mfg. Co. Inc. 
Block Ring Company 

Clark Ring Company 

David Dattner 

B. Tanenbaum & Co., Inc. 


Chicago, Illinois 
The Ball Compan 


Chicago Diamond Brokers, inc. 
Halimark, inc. 

B. Leader & Sons 

Henry Mayer Company 


Nathan & Berg, Inc. 


Dallas, Texas 
Leon Rudberg Jewelry Company 


indianapolis, Indiana 
Goodman & Company 


Newark, New Jersey 


Acme Ring Mfg. Co., Inc. 
Church & Company 
Larter & Sons, Inc. 


Pittsburgh, Pennsylvania 
Helm & Hohn Co., Iac. 
Feigenbaum Brothers 

San Francisco, California 
S. M. Mickelson Company 


Toronto, Canada 
Libman & Shaw Limited 







































the recent synthetic, reconstructed, recrystal- 
lized, or cultivated crystals has been obtained 
without an enormous investment in time, in ac- 
cumulated experience (“know how” is the catch 
phrase, we believe), and in tremendously expen- 
Sive equipment. He cannot expect, therefore, 
either to have them cheaply himself, or that any 
competitor will market them cheaply and destroy 
the “investment” value of the wares. As a matter 
of fact, if diamonds made by G.E. should cost 
10 times as much to produce as the value of nat- 
ural ones of equivalent quality (and even this 
may be a low estimate) and if natural supplies 
were exhausted, the man-made ones would have 
the opposite effect on the market from that which 
the timid anticipate. 

All of the processes of crystal formation that 
have been described up to now, with the except- 
tion of rock candy, are rapid ones. While the in- 
vestment in equipment may be large, the invest- 
ment in time is relatively small, and the makers 
can turn off their machines, turn out the lights 
and go home each night with a little addition to 
their production tucked away in a bin or a safe. 

The remaining process, a slow one for which 
“culturing” has been suggested as the most ac- 
curately descriptive term, is very different. It 
requires expensive equipment, too; but it also 


requires time and constant attention during that 
time. Quartz crystals can be grown to the desired 
size in as little as a month, but emerald crystals, 
a more complicated mineral with a variety of 
ingredients, are said to take 13 months to attain 
their best. development. That’s a lot longer than 
the organic bacterial or virus cultures need! 





ELECTRIC CLOCKS (from page 164) 

electric appliances to the jewelry trade? This may 
best be answered by examining one such product 
—the electric clock. 


THE ELECTRIC CLOCK BUSINESS is a healthy one. 
The future of the electric clock, like the future of 
other small appliances, is almost staggering. Hav- 
ing more than doubled since 1949, sales of electric 
clocks are conservatively estimated at $125 mil- 
lion last year. Electric clocks are rapidly improv- 
ing their position in the clock industry. Today 
electric clocks represent 60 per cent of dollar sales 
of all clocks as compared with 53 per cent in 1954 
and 45 per cent in 1949. This trend toward elec- 
tric clocks will continue. According to a recent 
survey of customer buying intentions, 81 per cent 
of clock purchasers prefer electric clocks; 13 per 
cent prefer spring-wound clocks; 6 per cent indi- 
cated no preference. Electric clocks then are a 
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makers of the first jewel cases designed especially for selling 
through better jewelers everywhere—the only brand name jewel 
cases to offer up to 50% profit! This exquisite line features the 
ultra-deluxe Brocades and other cases covered with Farrington’s 
own leather-like Texol®—~each a beauty in its price range {from 
$1.75 to $19.50 No Fed. Tax)—eoch the perfect present for 


every girl, woman of mon. 


> 
oe y 


the only jewel case line 5O* 
: that offers you up to profit ! 
Room for everything in delightful Persian lurex brocades. Twin 
~ ting slots, earring bars, pin cushion. Beige or aqua. 9%” x Cy 
~ x 3”. Retail $15.00. Also, the BROCADE TIARA—Retail $19.50 


"and the CORONATION—Retail $15.00—No Fed. Taxes— : : : | 
i at orices Keystone! see the entire line at these Gift Shows 
b — BOSTON, Parker House, Sept. 8-12 


CHICAGO, La Salle, Aug: 4-15 


Write for your copy of the new catalog. Waldorf Show DALLAS, Adolphous, Sept. 1-5 
DENVER, Albany, Sept. 15-18 


fee ° Manufacturing Space 146 MINNEAPOLIS, Radisson, Aug. 25-28 

a ugion Company NEW YORK, New Yorker, Aug. 25-30 

Ee re SAN FRANCISCO, Merchandise Mart, Aug. 4-7 
Se Consumer Products Division, Needham Heights 94, Mass. SEATTLE, Olympic, Aug. 18-21 : 














maker 
with charm. me 


45 o@uGrellel-la 


Memory Charms 


BY CHESTERFIELD 


Gi tetauitiate — the smart way these so! mete! 
toli-talelolma@aleiaut wt «-1-]eMeleli-1 tm Galolautlale 
th = wonderfy! way dats y se| 4als year 
‘round! Exquisitely executed | 4-karat 
elated disk Pmioltigalslem abla birthstc nes. Unique 
oPhAme ile let islelaihio) ml oligialeloh a Mie laleiha-tatelal-s 
eRaeleltlohilelal teeta 1-1m Mill-luilelgel eli -melaeen tio), 
Your Chesterfield salesman will see you 
Toles Abia elt i-MelaleMelinl-tat-s Caliilale 


new profit makers. 


¢ CHESTERFIELD @% 


+508 
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sound commercial product from every standpoint. 

The electric clock manufacturer is vitally inter- 
Booth $-32 ested in the retail jewelry trade. Fifteen per cent 
of his sales are through jewelry outlets—and this 
15 per cent represents his higher-priced merchan- 
With or without A dise. The question that now remains is: How de- 


are ee sirable is this business to the jeweler? 


Pn gy Ren ‘ i ! Electric clocks are ideally suited to the retail 


perinds lly paired : (RTs mane , jewelry trade. They belong logically where the 


wine. ae | selling of timepieces has long been an integral 


pa + EOS Qa ) part of the business. They combine those at- 


ee ce on '. tributes of precision, quality and style so essential 


gold. ‘To retail ae 2 PR) to the jeweler. Beyond this they have the practi- 
wow BS GET.OS, at if! | cal, utilitarian appeal of the modern electric ap- 
Duitihiin & dene | pliance. Important, too, is the fact that 50 per 
ae | cent of all electric clocks are sold as gifts. They 

: give the jeweler a product that not only enables 


him to capitalize on the seasonal gift business but 


be Sure YOu get also affords him an all-season convenience item. 
- 
genuine | ONE OBJECTION STILL REMAINS. Electric clocks 


have a lower markup than do many lines of regu- 


* : ; 
lar jewelry merchandise. Lower percentage sales 
markdowns, lower stock shortages and nominal 
workroom costs, together with a faster rate of 


turnover, more than offset this discrepancy. 


Electric clocks average 5 stock turns annually 
in jewelry stores. This compares with a 1.4 stock 
turn rate for all jewelry store merchandise. Here 


is an example showing just what this faster turn- 
Beautiful Linde Stars are man- over means in terms of sales dollars: 


be ge ea pene plant "cut and polished for spe An average inventory investment of $1,000 with 
rubies that for quality and distributed a Keystone mark-up gives a retail value of $2,000. 
iis ic in Rati ein tibutors. AND because Ualon : At a 1.4 stock turn rate, this equals $2,800 in re- 

— | tail sales. The same investment of $1,000 in Gen- 


See you at the WALDORF e 














exclusive designs of controls assure the FINEST in | 
a leading —- synthetic gems . . . ask for # | eral Electric-Telechron clocks with a retail value 
eee your order . . . be sure it ‘ of $1,667 but at a 5 stock turn rate annually equals 
appears on your invoice. 
«pi factu , th tion’s f * o@ 2 ° 
profit-picture iin ane" needs of the retail jewelry business. 
NEW YORK CITY Murray Perkel & o., ST. LOUIS, MO. : retail jeweler? The answer to this depends on how 
Alsan Mfg. Co. aron Perkis Kinsley & Sons, Ine. j fully the jeweler realizes the ever-increasing 1m- 
Belenky Bros., Ine. : ' : 
J. L. Brandt — David Serkin. "Ine. .'B. Goodman We. Co., sa ae i . 
ros we emer ness—traffic-building appliances such as electric 
’ y Bros., ine. ‘ . 
Cae ine. Sons Jiry. votermeyer, Webbine @ The Vitor Corp. clocks that are not only suitable but essential to 
S. Feinstein & C Co., Ine i ° ° ° 
Fiyer Brothers, Wax & Skolnik, Ine. een gg 3 the modern retail jewelry business. aan 
Merry & Ben Frackman, J. R. Wood & Sons, ine. Syar 
. % PROVIDENCE, R. 1. . e 
hh EE ad gy Fy Dolen & Bullock Co, | Jewelry Store Operation: 1956 
fic. 
Benlemin & Edward 3. Ed. Cain & Co. im sew senery Perhaps you missed part of JC-K’s survey of 
aliimar ng 
Irvring Co. Stein & Ellenbogen Co. 
S. Jotlofsky & Sons, Inc. Bond Diamond Co., Ine. SS 
Kahn & to. INDIANAPOLIS, IND. MUCth & Comp May, June and July. Perhaps you said: “The 
Charles Koppel Ring Co. Ine 
KS. K. Jiry. Co., Ine. MINNEAPOLIS. MINN. Jones & Woodland Co. @@ | set of covers.” Well, now you can read and study 
form, with 43 charts showing sales percentages 
for 12 lines of merchandise in stores of various 
WORLDWIDE DISTRIBUTORS . 
S680 FIFTH AVENUE. NEW YORK 36 - COLUMBUS 5-2656 cular-Key stone, 56th and Chestnut Sts., Phila- 
delphia, Pa. 


LINDE Stars ...specify them on 
star all-ways in your You can count on these manu- § $8,335 in retail sales. Surely electric clocks fit the 
at a ae é What does the future hold for the individual 
Beekerman & Lerner wed atzer .. Ine. ° . . : 
oo lan be ene portance of appliances in the growth of his busi- 
Coronet Jiry. Mfg. Co., dwg) ated 
U ntermeyer, Robbins & 
d F. Brog 
oats ee BUFFALS. 8. Y. Helm and Hahn Co. 
Green & Co., Jirs., Ine. CHICAGO. ILL 
Harry Guise, Ine. Hirsch and Oppenhelmer Acme Ring Mfg. Co., the retail jewelry industry published in April, 
pany 
Morris Kaplan and Sons Goodman and Company Jabel Ring Mig, Cor : whole survey should be published between one 
Mereury Ring Corp. Ostbye and Anderson 
the analysis. It has been reprinted in pamphlet 
CHARLES F. WINSON ) sizes. For your copy, send $1 to Jewelers’ Cir- 
*Linde is a registered trademark of Union Carbide Corp.—a synthetic gem. 
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* NO STARTLE! 


REPEETO 12... new fascinating Repeater 
alarm. A long series of pleasing, intermitt- 
ent rings nudge the blissful sleeper, steady 
alarm ring follows. 30-HOUR DESK- 
TRAVEL ALARM. Gilt trim genuine 
leather case. Raised gilt figures, indicators, 
with luminous hour dots, hands. 3x2-%~x 
1-%". Specify color: tan, brown alligator, 
red, green 


112 . Retail $10.95 


~b® 
oe &* 


TIME GROWS MORE BEAUTIFUL ... WITH 





(UU) TRAVEL COMPANION... a full 
week of accurate time-keeping. 8-DAY, 
7-JEWEL DESK-TRAVEL ALARM. A 
single key winds time and alarm. Luxurious 
genuine leather case. Raised gilt figures, 
faceted raised hour indicators; luminous 
hands, hour dots. 3-'% « 3-3/16* 1-4". Specify 
color: brown alligator, pig, blue, red, green. 


79 . ) Retail $15.95 > 





(TT) ‘‘FOLDS-UP"' FOR THE GET- 
AWAY... slips into genuine leather enve- 
lope case. 30-HOUR DESK-TRAVEL 
ALARM. Bright gilt finish, adjustable ring 
easel. Gilt figures; luminous hands, hour 
dots. 2-%" diameter. Specify color: maroon, 
tan, brown or green 


423... ss Retail $9.95 


(SS) POPULAR FAVORITE... Eight full 
days of ‘‘Care-Free’’ time at one winding. 
8-DAY DESK-TRAVEL ALARM. Genui- 
ne leather case. Full luminous figures, 
hands. 3-'4~ 3-3/16«1-%". Specify color: 
pig, red, brown alligator, green, blue. 


ae wea .... Retait $10.95 





designs in time...for most discriminat ing.... to give ...- to own 


WAKE UP!... 
WITH A SONG IN YOUR HEART. 


GAY AWAKENER you'll hear a gentle 
musical tune, delightful and cheery 

30-HOUR, 7-JEWEL MUSICAL ALARM. 
Exquisite gold-like gilt case with smart. 
colorful grille motif. Raised gilt figures; lu- 
minous hands, hour indicators. 4 3% 1-%’. 


748 Retail $19.95 






q : ’ a 
ant , ‘ I SS: Semca Clock Company, Inc. - 30 Irving 
a3 09.99.9094 SS _ Place — New York3, N.Y. - Canadian Branch 
a] © ” . | Ss 103 Richmond Street East, Toronto - Prices 
oN ff — subject to 10% federal excise tax - West 
Coast prices slightly higher - Catalog 


on request - Consult your Wholesaler 
Copyright 1957 - PRINTED IN SWITZERLAND 
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(MM) RHINESTONE FANTASY 
Resplendent in color... a lovely com- 
pliment to Milady. 30-HOUR BOU- 
DOIR ALARM. Gilt case. Raised gilt 
figures, hour indicators; luminous 
hands, hour dots; with gilt circle 
trim. 2-Y%x2-4%~x1-\%". Specify color 
aqua, rose, crystal 


135 , Retail $14.95 


(NN) LUXURY... To give... to re- 
ceive... 30-HOUR SWISS DESK- 
BOUDOIR ALARM. Deeprichcolors 
in plastic, blended with lustrous gilt 
case. An exquisite creation. Gleam- 
ing gilt hour indicators, luminous 
hands, hour dots. 3-%x3x1-Y% 

Specify color: red, black, blue 


137 Retail $13.95 





(OO) TILT-ANGLE ROLL TOP 
convenient for desk, boudoir or travel. 
30-HOUR, 7-JEWEL DESK-TRA- 
VEL ALARM. Gilt satin finish case. 
Novel slide-shutter serves as easel 
or protective cover. Raised. gilt 
figures, hour indicators. Luminous 
hour dots, hands. 3-1/16 « 2-3/16™ 1 


747 . | Retail $18.95 


styled years ahead 








semca 


ae. Particularly impressive, 
EDAY, Saewien WALL CLOCK with “Pull- — 
- Wind"' feature. Perfect for the fastidious home- — 
maker or gee executive. Attractive gilt case. — 
- Raised gilt-figures, with raised hour indicators, — 
gilt hands: 16x9%x3". 


7882 Taare) "ERR! pep aateere) ee) ee cn Retail $49.50 
‘a x es . 
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Once in a Lifetime Opportunity — 


Leading Jewelry Manufacturer for over 50 years is offering 


a partnership without investment to Experienced Diamond 





Salesman with good following. Man who qualifies will share 
on an equal 50-50 partnership basis. 


Resumes will be held in strict confidence. 


Write Box "P, 3160", Care of 
JEWELERS’ CIRCULAR-KEYSTONE 























CAN YOU SPOT 
4 Set in Jade THE VALUE IN 


THE Epis SET? 


| Look at the Stone . . . expertly cut — sparkling royal pure 
: color from inner depths. Available in Oriental Jade, deep 
tone Amethyst, oxblood Coral or crystalline yellow Topaz. 


Look at the Setting . . . heavy 14 karat gold construction 
throughout, crowned with cultured pearls. 

Look at the Styling .- - distinctive and majestically styled 
to sell. 


All these show VALUE... NOW LOOK AT THE PRICE! 
Only because we import our stones direct can we offer you 
these exceptionally high profit makers at these low prices. 
Only because of our high standard of quality do we dare 
sell these to you on a MONEY BACK GUARANTEE! 


OUR POLICY REQUIRES 
A MINIMUM ORDER OF 2 COMPLETE 
SETS OR THE EQUIVALENT. 
SORRY — NO CONSIGNMENTS 


For your ordering convenience — Mail this Coupon 














que Gu Gus au Ge ee me ee 9 oe 9 9 ee oe oe oe oe oe 4 
a ae Jewelry Company, 1 West 47th St., New York 36, N. Y. | 
t : 
| " Pease cond mo the UANTIT.IES | 
| I 
j | 
| l 
| I 
| Store Name 3 
Address 
. City Zone............ 0 ee | 
L ALL PRICES KEYSTONE “s 


Terms -— 2% — 30 days £.0.M. to rated accounts 
Guaranteed to be of Unsurpassed Quality by 


ARTCRAFT JEWELRY CO. 1 West 47th st, New York 36 
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IV’S GOOD FOR THE 


LUSTRE 


There are no limits to the amount of care and 
pampering TOGA pearls get. It’s not because 


me § are fragile . . . but because of their beauty 
and perfection. You'll know what we mean when 
ou see them— and so will your clients. 

OGA cultured pearls are the cream of the 
Pacific seas, destined to be worn by the loveliest 
ladies of the world. 


Write today for free new catalog 
showing the complete line of necklaces, chokers 
and cultured pearl jewelry. 


Memorandum Selection Rushed Upon Request! 


To Show TOGA Cultured Pearls —Is To Sell 
TOGA Cultured Pearls. 


A Division of Maurice Goldman & Sons 


10 W. 47 St. Suite 903 New York, N. Y. 
PL 7-5764 PL 7-8293 














ANRJA CONVENTION (from page 112) 


jewelers, many accompanied by their wives, will 
be on hand from all parts of the U. S. and also 
from many foreign countries (merchants from 
25 nations were on hand last year). 

The Retail Jewelers Market—a display of more 
than $10 million worth of jewelry, watches, sil- 
verware and other merchandise—will open on 
Sunday, Aug. 11. More than 250 exhibitors will 
show fall and Christmas lines, in more than 400 
exhibit and display spaces. Through arrangement 
with the French Embassy commercial counselor, 
a number of French manufacturers will demon- 
strate their wares. 

The convention itself will get under way on 
Monday, Aug. 11, and the entire program will be 
linked to the timely theme, “working together.” 
The first session will hear William E. Hill, presi- 
dent of Wm. E. Hill & Co., Inc., New York, dis- 
cuss “Keeping Pace with Modern Trends Through 
Research.” Lee Isenberg, executive secretary of 
the Connecticut Retail Jewelers Association, will 
lead a discussion of state association problems. 

The ladies will have their say on Tuesday, Aug. 
13, when Olive Plunkett describes “The Business 
Woman’s Viewpoint.” She is vice president of 
Batten, Barton, Durstine & Osborn, and will con- 
tribute her ideas to a study of how to improve 
the retail jewelry business. Carleton G. Broer of 
Broer-Freeman Co., Toledo, will sum up “The 
Retail Jeweler’s Viewpoint.” 

A topic of consuming interest to the industry, 
the impending merger of ANRJA and NJA into 
a single retail organization, the Retail Jewelers 
of America, will be handled at the same Tuesday 
session. Philip E. Hoffman, chairman of the Co- 
ordinating Committee, will have as his subject, 
“Let’s Talk About the Merger.” 

The program for Wednesday, Aug. 14, will 
have three speakers: Herman Wasserman, vice 
president of NJA, explaining “Why Installment 
Credit Is Important”; Arnold A. Schiffman, 
chairman of the Jewelry Industry Tax Commit- 
tee, telling what that committee is doing; and a 
well-known expert discussing “Jewelry Store Ad- 
vertising and Sales Promotion.” 

On Thursday, Aug. 15, the association will 
hear reports from committees, and install officers. 
The convention will close that evening with the 
assembly, banquet and entertainment. Zee 


Genuine emeralds and pearls. were actually sold 
at public auction by the basket in Seville back in 
the days when the emerald mines of Columbia 
and the pearls from the coast of South America 
were first discovered in the New World by the 
Europeans. This was because the gems were so 
plentiful that they were considered commonplace 
instead of rare and precious. 
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SELL TWO FOR ONE... 


with O |. [> 


SINCE 1868 


Here is a brand new idea for 
increased sales in your Watch 


Department. Aureole presents the 


“TWO FOR ONE” package. 


A new box which enables 
you to deliver every Aureole 
with a leather strap and an 
expansion band for the one price. 
Get Aureoles with two watchbands 


(leather & expansion) 
or furnish an expansion 


bracelet from your stock. 
A COMPLETE SELECTION OF 


FINE GUREQLE WATCHES 


AVAILABLE AT 
3 2 Se ee oe ee ee a ee 
580 FIFTH eno NEW YORK 36, N. Y. 


No matter what you do... 
YOU'LL WIND UP “AHEAD” with AUREOLE 

















“KHENMET” = ‘Order No. 282 White or Yellow GF F. . $1 00 
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SMASH HIT in Watch T Attochonoats 1 


FEATURING Ist QUALITY EUROPEAN SCARABS, SOLDERED LINKS 
avait See these sensational sellers plus the most comprehensive line of smart 
us parore scarab jewelry ever assembled in one place! Also on display — the world’s 
largest scarab bracelet, a duplicate of which sold recently for $1,000! 

Don’t miss this important showing — write now for complete catalog! 


BOOTH 173 ANRJA SHOW LICE ke 


NEW YORK TRADE MARK REG U S PAT OFF. 


714 SANSOM STREET 
MAIN BALLROOM: WALDORF-ASTORIA PHILADELPHIA 6. PENNA. 
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e When you attend the 
A.N.R.J.A. Jewelry Show 
in New York, 

August 11th-15th 


You are cordially 
invited to visit 
our offices 


(Only 4 short blocks from 
the Waldorf-Astoria) 


— Created by— 


A. Edward Fisher 


INC. 


“Serving Jewelers for 46 Years” 


665 FIFTH AVE. 


Corner 53rd Street 
NEW YORK 22, N. Y. 























LETTERS... 


“RING RASH”: In the Letters column for 
June, we read with interest Mr. Simon’s 
comments regarding the reaction of cus- 
tomers to detergents in rings. This is quite 
common among high school students, who 
call it “ring rash.” 

The solution is quite simple: clean the 
inside of the ring and, above all, remove it 
from the finger at night before going to 
bed. 

While this allergic condition is slightly 
more prevalent on open-back rings, it is 
quite common in rings in which the backs 
are filled with gold or other material. The 
detergents seem to work into the pores of 
the gold or other substances. 

I. H. STEINSAPIR, 
VICE PRESIDENT 
PITTSBURGH STANDARD EMBLEM JEWELERS 


BUYING EARLY: I have never written any 
ideas to you folks, although I have been in 
the jewelry business a long time. 

I am just submitting this to you to see 
what you think about it. For years, Macy, 
Gimbels and all retail stores have been ad- 
vertising: “Do your Christmas shopping 
early.” 

But, things being what they are with 
help, etc., I think that jewelers everywhere 
should advertise: 

“Do your Christmas buying early.” 

Getting customers into the mood of 
actually buying earlier, instead of just 
shopping earlier, would make it a lot easier 
on the help in stores around Christmas 
time. 

If this idea is of some good, it would be 
nice if jewelers were given the credit for 
starting it. 

SALINAS, CALIF. SAM HORWITZ 
GOODFRIENDS JEWELERS 


PIN LEVER WATCHES: One thing which has 
come to my attention in the retail watch- 
selling field is the unnecessary price- 
cutting of fine jeweled-lever watches. If 
he sells them for only a dollar or two above 
cost, the jeweler loses a good profit and 
places jeweled-lever watches on a level 
with the pin-lever class, in the public’s eye. 
The customer should be told the differ- 
ence in quality and charged accordingly. 
Sometimes we see advertisements that 
read: “Any old watch worth $25 in trade- 
in.” It would enhance the prestige of the 
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trade to change the wording of such an ad 
to read: “Any old jeweled watch worth 
$25 in trade-in.” Thus the jeweler could 
refuse to accept pin-lever types as trade- 
ins, no matter how pretty their cases, and 
customers would look up to the jeweler for 
the best, instead of paying out money for 
anything that was shaped like a watch and 
sold over any counter in the country. 

LAVERNIA, TEX. K. W. HART 


“NEW” STONES: Can you tell me the source 
of two stones pictured in your April issue? 
You illustrated a black star aquamarine 
on page 86 and an orange morganite on 
page 88, in connection with an article by 
Dr. Pough, headed, “New Names and 
Faces in the Gem Stones.” Incidentally, 
congratulations on your gemmological 
articles. 

CHICAGO, ILL. JACK K. SMITH 


Both stones belong to Inter-Ocean Trade 
Co., 48 W. 48th St., New York, and JC-K 


used the photographs through the courtesy 
of that concern.—Editor 


COOPERATION: Some two months ago, a 
young couple clipped through this town 
on a bad check spree that clobbered 23 
states, we understand, and they were 
finally apprehended in Oklahoma City. 

We learned indirectly that two Bulova 
wristwatches, which we sold the couple 
on time, were in possession of the county 
sheriff in Oklahoma City. 

Our simple and straightforward re- 
quest to the sheriff resulted in both these 
watches being forwarded to us one week 
later by Meyerding Jewelers, of Oklahoma 
City. Such unsolicited cooperation, I’m 
sure you will agree, cannot go unheralded. 

Congratulations on your excellent pub- 
lication—your JC-K Survey is tops and 
invaluable. 

EARL F. RODRIGUEZ, 
SLIDELL, LA. ROD’S JEWELERS 
In writing to the editors, address JEWELERS’ 


CIRCULAR-KEYSTONE, Dept. E, Chestnut and 56th 
Sts., Philadelphia 39, Pa. 
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Introducing: 
“Rena’.....a New Concept in Design 


Featuring 
DIAGONAL DISPLAY 
another first 
presented by Rocket 


“RENA"” (No. 118) .. . suitable for one or two rings .. . 
a distinctive package as well as an attractive display. 
“RENA”" will definitely enhance your finer jewelry, 
Available in White, Blue, Grey, Ivory and Black Shell— 
lined with the finest grade petal velvet pads in Blue, 
Grey, Aqua, White, Red, Champagne, 

individually packed ......... Price $11.50 per dozen 


aS 
oeket JEWELRY BOX, Inc. 


125 E. 144th ST., NEW YORK 51, W. Y. 








Send for your copy of a new catalog of Fisher 
charms and assortments. This illustrated pamphlet 
shows a cross section of Fisher’s fine charms, 
selected for general use. Keystone pricing enables 
you to use it over the counter. (The Fisher line 
is sold through wholesalers only.) J. M. Fisher 
Company, Attleboro, Massachusetts. 














/ 
OUR LADY of the SKIES, Sterling | 


Heavy Box Engraved Sterling Crosses 


When you are in NEW YORK and CHICAGO 

for the jewelry conventions — 

Be sure to stop in at our showrooms listed be- 

low to see our complete line of beautifully 
rafted sterling religious articles. 


Rosaries of crystal, pearls, sterling — Crosses 
of intricate workmanship —leather bound 
prayer books . . . the complete line is hand- 
somely gift-boxed and priced for quick turn- 
over. 








A Division of G. Klein & Son 


NEW YORK: 105 Chambers St. | CHICAGO: 29 E. Madison St. 
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Directory of... 


NATIONAL 


Names given in each case are those of president and secretary 
unless indicated otherwise. 


American — Society: —Harry RK, Gerber, Bramley & Co., Inc., 199 Main St., White 
yee N. es Darwin Neumeister, Bigelow-Kennard Co., Inc., 384 Bi \yiston 


St., 
American National Retail Jewelers Association- —Harry R. Gerber, Bramley & Co., 
i199 Main St., White Plains, N. ¥.; Charles M. Isaac, Exec. V. P., 551 
Fifth ve., New York 17, 

American Stene Importers Association, Inc. wy Lembeck, 47 W. 47th St., New 

ork 36, N. Y.: Lioyd V. Lassner, 10 W. 47th St., New York 36, N. WY 

American Watch Manufacturers Association—Arthur B. Sinkler, Hamilton Watch Co., 

ancaster, Pa.; Albert Mae C. Barnes, 25 Bruadway, New York 4, N. Y. 

American Watch Association, Ine. Samuel W. Anderson, 1700 K. St., N. W., Wash- 

ngton 6, D. C.; William H. Fox, Exec. Secy., 39 Broadway, New York 6. «ee 

Associate: Jewelers, sine Julian Baden, Baden & Foss Co., 151 W. 46th St., New 
York 1 ). Fishman, 8. & D. Jewelry Mfg. Co., Inc., 106 Fulton 

St. ~ York as. } 

Canadian Jewellers Association—James C. Grier, Parker Pen Co., Ltd., Green Belt 
Drive, Don Mills, Ontario; — P. Brown, G. J., General Manager, 85 
Richmond St., W. Toronto = Cana 

Clock Manufacturers Reseasation of Americo—C. E. Somers, Seth Thomas Clocks, 
Thomaston, Conn.; George S. Stearns, Jr., 215 Church St., New Haven, Conn. 

Costume jewelry Board of Trade -Bernard Freese, — Fifth Ave., New York 16, N. Y.:; 

Sid Greenberg, Exec. Secy., 49 W. 32nd 8S New York i, N. x. 

Diamond bmg of America Mort Abelson, a57 Firoed St., Newark 2 ,N. J.: William 
er, Exec. Dir., 545 Fifth Ave., New York 17, N. Y. 

Diamond Dealer s Club—Max Jellinek, 36 Ww. 47th St., New York 36, N. Y.; Albert 
—~" ‘on Secy., 15 W. 47th St., New York 36, N. Y. 

Diamond Man acturers & importers Association of America—Stephen Ww. Hoffman, 589 
Ave., New York 17, N. Y.; Ethel M. Friedman, Exec. Secy., 342 Madison 
New York 17, N. ¥ 

Educational Jewelry Manufacturers Association—Robert G. Packer, Dieges & Clust, 

vs - Public St. Providence, R. 1.; Walter J. Keeley, Exec. Secy., Lipper, Shinn 
<eeley, 527 Fifth Ave., New York 17, y. 
Fountain Pen and Mechanical Pencil Manufacturers Association —Charles K. squats. 
, Inc., 423 Houston, N. E., Atlanta 2, Ga.; Frank L. King, Exec. V. P 
Fe} Washington 5. D. C 
Gemological institute of America—Richard T. Liddicoat, Jr., Dir., 11940 San Vicente 
~ , Los Angeles 49, Calif.; Dorothy J. Smith, Exec, Secy., 11940 San Vicente 
Bly h . Los Angeles 49, Calif 
ee “9 institute of America—Richard W. Slaugh, Hamilton Watch Co., Lancaster, 
: Arthur F. Beck, Exec. Sec., Arcade Building, Melbourne, Fla. 

industrial Diamond Association of America—Willard L. Huber, 587A Turnpike, Pomp- 
ton Plains, N. J.; Margaret J. MeGinnis, Exec. Mer., Box 175, Pompton Plains, 
N. 


Jewelers Board of Trade—William E. Smith, Irons & Russell Co., Inc.. 95 Chestnut 
St Providence 3, KR. 1.; Vineent F. Chapman, 413 Turks Head Building. 
Providence 3. R. 

Jewelers Security Alliance—Walter Ejitelbach, 2 W. 47th St... New York 36, N. Y.: 
Richard CC. Murphy, Exec. Secy., 535 Fifth Ave., New York 17, N. ¥ 

Jewelers Vigilance Committee.¢. H. Niemeyer, Chm., 82 Fulton St., New York 38, 
N P. Irving Grinberg, Exec. V. Chm., 45 W. 45th St., New York 36. N. Y 

Jewelry Crafts Association, inc.——Sydney C Davidson. Davidson & Sons Jewelry Co., 
Inc., 20 W. 47th St., New York 36, N. Y. ; Henry L. Sperling, Exec. Secy.,. 20 
W 417 th St. New York 36. N. , 4 

Jewelry Industry Council—Walter B. Jaccard, Chm., Jaccard Jewelry Corp., 1017 
Walnut St., Kansas City 6, Mo.; Albert E. Haase, Pres., 608 Fifth Ave., New 
York 20. N. Y 

Jewelry Industry Tax Committee—Armold A. Shiffman. Chm., 225 8S. Elm S&t., 
Greensboro, N. C.; Bernard N. Burnstine, Exec. V. Chm., 900 F St.. N. W 
Washington, D. C 

Machine Chain Manufacturers Association—Fred Kilguss. Excell Mfg. Co 45 
Richmond St., a R. I.; George Souza, Atlas Chain Co., 75 Eagle 
St.. Providence 9, R. 

Manufacturing Jewelers des Association—Joseph Lavan, Superb Case Mfg. Co., 106 
Manton Ave., Providence 9, R. — ; Kenneth E. Randall, Rim Jewelry Mfg. Co.. 
166 Valley St . Providence 9, : 

Manufacturing Jewelers & Silversmiths of America. Inc.—Howard H. Sweet, c/o Howard 

Sweet & Son. Inc., 67 Mechanic St., Attleboro, Mass.; George R. Frankovich, 
Secy., 207-211 Sheraton-Biltmore Hotel, Providence 2, R. I. 
Metal Findings Manufacturers Association—John Carrol. Lorac Co., tnc.. 97 Johnson 
‘ Famine 4 5: Ben Cate, Jr., Samuel Moore & Co., 301 Friendship St.. 
Providence 3, I 

National Association - Horelogical Schools—Arthur T. Johnson, Philadelphia College 
of Horology, Broad & _—— Sts.. Philadelphia, Pa.; Orville R. Hagans. 
Exec. Secy.. 1901 E. Colfax Ave.. Denver. Colo 

moneer ° Association of Watch and Clock Collectors Walter Roberts, 147-19 Roosevelt 
Ave., Flushing 54, N. ¥.: Earl T. Strickler, 335 N. 3rd St. (Box 33) Columbia, 

nettenet Gift and Art Association—Ciarence FE. Yeo, S. P. Skinner Co., Ine., : 

Ave.. New York 10, N. Y.: William E. LAttle, 220 Fifth Ave New 


99% 


Yor 1. N. 'Y, 
National Jewelers Association—H. A. Goldberg. Coopers, Inc., 327 High S&St., 
a Va.: William Wagner, Exec. Secy., 545 Fifth Ave., New York 


17 

National "Wholesale Jewelers Association—-Theodore Gorenflo, 1940 EB. Jefferson Ave., 
Detroit 7. Mich.: Thomas A. Fernley,. Jr... 1900 Arch St., Philadelphia 3. Pa 

Platinumsmiths Association of New York—Jacob Mehriust, 6 W. 48th St.. New York 
36. N. eorge F. Brecht, 17 W. 45th St.. New York 36. N. Y 

Ring Guild of America — Reginald J. White, J. J. White mite Co.. Inc., 158 Pine St.. 
Providence, R. I Mrs. ne Stack, Exec. Secy., Dundes & Frank, Inc., 
64 W. 48th St., New York 3 

Sterling Silversmiths "Guild of Laisa: thane H. Hallowell, Reed & Barton Corp., 
+ ae Mass.: John F. Ambrose, Exec. Secy., 551 Fifth Ave., New York 


United Horotogica “a ay of America—Norman D. Luth. 3923 Flower &St., Bell, 
alif. : agans, Exec. Sery., 1991 E. Colfax Ave., Denver, Colo 

Water Material Distributors Association of America—Pierre Borel, Jules Borel & 
1015 Walnut St.. Kansas City S. Mo.; Stanley G. House, Exec. Secy., 923 


= 


15th St. N. W.. Washington 5, D 


STATE 


Names given in each case are those of president and secretary 
unless indicated otherwise. 


een Retail Jewelers Association-—Claude H. Moore, § Saint Joseph St., Mobile 
: Nick Saad, Dothan. 
tenia Retail Jewelers Association—Malcolm Straus, Bliss Jewelers, Inc., 16 
Washington St., Phoenix; Ben Rosner, I. Rosenzweig & Sons, 35 N ist Ave.. 


Phoenix. oe 
Arkansas Retail Jewelers Association—-Charles S. Sheppard, Jr., Russellville: C. P. 
Coats, Batesville 
California | ang Jewelers Association—Julius Alberts, 263 N. Brent St., Ventura: 
n Siegel, Exec. Secy., 362 S. Broadway, Los Angeles 13. 
California, Horological Association of—-Howard Nixon, 380 Orlena Ave., Long Beach: 
orman PD. Lath, 3925 Flower St., Bell. 
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Trade Associations 


Cennecticut Retail Jewelers Association—-Lioward |. Michaels. 157 Church St., New 
Haven; Lee lsenverg, Old State House, Hartford. 
wteside Retail Jewelers Association—Carroll C. Seghers, 365 Miracle Mile, Coral 
Gawvles; James T. Smith, Box 677, Delray Beach. 
Florida State Watchmakers Association—R. T. Harris, P. O. Box 871, St. Petersburg: 
Howard Zeff, Exec. Secy., 230 W. Forsyth St., Jacksonville. 
cone. by ag: jewelers Association ‘Alexander Bush, 165 E. Clayton St., Athens; 
» &. Foster, W. A. Capps Co., 216 E. Clayton St., Athens. 
Hawaii “jewelers Association— -Stephen 8. J. Ching, Lambert & Son, 1120 Fort St., 
Honolulu; Thomas R. Shields, Exec. Secy., Chamber of Commerce of Honolulu. 
idaho —_~ ‘Association—M. G. Sexty, 215 N. 8th os Boise; Earl W. ee 
bx Secy., Idaho State Chamber of Commerce, 24 Idaho Bidg., Boi 
lilinois Retail Jewelers Association—W alter Flora, Jr., "148 E. Main St., esated: 
cl s H. Barker, Leland Office Bidg., Springfield. 
indiana ya Association——Leon Engel, Brightwood Jewelers, 2329 Station St., 
indianapolis; James C. Lucas, Managing Dir., 808 State Life Bidg., Indianapolis. 
Indian ae Watchm akers Association <4 Cc. Winchell, 103 N. Green 
‘rawfordsville; Charles H. Eckel, 721 E. 36th St. Indianapolis 5 5 
lowa Retail Jewelers ‘Association -Robert ‘Prastka, 123 Third Ave., S.E., ‘Cedar Rapids: 
Howard W. Dresser, Exec. Secy., 19% E. State St., Mason Eg ity. 
lowa, “a ae Association of-—George 0. Shanklin, 712 N. 6th St., Burlington; 
t LD. Snyder, Humeston. 
Kansas Retail Jewelers Association—Frank Eschmann, Topeka: Eugene P. Wetzel, 209 
S. Broadway, Wichita 2. 
Rasen, Orate Horological Association— Raymond C. Hermes, Scott City, Kansas; John 
Vortman, 929 Kansas Ave., Tope 
Kentucky ‘Retail Jewelers Association- _William Kendrick Ewing, secy., 619 S. 4th St., 
Auisville. 
eee > Watchmakers Association, inc.James M. Dodson, 111 N. Limestone St., 
xington; Tilden 8S. Merkel, 825 Palatka Road, Louisville. 
Louisiana Retail Jewelers Association—L. J. Bernard, 108 Baronne St., New Orleans; 
. — Rider Jewelry Co. of Lake Charles, Inc., 831 Ryan St., Lake 


(ha 
Louisiana ‘Herotesi cal Association a Cc. Kline, P.O. Box 369, Alexandria; Bruce 

ey, 1111 S. 4th St., Mor 
Bw Jewelers Association ~Henry Nolin, 79 Lisbon St., Lewiston; Lionel 

ardif, 40 Main St., Wa 

Maryland: Delaware- District of Columbia Jewelers Association—Calvin Lomax, Easton, 
Henry H. Brylawski, Exec. Secy., Woodland Bidg., Washington, D. C. 
Massachusetts. Rhode Island Jewelers Association—Sydney D Cook, A. Stowell & Co., 
, - Winter St., Boston; Samuel Silverman, Exec Dir., 11 Beacon St.. 


Michigan ‘Retail ee Association-—Tom Fox, 83 Monroe Ave., N.W., Grand Rapids; 
in Yoas, 13 Washington St., Monroe 
Michigan Horological Cee Charlies Barnes, 704 E. Baldwin, St. John; Clayton 
;oodrich, Sun 
Minnesota Retail lowolers Association—Stanley S. Smith, J. B. Hudson Co., 700 
collet Ave., Minneapolis 2; William C. Walsh, Exec. Secy., 1006 North- 
stern Bank Bidg.., Minneapoils. 
Minnesota Watchmakers Association—-Wendell Setterbere. Buffalo; Al Le Gault, 
ollet Ave. at Sth St., Minneapolis. 
sdississinn! Retail Jewelers Association—Herbert Brasfield, Tupelo; Wiley G. Lowery, 
a 40x 567, (‘levelan: 

Missouri Retail Jewelers Association George Stahl, 102 Jefferson St., Mexico; Clinton 
Holt. 110 E. High St., Jefferson City 5 
wetraree Retail Jewelers Association—Lioyd L. Lockwood, Sidney; Corey W. Chase, 

idre edg 
neuen Watchmakers Association—William J. Yost, 905 Fourth St., Milford; 
Maurice Shockey, 1107 Division Ave., York 
New Hampshire Retail Jewelers Association—Roger E. Brassard, 1190 Elm St., Man- 
chester: Mrs. Roger E. Brassard, 1190 Elm St., Manchester 
New Jersey Retail Jewelers Association—Martin Parian, 1173 Main St., Clifton; 
Richard Rad, 6011 Bergenline Ave., West New \ ork. ; 
New Jersey, Watechmakers Association of—Emil J. Chessari, 512 67th St., West New 
Vork ; Donald J. DeWolfe, 483 Prospect St., Nutley 
mexico Retail Jewelers ~_ << wiheee Gossett, Fox St., Carlsbad; Sam 
~— 113 W. Broadway, Hobb 
and New Jersey, Associated Credit Jewelers of—M. S. Abelson, Abelson’s, 
, S87 en St., Newark 2; William Wagner, Exec. Secy., 545 Fifth Ave., 
New York 
York State Retail Jewelers Association—Thomas Murfitt, H. J. _Howe, Inc., 201 
Salina St., Syracuse; J. Francis Thibault, 234 Genesee St., Utica 
York State Watchmakers Association, inec.—William E. Timby, 339 Ww. Hazeltine 
ve.. Kenmore; Richard A. Robbins, Exec. Secy., P. 0. Box 117, Conklin. 
North Carolina Retail Jewelers Association—Robert T. Berman, Front & Market Sts., 
Wilmington; H. J. Stockard, Jr., Mgr. Dir.. Box 408, Raleigh. 
Nerth Dakota Jewelers & Watchmakers Association—Kenneth Siiners Lisbon; Al 
Foss. Min 
Ohie Retail Jewelers A Cae Prichard, Shibley & Hudson, Wooster; Clarence 
Moses, Exec. 1900 Euclid Bidg., Cleveland 15. 
Ohio Watchmakers penta eh ~ oe Girod, 452 E. 152 St., Cleveland; Howard L. 
tlass, 415 Wells Ave., N. Canton. 
Oklahoma Retail Jewelers Association—Fred L. Kelley, Weatherford; E. T. Tucker, 
Choct 


02 taw, McAlester. é 

Culanoms Hioratonien Association —Sam Clemente, _—s N. W., 23rd St... Oklahoma 

ity 6: Winford Anglin, 2705 8. W. 46th S Oklahoma City. 

evens Retail Jewelers Association—John Tobin, Burmeister & Andresen Co., Oregon 
City; Edward N. Weinbaum, Exec. Secy., 824 8S. W. Fifth Ave., Portls 

Peasudenin Retail Jewelers Association—Henry Rhul, 25 N. 3rd St., Harrisburg; 
Herman M. Hollander, Pxec. Secy., Plaza Bidg., Pittsburgh 19. 

Pennsylvania, Watehmakers ‘Association of—George Niesslein, 1072 Broadview Drive, 
Apt. 1 B. Pittsburgh 7; George W. Meyers, 4740 Mossfield St.. Pittsburgh 24. 

Rhode island Watchmakers Association—Guido F. Palmeri, Kaplan's, 199 Weybosset 
St., Providence; Brydon W. Mansfield, 28 The Arcade, Providence 

South Carolina Retail J Jewelers Association—Carol Avant, Manning; John C. Thomas, 

ain Clin 

South ‘Daheta’ ‘Retail " hemelere Association—L. A. Horwitz, 120 8S. Phillips Ave., 
ous Falls; Ivan Landstrom, Black Hills Jewelry Mfg. Co., 620 Saint Joe St., 
Rapid City. 

Tennessee Retail Jewelers Association—William P. Griffin, B. F. Stief Jewelry Co., 
214 Ve Ave., North, Nashville; Joseph M. Williamson, 214 Sixth Ave., 
North, Nashville 3. 

Tennessee Horological Society—I!. Brow, Jr., 111 Greenleaf St., Chattanooga, Tenn. ; 

red W. Compton, 3473 nay ‘Mem phis 

Texas Retail Jewelers Associatior—Dolph Miller, “200 N. Grant St., Odessa; David 
A. Shapiro, Exec. Sec Jackson = 1710 Jackson St., Dallas. 

Texas Watehmakers A Rescclation. ine.—E. L. Brown, 711 Main, ‘Houston 2: William 

Pru 215 N. Broadway, Tyle . 
eR. Retail ’ Jewelers p rome te : W. Burnham, Waterbury; Donald Trask, 


Lu 

Virginia Retail Jewelers Association—George B. Hardy, 347 Granby St., Norfolk, Va. 
Alvin B. Fink, 310 S. Jefferson St., Roanoke. 

Washington a. J ewelers Association—Malcolm oo 1406 Fourth Ave., 

* David Lombardo, Exec. Secy., 512 First Ave., North, Seattle. 

West Virginia Retail Jewelers Assoclation— Eric Bi Riony Eric's Jewelry, Beckley : 
Randall Wooddell, Wooddell’s Jewelry Store, Inc., Beckley : 

Wisconsin Retail Jewelers Association—-Clyde J. Cauwenbergh. “413 W. Walnut 8t., 
jreen Bay: Ben W. Heald, Exec. Secy., R. 2, Box 550, Thiensville. 

Wisconsin Watchmakers Association—Thomas H. Armstrong, 403 Sixth St., Water- 
town: Edward Media, 4958 S. Packard Ave., Cudahy 
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in continuing our policy 
of growth and expansion 


WILLIAM KORN 
and COMPANY Inc. 


announces with pride 
the purchase of 


CAPLEN JEWELRY DISPLAY 


Since 1937 one of the nation’s leading 
jewelry display manufacturers. 


It is with great pride and a strong feeling 
of humility that we announce the absorb- 
ing into our organization of key personnel, 
the facilities, equipment and inventory of 
the Caplen Jewelry Display Company. 


We know that at the time of his untimely 
passing, Sam Caplen and his fine company 
enjoyed the goodwill, respect and confi- 
dence of some of America's finest retail 
jewelers and manufacturers. 


We want to assure them that their needs 
and service requirements will receive the 
same scrupulous regard and concern under 
the new merged facilities of William Korn 
and Company. 


And... all the jewelry industry will bene- 
fit by our increased creative staff, sales 
department and production facilities. 





the combined displays of 

America’s largest selection of 

custom made jewelry displays . . . at 

the WILLIAM KORN and COMPANY Booths 


Atlanta, Ga., July 21-24 Dallas, Tex., Sept. 1-5 
Hotel Henry Grady Adolphus Hotel 


Chicago, Il!., July 28-Aug. 1] Detroit, Mich., Sept. 14-16 
Hilton Hotel Hotel Statler 


Néw York, Aug. 11-15 Denver, Colo., Sept. 15-18 
Waidorf Astoria Albany Hotel 


Pittsburgh, Pa., Avg. 25-27 | Grand Rapids, Mich., Sept. 21-22 
Penn Sheraton Pantlind Hote! 


Cincinnati, O., Sept. 1-3 Phoenix, Ariz., Sept. 29-Oct. 1 
Netherlands Plaza Westward Ho Hote! 

















‘(NUFACTURERS, INC. 


588 MONROE STREET @ BUFFALO 11, N. Y. 

















They're New .. . They're 


Pair of 10-K white gold birthstone rings. 
The man’s flanked by white spirel stones; the 
lady’s with swirl shank and white spirels. The 
pair to retail under $55. From David Sarkin, 
Inc., 37 W. 47th St., New York. 


“ADVERTISED-IN-LIFE”’ 
puts a sparkler in her eye 


It’s because people in your neighborhood read LIFE 
. .. LIFE reaches 3 out of 5 households in an aver- 


age community in 13 weeks. 


And because people respond enthusiastically to 
the picture-stories and to the advertisements in LIFE. 


Audience source: A Study of the Household Accumulative Audience cf LIFE 


These are some of the best-selling jewelry items advertised in LIFE: 


August 5, 1957 
Ansco—page color fac. % page 
Eastman Kodak—Color Slides 
& Snaps— page, color 
Sunbeam Corporation— 
4 page, color 


August 12, 1957 

Comptone Company Ltd.— 
42 iines 

International Molded Plastics 
Inc.—Dinnerware—}, page, 
color 

Radio Corporation of America 
—TV Division—page, color 

Ronson Corporation—\4 page 

Sheaffer Pen Company— 
page, color 


Vent Air Contact Lenses— % pg. 


August 19, 1957 

Eastman Kodak—Special 
Verichrome Pan Campaign— 
page, color 


LIFE is read by 12,000,000 households every week 


Eversharp Shaving Instrument 
—2 pages 

International Silver Company— 
Sterling Division—page, color 

Royal Portable Typewriter— 
page, color 

Sheaffer Pen Company—pg., c. 


August 26, 1957 
DeBeers Diamond Promotion— 
Engagement Ring Campaign 
—page, color 
Eastman Kodak—Color Slides 
and Snaps—page, color 
Esterbrook Pen Company—page 
Hassenfeld Brothers—Empire 
Pencils—page, color 
International Silver Company— 
1847 Rogers Bros.—page, c. 
Keepsake Diamond Rings— 
Y page 
Parker Pen Company—page, c. 
Sheaffer Pen Company— 
page, color 
Underwood Portable Type- 
writers—spread, color 


people respond to |4ia3 





New electric frying pan in medium size 
range, with five-year guarantee, by Hamilton 
Beach Co. division of Scovill Mfg. Co., Racine, 
Wis. The pan is priced at $19.95; copper cover 
$3.50; aluminum cover $3. 


The “Tycoon” has self-winding movement 
encased in 18K gold with 18K gold adjustable 
mesh bracelet. Eight gem baguettes serve as 
markers. Date in window. From Mido Watch 
Co., 580 Fifth Ave., New York. $1000. 
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Yours to Profit By 


A new self-wind wrist watch for men. 
Shock-resistant, water-resistant, nontarnish. 
Yellow-colored bezel. Alligator or metal-ex- 
pansion band. By Sheffield Watch, Inc., 663 
Fifth Ave., New York. $16.95. 





A new Anson product: acrylic shoehorn with 
12-K gold filled handle and chain. Handle 
pantograph engraved with satin finish. Gift 
boxed, encased in Pliofilm-front bag. Retails 
for $6. 





New extra-thin men’s “Watchmate” series 
of bands by Jacoby-Bender. Hand-polished, 
satin-smooth mirro-finish. In velvet-and-satin 
gift box. In yellow gold-filled, $9.95; in stain- 
less, $6.95 FTI. 





“Regency” group of ladies’ adjust-o-matic 
bands recently introduced. Links can be easily 
removed or added as required. Faceted, beveled 
or engraved for $10.95 to $12.50. By Kreisler 
Mfg. Corp., North Bergen, N. J. 
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THE FINEST 
Sterling Photoframes 


GRAFF-WASHBOURNE & DUNN 


Creators of America’s finest Sterling since 1768 


17 sizes 


plain or 










engine-turned 


317," x 4\/, A 
to 


1834" x 145," 


TWO WAY 
wt EASELS 








" ae ree km 20 oa r 


Twin a 2) 
Frames : 
7 sizes | 
3 Sx 














Double and Triple Hinged Frames. All Sizes 
All Frames Flush Velvet Backs 


Visit our suite +773 Waldorf-Astoria 
Aug. 11-15 


GRAFF-WASHBOURNE & DUNN 


158 W. Forest Ave Englewood, New Jersey 
CATALOG ON REQUEST 
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“HIGH SCHOOL KEY" 


TRAFFIC BUILDING PROMOTION 


AT THE LOWEST COST EVER! 
SPECIAL OFFER 


This low price is yours if you order immediately 
(shipment after January 1, billing date of May 1) 


¢ Beautifully Gold Plated * A complete promotion 
Keys plan 





B . * Outstanding ‘‘College 
Authentic enamel colors Seal’ Qualit 


* No die charges * And the lowest prices 


FRANCHISE LIMITED TO ONE DEALER IN A TOWN, SO ACT NOW! 


Rush your order to reserve franchise. Include name of 
{pamewed\  school(s). quantity. authentic colors and sample of 
| seal(s): or write for full details and outline of our 
complete merchandising campaign. 
N 


j ; 
“= COLLEGE SEAL & CREST COMPANY 


236-A BROADWAY CAMBRIDGE 39, MASSACHUSETTS 








A personalized lifetime remembrance 


STERLING CIGARETTE BOX 


Never-to-be-forgotten gift for the groom, the presi- 
dent of your club, the retiring executive, the tourna- 
ment winner — and for a thousand other apprecia- 


tions and occasions. 


IN 6 SIZES 


#1—4” Itong, 3%” wide, 1%” high $29.50 
#2—6%" long, 3%" wide, 1%” high $42.50 8 tm! 
#3—4” long, 3%” wide, 2%" high $38.50 include tax. 
#4—6%” long, 3%" wide, 2%" high $52.50 Prices subject 
#5—81" long, 3%” wide, 12” high $59.00 [o.chonge 
#6—B8'2” long, 3%” wide, 2%” high $75.00 

Newspaper mat of this advertisement is available. Your 
newspaper will add store signature and facsimile engrav- 
ing charge to copy above. Use it to bring profitable gift 
business to your store. We can provide engraving service. 


Write for catalog of complete Smith ¢ Smith line. 


smith & smith \xssacuuserrs 








They're New . . . They're 


Two new pin-lever watches by Sovereign 
Watch Co., 50 W. 44th St., New York. Left, 
lady’s watch priced at $12.95; right, man’s 
automatic, shock-resistant, anti - magnetic 
watch priced at $16.95. 


Set of men’s jewelry from the “Out of this 
world” collection by Squire, Inc., Taunton, 
Mass. The cuff links and tie clip will retail 
for $5 plus tax. 


New “Aurora Borealis” rosary in sterling 
silver by The Catamore Co., Providence. Also 
available in ice blue, crystal and amethyst. To 
retail for $12.75. Order through wholesaler. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 
























Yours to Profit By 








The “Canterbury” jewel case designed for 
girls and young women. Swing-up tray with 
earring bars. In pink, blue or black and white. 
To retail for $4.95. Farrington Mfg. — 
Needham Heights, Mass. 


“Ballad” flatware by Community division of 
Oneida, Ltd. Extra heavy weight. 56-piece 
service for 8 in drawer chest for $88. Match- 
ing hollowware. Heavy magazine and TV ad- 
vertising. Many sales helps for dealers. 





New Longines all-proof watches. The “In- 
augural” (left) for $125 and the “Victory” for 
$150 have 14-K gold top and stainless-steel 
back. Both have 18-K gold markers and a 
night-reading dial. 
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Revolutionary ELECTRONIC CLOCK 


INT iy 


‘GUARANTEED 


The clock of the future for the home of today. 


* Needs no Wires * No Plug-in °* Just two 
Ordinary Flashlight batteries Lasts 1-3 years 

Only Montrose has the movement to give satis- 
factory service on ordinary batteries continuously 
and with assured satisfaction. 17 Exquisite 
Models to retail from $17.95 to $57.00. Montrose 
Clocks soon on T.V. Coast to Coast. 












See them at the following Shows: 
Washington Gift Show Willard Hotel Room 335 
Chicago Gift Show Palmer House Room 847 
Retail Jewelers Market Waldorf Astoria Space 246 
New York Gift Show Trade Show Bldg. Room 305 
Philadelphia Gift Show Benj. Franklin Hotel Room 318 
Importers and Distributors of over 500 exclusive 
p Stems of Cutlery, Leather Coods and Novelties. 


WK. Myers & Cn. 


Myers Building - Mamaroneck, New York 






















MIKIMOTO 
CULTURED PEARLS 


K. MIKIMOTO & CO. LTD. 
ye A ee Cle eS ee, ee ee es | | ee, ee 
JUDSON 6 6992-3 
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CASH for Your 
Surplus Silver, Diamonds and Jewelry 


We will pay cash for any of your sterling patterns 
—any quantity, large or small— active, inactive, 
obsolete, new or used. 


We are particularly interested in buying Gorham, 
Reed & Barton, and Weidlich active, inactive and 
obsolete flatware, either new or used. 


Send shipment for immediate offer. Our check 
covering payment in full mailed same day. Silver 
will be held intact awaiting your acceptance or 
rejection. 


We are also interested in cooperating with iewel- 
ers who receive calls for older sterling patterns that 
are no longer available. 


Will also buy diamonds—any size and quoality—as 


well as antique and modern jewelry. 


Reference: Jeweler’s Board of Trade or 


Dun and Bradstreet 


Julius Goodman 
& Son 
Memphis Jewelers Since 1862 
113 MADISON AVENUE @ MEMPHIS, TENNESSEE 























NEW 





The “BEE DEL” Multipurpose Ring Clamp 


Demand has shown that the Bee Del clamp is 
no longer an accessory but an indispensable 
part of paired rings. Sold through jobbers. 
Write for nearest dealer. 


BELOVED RINGS INC. 


221 Kasota Bidg. Minneapolis 1, Minnesota 
Distributed in Canada by 
E & A GUNTHER CO., LTD. 
Brantford, Ontario 











They’re New . . 


Three new LeCoultre ladies’ watches: 
“Eugenie” (left) an oval watch in 14K for 
$89.50, with bracelet $100; “Parisienne B” with 
silk band for $79.50, with bracelet $95; 
“Cynthia” with mesh bracelet for $120, with 
silk strap $110 FTI. 


“Cookamatic” frying pan with solid metal or 
“peek-in” style lid, combining metal with glass 
window, so food may be observed while cook- 
ing. By Landers, Frary & Clark, New Britain, 
Conn. From $15.95 retail. 


Hand-made baby teething ring in heavy- 
gauge sterling. Available in blue, pink or white 
gift box. By Raimond, Inc., 149 Exchange St., 
Malden, Mass. For $2. 
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Yours to Profit By 


The “Pacer” spring-wound alarm clock with 
40-hour movement. Case in ivory or pastel 
colors. Tan textured dial with dark brown 
numerals. Pleasant tone bell. From The Ingra- 
ham Co., Bristol, Conn. For $2.89. 


New line of diamond rings in 18-K yellow 
gold, developed by the “Karatemp” process 
to produce necessary hardness and durability. 
By Kaspar & Esh, 126 W. 46th St., New York. 
Prices on the new line begin at $70 Keystone. 


Elgin’s “Celestial” has a “wrap-around” 
crystal formed from a cast-optics plastic. 
There is no bezel to cover anything up. 14-K 
gold case with 21-jewel movement. Marketed 

s “horizon styling.” To retail for $79.50. 
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NEW DISCOVERY, 
Feeme a Scribe dj 


PLASTIC 
IN Al | COLORS 
PARCHM . NT 


Pi A \ +) PRINTI 
mti.by ARCH CROWN TAGS, INC 


27) .Halsey St. Newark 2 





ORE MONEY ON 
a ~ STOPWATCHES 


Sold Direct to Jewelers 


Write for booklet — tells the 
“inside story” of ot - 
iNustrotes spore parts compartment. 
Shows whot to look for in 


a timer. Complete, thorough, interesting. 
Must reading for users of stopwetches. 


Stopwatch of Split-Second Accuracy 
— a a a a ae ee oe 7 


Kush Full information, catalog, wholesale price list ’ 
and illustrated booklet. 


CLEBAR WATCH AGENCY:15 W. 44th S#., N.Y. 36 4 


State— i 
mnaoanwanmweaenwaacaadh 
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ORIENTA 


CULTURED 
PEARLS 


The Story of the 
Leys, Christie Thistle 


Sixty years ago, James D. Leys and Alex S. 
Christie founded the jewelry firm of Leys, Christie 
& Co. Both were Scotch born and Scotch bred 
and brought to their new firm not only a thorough 
knowledge of the business, but the traditionally 
hagh business standards and integrity of the Scotch. 


One problem was the selection of a suitable 
Trade Mark: their final decision was that none 
could more adequately represent their business 
ideals than their own national emblem, the Scotch 
Thistle. 


For sixty years it has told a story of fair, 
square dealing, of honest merchandise honestly 
represented — of ethical business conduct beyond 
reproach. 


Look for this Thistle and the name “‘Orienta”’ 
on the Cultured Pearls you purchase, for half 
your purchase of such gems is confidence in the 
house whose name they bear. 

The Thistle represents a quality guarantee 
with no limit. 


LEYS, CHRISTIE & CO., INC. 


65 Nassau Street New York City ‘'38"' 








*» 


AWARDS WORTH / GIVING 


OOO A, 


anna rire ee LOO ICI. ern nnrwrery 
anno Map 


3 é ok OC a estes ae “ee wa : : itis 
\ ae | CO 
| ARLEN TROPHY ix 


50 GOLD ST., BROOKLYN 1, N. Y. 
Largest Selection of Trophies in The Worid 











They’re New . . . They’re 


The “Shaver Jet,” a new electric shaving 
product by Parks Products, Hollywood, Calif. 
Changes alternating current into direct, giving 
cleaner, faster shave. Works equally well with 
old or new shavers. For $5.95. 


“Mizpah Romance” split coin with quotation 
from Genesis. For couples, friends, parent and 
child. Each wears half of the coin. In 14K 
gold, $25; sterling, $5. Leon Auerbach, 18 E. 
4ist St., New York. 


The “Crispin,” a new addition to Hamilton’s 
“Masterpiece” series of watches. Round dial 
framed by thin, narrow bezel. Tailored end 
pieces. 22 jewels. 14-K yellow case with strap. 
For $150 FTI. 
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Yours to Profit By ODD SIZE INCABLOC 
QUALITY MOVEMENTS 





A new Zodiac number for summer sales. 
The “Marguerite” is a 14-K gold bracelet 
watch with a 17-jewel movement and raised 
gold hour markers. From Zodiac Watch 
Agency, 15 W. 44th St., New York. $89.50. 


STEVEN MAYER, Inc. 


Watch Importers 
580 Sth Ave. PL 7-7586 New York 36, N. Y. 











New two-piece salad set (10% in. fork and 
spoon) in Spindrift design by International 
Stainless Deluxe. In modern black-and green 
package the set retails at an introductory 
special of $5 (reguiar price $8). 


opel ehiotf t or) and join dais 
f retailers already profiting 


, - | 
u seller. 





Chippendale barometer over 3 ft. high and VL ne LY Goidstein-Gerson co.inc. 


14 in. wide, with 12-in. dial, smaller dial show- ba, PPT 
ing relative humidity, and matching thermom- 7 4 awe 
eter. From Taylor Instrument Co., 95 Ames 130 WEST 46th ST. © NEW -YORK 36. N.Y 
St., Rochester, N. Y. For $250. : 
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RUNNING A 
SUCCESSFUL | 
SALE 

IS AN ART 


by Manny 
Silverman 


A VITAL—GOOD BUSINESS— 
METHOD OF OPERATION 
MOST JEWELERS OVERLOOK 


In the past 10 years — | have personally examined the oper- 
ation of over 800 stores, all over the country. Over 75% of 
these stores overlooked profit planning. All they did was 
buy merchandise — haphazardly — advertise — haphazardly 
— employ help — haphazardly and sell — haphazardly. 


The time for haphazard jewelry store operation has passed. 
The successful jeweler of today must have at his fingertips 
daily — his inventory — his outstanding — his overhead. 
He must have an incentive program of salesmen's compensa- 
tion. He must advertise in accordance with a prearranged 


plan. In other words . .. he must PLAN FOR PROFIT. 


One of the prime services my company renders is this type 
of analysis. When we work for you we do a complete job. 
We try to make ourselves indispensable in the continued 
operation of the business of our jewelers. 


Many of the jewelers we serve annually are now successful 
merchandisers who recognize that two peak periods a year is 
the answer to continued good business. Our service gives 
them this additional peak period to their Christmas business. 


| would like to work for you as well. You know there just 
might be a possibility that we can mutually profit from our 
association, any way; it costs you nothing to find out. 


| will come to your store and make a complete analysis of 
your operation; if | can help you, fine, if not | will tell you so. 
In any case you are absolutely under no obligation. | plan 
my trips in such a way that | can see 10 or 12 jewelers in a 
continuous journey, thus considerably reducing my travel 
expense. 


WRITE! WIRE! CALL! 
SILVERMAN SALES ENTERPRISES 


580 Fifth Avenue, New York, N. Y. 
Telephone: PLaza 7-4693 











They're New 


Paul Revere pitcher in popular-priced silver- 
plate introduced by International Silver Co. 
7% in. high with a capacity of two quarts. 
The pitcher will retail at $15 but is introduced 
at a special low price. 


G-E Telechron wall clock with signs of the 
zodiac embossed on solid brass frame. Convex 
brushed dial with black roman numerals and 
hands. Recommended retail or fair-trade price 
$19.95 plus taxes. 


Chrome-plated coffee maker by Toastmaster 
Division of McGraw-Edison Co., Elgin, Il. 
Brews at rate of a cup a minute. Two heating 
elements make and keep coffee hot. Brown 
Bakelite handle and base. For $29.95. 
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The qualities of workability, gauge and fineness that 
are expected of Sterling are unchanging in every 
ounce of Sterling supplied by Handy & Harman 
to manufacturers everywhere. 








Ster Ing Silver 
FOR ADORNMENT 


Nowhere does Sterling prove its “wearing” qualities better than 
when it is used for personal adornment. 


Ancient civilizations show us that before silver was used in the 
countless forms that we know it today, it was first worn. Its 
natural beauty—one of the reasons for its use then—is even more 
pronounced in the Sterling of today. Few are the metals that can 
boast silver’s thousands of years of popularity. 


There are no limits to which modern Sterling can be used to 
display personal tastes. Its adaptability to changing fashion 
and personal preferences help keep it pre-eminently desirable. 


Ww HANDY & HARMAN 


82 FULTON 


STREET 2: Bs W:.. ¥.0 Re... 38,: 2 Bek. 


UPTOWN BRANCH—15 WEST 46th STREET, NEW YORK 36, N. Y. 


BRIDGEPORT, CONN. » CHICAGO, 
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Quality frrectous metals since 1867 


LOS ANGELES, CALIF. e PROVIDENCE, R. I. «© TORONTO, CANADA 
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“Discovery? — 


Just another sterling pattern to me! 


When I said that to the fellow from Wallace, he didn’t 
say a word... just reached in his briefcase and handed 
me a letter. It was signed Paul Lavender of Zell Brothers, 
Portland and Paul’s forgotten more about this business 
than I'll ever learn—so I read it. 

Boiled down, it said that Discovery’s one of the fastest 
selling new patterns he’s handled in a long time. Thanks 
for the FAST SELLER and here’s to more like it, he 
signs off! 

Well, I’m about to comment when this fellow from 
Wallace hands me another letter. This one was from 
Arnold Bockstruck up in St. Paul. He’s steamed up 
about Discovery and Raymond Loewy, the big name 
designer. Said his sales show it has WIDE APPEAL 
(the capital letters are his) ... older women like it as 
well as the youngsters! 

I start to tell about trying to get younger girls to come 
in and shop around when plunk, I’m given another letter. 
Remember Walter Thomas in Atlanta? Well, it was from 
him! BRIDES LOVE DISCOVERY! is how he starts 
and then goes on to tell how more brides have registered 
for it than any other new pattern this year. 





ie 


Before I can ask a question, he slips another rave 
notice in my hand. It’s signed T. O. Murfitt of H. J. Howe, 
Syracuse and goes on and on about why he thinks 
Discovery is OUTSTANDING VALUE. Says the Loewy 
design plus the heavy weight plus the right price all add 
up to a hot seller. 

Allright — I'd like Discovery to be more than just 
another pattern, too. So I ask. I’m told. Seems the old 
saw about “a thing’s got to be seen to be sold” is true. 
Seems all these fellows and others like them are display- 
ing Discovery where customers can pick it up and feel 
its perfect balance. Seems, too, these fellows have been 
getting new customers and young customers, by using 
stuff I never thought worthwhile. Like promotional 
material and advertising and merchandising ideas that 
Wallace gives dealers to back up every Wallace pattern. 

So now you know, how come the displays... how 
come the counter cards .. . how come the customers. 


MVALLACE 
SILVERSMITHS 


At Wallingford, Connecticut... since 1835 
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Plum brown, rose russet and white against a 
gray background appear in “Angel Wings” design 
in English dinnerware; 5-piece setting retails at 


$8.75. From Doulton & Co., Inc., New York. 


New “Montecito” pattern in Franciscan china 
has enameled petals in pink and white with green 
leaves on aqua rim; 5-piece place setting retails 


for $22.75. From Gladding, McBean & Co., Los 
Angeles. 
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“Bridal Belle” is the name of this stemware de- This slim relish tray is in Ikora tarnish-resistant 


sign with platinum band and hand-cutting; it may silverplate, made by the W.M.F. factory in Ger- 
retail for $45 a doz. 7-in. plates, $45; &-in. plates, many; entirely handmade, it retails at $14.50. 
$48. By Fostoria Glass Co., Moundsville, W. Va. From Ikora Importers, Inc., New York. 
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Deep-cut Orrefors crystal from Sweden, part of Tea kettle in Spode earthenware is decorated 
new “Marquise” line of accessories, retail $20 to with the famous “Tower” design in either pink or 
$85. Vases are 11 in. and 5% in. high; bowl 6 in. blue; 4-qt. size retails for $32; 2-qt. size, for $28. 
wide. From Fisher, Bruce & Co., Philadelphia. From Copeland & Thompson, Inc., New York. 
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Pussy: What’s up, Owly? — 
Owl: Reed & Barton’s latest. 
,ooks like their 
6th hit in a row! 
Pussy: But when? 


Owl: Patience, my pet, 


SOOT). 


IRIE 










(Look for the full story breaking September 1 in this publication) 


GID & IBAIRTON 


SILVERMASTERS SINCE 1824 © TAUNTON, MASSACHUSETTS 


lable to 


“Aurora” design in embossed Queensware has 
white leaves and Aurora cameo against gray rim, 


white center; 5-piece place setting, $18.75 retail. 


From Josiah Wedgwood & Sons, Inc., N. Y. 


New Dwight D. Eisenhower toby jug modeled 
vy American sculptor and produced in English 
earthenware, naturally tinted; 714% in. in height, it 
may retail for $15. From Bertson House, Ltd., of 


New York. 


Designed by Belle Kogan, new shape and pattern 
of yellow and gray leaves on white in melamine 
dinnerware; 16-piece set retails for $19.95. By 
Boonton Molding Co., Boonton, N. J. 
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New “Splendor” design has sophisticated flower 
motif and introduces new celadon green border 
with platinum lines; 5-piece setting retails at 
$18.95. By Syracuse China Corp., Syracuse, N. Y. 


Group of accessories in Kosta crystal from 
Sweden includes decanter, $24 retail; 5 in. bowl 
with deer design, $40; bird-of-paradise vases, $12 
each. From Ebeling & Reuss Co., Philadelphia. 





New Corcoran crystal vases made in Sweden are 
10 in. in height, and have squared lines at top; 
hand-cut in either palm tree or crane design, $10 
retail. From.D. Stanley Corcoran, Inc., New York. 
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i's the latest news from 


A LLACE 


Here are two new, bright stars in the Wallace Custom 
and Hallmark lines. 

Crafted by silversmiths with a distinguished reputa 
tion more than a hundred years old, these graceful, 
simple designs are precisely what the modern market 
demands. Distinctive gift-packaging makes them easy 
to sell . . . easy to buy. 


STAINLESS 


New Balance, newest member of the Custom line is 
smart as the most expensive tableware. It’s a balanced 
place setting in heavy-weight, fully graded stainless 
steel with a lustrous satin finish! 

New Lilt, latest member of the Wallace Hallmark line 
offers up-to-the-minute styling in graded, heavy- 
weight stainless . . . at a price everyone can afford! 


WALLACE STAINLESS . . . A DIVISION OF WALLACE SILVERSMITHS. AT WALLINGFORD, CONNECTICUT . . . SINCE 1835 
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China 
Glass & 
Giftwares 


by MADELINE LOVE 


type of customer these days. Or perhaps 

we should say a new type of prospective 
customer. This customer is the new new-rich, one 
whose family income has within the past few 
years gone to undreamed-of heights, but whose up- 
bringing and background have not prepared her 
for the happy task of selecting lovely things for 
the table. In fact, she may not yet have even 
thought about owning high-quality tableware, and 
if she has, she may be timid about entering a 
jewelry store to look at the patterns. 

Such potential customers are a part of the huge 
“established families” market which was dis- 
cussed in this magazine last month by an official 
of one of our great silver companies. His company 
has prepared a comprehensive program to pro- 
mote this market. The program is, of course, 
pointed primarily at instilling pride in the owner- 
ship of a complete flatware service. But china and 
glass belong in the same merchandise category, 
with many a family willing to “make do” with 
unmatched, chipped dishes which are completely 
out of character with its elevated standard of 
living. 

Your town unquestionably has its share of these 
families, whose fat new incomes are being spent 
on dishwashers instead of dishes—to whom the 
satisfaction of a well-set table is less important 
than that new mink stole. Are you doing your best 
to get these people into your store where they may 
see tables correctly set with fine ware, and get the 
“feel” of a sterling fork, a crystal goblet, a china 
plate? The manufacturers’ programs of promo- 
tion and advertising can go just so far in building 
sales. Then it is up to the jeweler, who handles 
all of the components of the table setting, to make 
this new group of customers warmly welcome to 
come to his store and actually see the merchandise, 
to handle it and to learn its value in everyday 
living. 


‘ S YOU HAVE, no doubt, noticed, you have a new 


NCE again, after a period of several years, the 
Castleton Collection of Contemporary Art is 

on display at the Castleton China, Inc., showrooms 
in New York, both the originals and the reproduc- 


(please turn page) 
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Spode 


DINNERWARE 
ACTUAL SIZE 


Bone China 
Miniature 
Cup & Saucer 
Retail price: 
$3.00 each 


a 


Spode Bone China Miniatures are made and 
decorated with the same meticulous care that 
has made Spode famous. Twelve different 
patterns are carried in stock with Cups & 
Saucers, Teapot, Cream & Sugar. See them 
at the Spode showroom or write 


Wholesale Distributors 
Copeland & Thompson, Inc. 
206 Fifth Avenue, New York 10, N. Y. 



































FRANCONIA CHINA 


One of Europe’s Finest 


ELEGANCE 
RETURNS! 


@arcarole 
arcarote 


@ Will be seen in forthcoming September issue of 
HOUSE & GARDEN 


Inspired by the grandeur of 18th century Venice . . 
mic scrollwork and fleurettes of Platinum and Pearl Grey with 


. with rhyth- 


delicate traces of Jet Black ... on pure white translucent china 
elegantly banded with Platinum on a rim shape ... a mark of 
impeccable taste when used with either Contemporary or Tradi- 
tional table settings. 
5-pe. Place Setting with 1014” dinner plate: $12.70 retail 
(Slightly higher South & West) 


39-41 West 23rd St. 
HERMAN C. KUPPER, INC. New vedi eS 
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CARVEL HALL GIVES YOU 329.95 


YOU GET THIS LEISURE STAINLESS 16-PIECE SERVICE FOR FOUR 


FREE 


PLUS FREE SALES AIDS 


Stuffers, Colorful 


newspaper —- 
DESIGNED BY GEORGE NELSON ads, Sales senna aap agg 
Tips folder 


Leisure tcblewear—design patents applied for 


3 Carving Sets some, black gift cases have been a 
2 6-Piece Steak Sets $44.85 stand-out seller since they first 
1 8-Piece Steak Set $19.95 came on the market. Now, with 
1 16-Piece Service this package of seven Leisure sets, 
RETAIL VALUE you also get free a complete Leisure 
YOU PAY ONLY Tableware service for four plus 
merchandising aids to help you sell! 
Now’s the time to order—talk to 


Now, aimed especially for Fall sell- your Carvel Hall distributor about 
ing, this Carvel Hall promotion this special profit package! CHAS. D. BRIDDELL, INC. 


PESOS you a real profit item! These Leisure Steak Knives —- design patent #177672 CRISFIELD MD 
; . 


; : Q ; Leisure Carving Set— design patents #177672, 
quality stainless steel pieces in hand- #77807 ©1957, Chas. D. Briddell, ine. 


*Equal to discount of 50% and 5%. 


216 JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 








CHINA, GLASS & GIFTWARES (from preceding page) 


tions on china. Works by such artists as Picasso, 
Modigliani, Vertes, Adolf Dehn, Thomas Nason, 
Salvador Dali, Arnold Blanch, Montenegro, and 
Mme. Ching-Chih Yee are represented in the col- 
lection, which is available to jewelry stores for 
exhibit. Most recently, the collection was on dis- 
play at Altman’s Short Hills, N. J., store. 
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ERE is a view of the special Orrefors glass- 
ware display arranged by B. Altman & Co., 

New York, during the final two weeks of June. 
This fine glass from Sweden, which is imported 
by Fisher, Bruce & Co. of Philadelphia, was given 
a setting which combined severity of line with 
rich coloring of background, and many of the de- 
signs were also shown in complete table arrange- 
ments. A number of the pieces shown had just 
arrived in this country and made their debut at 
the exhibit. 


5 errr HOUSE, LTD., New York china and 
glass import house, which recently moved 
from 10 West 56th Street to new air-conditioned 
quarters on the 20th floor of 212 Fifth Avenue, 
has taken over the lines of Swedish glassware 
formerly carried by Enright-LeCarboulec, Inc. 
The lines are on display now at the Bertson House 
showrooms. 


REMODELING job recently completed on the tenth 
floor of the Hotel New Yorker gives a new 
look of spaciousness to the exhibits on that floor 
at the New York Gift Show, set for Aug. 25 to 30. 
Sample rooms there having proved inadequate, 
the hotel removed 30 rooms from the floor by en- 
larging that many in a “two for one” arrange- 
ment. The Show occupies the second through 
eleventh floors of the hotel as well as the second 
through sixth floors of the Trade Show Building, 
across Kighth Avenue from the hotel. 


ILLIAM M. FRENCH, formerly with the Grant- 

Jacoby Co., of Los Angeles, who joined the 
Ebeling & Reuss Co. sales force on May 1, is in 
charge of the company’s Los Angeles showrooms, 
and calls on major accounts in Los Angeles, Pasa- 
dena, and Westwood Village. Another former 
Grant-Jacoby man, Frank Burns, covers northern 


(please turn page) 
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Who was the first English china company to design fine din- 
nerware in line with American style trends? Royal Doulton. 
And who brings you the heaviest national advertising pro- 
gram in the English china field? Royal Doulton, with a 
powerful Fall schedule in BETTER HOMES & GARDENS, LIVING 
FOR YOUNG HOMEMAKERS, HOUSE & GARDEN, HOUSE BEAUTIFUL, 


THE NEW YORKER, MODERN BRIDE, SEVENTEEN and HOLIDAY. 


Roval Doulton 
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for a 15” lamp. It's 
the answer to boxing difficult, 
hard to wrap items. Solve 
your gift packaging prob- 
lems with Lindley fold- 
ing gift boxes... 
easy to use and 
$O economical! 


Shown 
Box No. 67 
17x 8% x 8% 


Packed 25 ey A paar Co, 


1737 W. 2nd, Marion, Indiana BOX AND’ PAPER 































Mr. Meyers shows a Stainless Steel service for eight. Part of Wilkens’ regular display or stainiess Stee! flatware Is visible behind him. 


““Stainiess Steel represents 80% 
of our flatware sales,’’ 


SAYS M. C. MEYERS, MERCHANDISING MANAGER, WILKENS JEWELRY COMPANY, PITTSBURGH, PA. 


Wilkens sells several thousand com- 
plete sets of Stainless Steel flatware 
a year. Average price is between $20 
and $30—but they stock a complete 
range from $9.95 to $69.95, for a 
service of eight. 

According to Mr. Meyers, “Stain- 
less Steel is rapidly taking over as 
the ‘standard’ table utensil in the 
home. Very frequently, our custom- 
ers will compare other flatware and 
Stainless Steel side by side, then se- 
lect Stainless on the basis of price, 
durability and looks.” 

Wilkens has found Stainless Steel 


flatware to be a bona fide and profit- 
able jewelry store item, since the 
many beautiful patterns and obvious 
quality often influence customers to 
buy a set priced at $29.95 or higher 
when they originally planned to pur- 
chase a less expensive set. 

Wilkens is the largest jewelry ad- 
vertiser in the Pittsburgh area. In 
December 1956 alone, they used 
75,000 lines of newspaper space—6 
live television shows weekly, includ- 
ing their widely viewed hour-long 
weekly television show and )5-a- 
week, 15 minute television shows. 


Stainless Steel flatware is frequently 
advertised in Wilkens’ regular ad- 
vertising schedule, and they enlarge 
their in-store displays at the time. 
A typical store will have an average 
of 12 sets on display at ali times. 

Stainless Steel flatware can be an 
excellent traffic builder for your 
store, too. Just give it good display, 
carry a wide range of styles and 
prices, and give it a fair share of your 
promotion activities. 
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CHINA, GLASS & GIFTWARES (from preceding page) 
California, northern Nevada, Oregon and Wash- 
ington for Ebeling & Reuss, while Clinton East- 
man continues to cover southern California, south- 
ern Nevada and Arizona. Clyde McCulloh, who 
retired from the company July 1 after 25 years’ 
service, is now in charge of sales promotion on the 
Pacific Coast for R. F. Brodegaard & Co., Inc., 
with headquarters at that firm’s showrooms in the 
Brack Shops Building, Los Angeles. Mrs. Dorothy 
Barrick is continuing in the Ebeling and Reuss 
showrooms in the Brack Shops. 






R. H. PRINCE PHILIP, Duke of Edinburgh, 
e has presented a certificate of merit to the 
Hon. Josiah Wedgwood, chairman and managing 
director of Josiah Wedgwood & Sons, Ltd., for the 
firm’s new “Strawberry Hill” pattern, designed 
by Miss Millicent Taplin, staff designer, and 
Victor Skellern, art director of Wedgwood. 

The pattern, done on bone china, was chosen 
among 12 “Designs of the Year,” from a group of 
3500 products displayed in the Design Center in 
London, and was the only ceramic so honored. 
This Design Center, maintained by the Council 
of Industrial Design, shows a selective cross sec- 
tion of British products and includes, besides pot- 
tery and glass, such merchandise as furniture and 
furnishings, lighting fixtures, leather goods, radio 
and television, office and kitchen equipment. 


tT pe gone A. SECHRIST, general sales manager 
of the Franciscan dinnerware division of 
Gladding, McBean & Co., Los Angeles, has an- 
nounced the appointment of James Henkle as dis- 
trict sales manager for New England, and Weldon 
Wood as sales representative for Pennsylvania 
and New York. Both men report directly to James 
T. Berry, eastern sales manager, in New York. 
Mr. Henkle formerly covered Pennsylvania and 
New York while Mr. Wood represented the firm 
in Ohio. 


HE Keystone China and Glass Show at Pitts- 


burgh will be held from Saturday, January 4, 
(please turn to page 220) 
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SEPTEMBER Ist thru 5th 
The 34th Allied Gift 
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SEPTEMBER 15th thru 18th 
The 26th Denver Gift 








and Jewelry Show 
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SEPTEMBER 29th 
thru OCTOBER Ist 


The 3rd Phoenix Gift 
and Jewelry Show 


HII Hotel Westward Ho 
HI \\- 


ALLIED EXHIBITORS smamme 


* LOS ANGELES 95 - 
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THIS LIQUIDATION 
GROSSED $175,00 
IN 1 MONTH 


These 2 men can do it for you, too 


THE FACTS 


THE STORE — WOODRUFF'S INC., N.J. 
THE TIME—MAY TO JUNE ‘57 


WOODRUFF'S INC. had operated their 
Church St. store for over 43 years, enjoying an 
enviable reputation; doing a good volume. It 
was now their intention to sell the stock and 
fixtures and retire. 

To accomplish this quickly, Woodruff's Inc. 
called in stock buyers. The vest offer made was 
$45,000, lock, stock and barrel. It sounded quite 
reasonable. Hearing of this, we asked Woodruff's 
Inc. for an opportunity to explain how a liquida- 
tion sale under our methods, based upon 35 years 
in this field, could bring them far greater financial 
rewards than the $45,000 offered. 

Convinced our methods could provide thou- 
sands of dollars above that figure, an agreement 
was reached. Our first step was to open with a 
Flat sale, which proved highly successful. During 
the final few days, we followed with an Auction 
sale, and wound up with a total gross of $175,000 
for the 30 day period: and with a nef for 
Woodruff's Inc., after all expenses, far beyond 
their wildest dreams. 

Our long and tried experience in the jewelry 
trade, plus our “know-how" in conducting Flat 
and Auction sales, can be worth thousands of dol- 
lars more to you, too, as it did Woodruff's Inc. If 
you have to raise cash quickly, turn surplus stock 
into cash, run a Going-Out-Of-Business sale, or 
sell out completely for spot cash, we invite your 
inquiries, without any obligation whatever. We 
know we can be of great help to you. 


Members of the Jewelers Board of Trade 


WRITE - WIRE - PHONE COLLECT 


COLMES & BRILL 


Auctioneers — Sales Specialists 


% 45 WEST 45TH ST., N.Y. 36 JU 6-2334 
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CHINA, GLASS & GIFTWARES (from preceding page) 
to Friday, January 10, at the Fort Pitt Hotel, on 
the first to the fourth floors. A cocktail party for 
buyers will be held Sunday, January 5, at the 
hotel. In honor of the Show’s tenth anniversary. 
it has been decided to expand the door prize pro- 
gram. 


ee eg California, Inc., the organization 
of some 100 California manufacturers of 
things for the home, has decided to present an 
annual award each January to outstanding stores 
throughout the country for excellence in the pres- 
entation of California homewares. To be known 
as the California Award, it will be presented in 
12 categories to department stores and specialty 
shops for display, promotion and presentation of 
china, glass, giftwares, lamps and stationery 
made in California. Ailan Adler, silversmith, is 
designing the awards, which will be given out at 
the California Gift Show in Los Angeles next 
January. 


HE Duncan & Miller Division of the United 

States Glass Co., of Tiffin, Ohio, has moved its 
New York offices and showrooms from 200 Fifth 
Avenue to Suite 537 at 225 Fifth Avenue. 


Gerald L. Dossick 


Papas L. DossicK, who recently resigned as 
eastern sales manager for the Metlox Mfg. 
Co., of California, has been appointed sales man- 
ager for Viners, Ltd., of Sheffield, England, man- 
ufacturers of sterling silver, pewter and cutlery. 
Viners is represented in this country by Fine 
China Associates, Inc., of New York, and Mr. 
Dossick will make his headquarters in the com- 
pany’s showrooms, in charge of Viners’ sales, pro- 
motion and advertising. 


M* BERNADETTE GHISI, for some years china, 
glass and gifts buyer for the Wiss jewelry 
store in Newark, N. J., has joined the Pasmantier 
Co., of New York, as sales manager for its lines 
of cut and decorated glassware. 


* * * 


From a jeweler’s ad in Port Arthur, Ont.: “You 
don’t need cash! Instead use our revolting credit 
plan.” (Quoted from the Reader’s Digest.) 
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Reflecting the new romantic trend in home decoration, “‘Ballad’’* matches the mood of 


today’s brides and gracious hostesses. Complements the fine linens, traditional china, 


more elaborate décor now in demand . . . with a timeless beauty all its own. Community* 


craftsmanship in every detail, ‘““Ballad”’ is sure to bring you sales success! 
f gy 


Turn the page to see how you can hit a new high in silverplate sales... 
with Community’s unparalleled program for introducing “Ballad”! 


Created in the Design Studios of Oneida Ltd. Silversmiths 


*TRADEMARKS OF ONEIDA LTDO.. ONTIDA,. NEW YOR 





GIVES YOU THREE TRAFFIC-BUILDING OFFERS TO MAKE 
SALES OF THIS ROMANTIC NEW PATTERN SING! 


A Drawer Full of Serving Pieces 


offered free 


with the purchase of eight place settings. 
Plus free anti-tarnish drawer chest in choice of honey-blond 
or rich mahogany finish! 


Customers pay just $88 (the price of eight 6-pc. place settings 
@ $11 each) and get 56 pieces of Community* in all! Eight free 
serving pieces and impressive drawer chest included free! 


And you can sing sales lullabies to customers in the market for 
junior-size silverware .. . with “Ballad”’* child and baby items. 
Available in all popular Community junior pieces and packages. 









pb 













Four After-Dinner Coffee Spoons, 
only $2.50 retail, 


during “Ballad” introduction. (A $4 value!) Petite-size spoons that fit 
beautifully today’s popular custom of serving demi-tasse coffee. A sure 












UNITY — 
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hit with your gift trade . . . and a valuable sales 






sparker in selling full services of “Ballad.” 
(Full profit on item for you!) 










Sauce Bowl and Ladle, 
only $2.95 retail, 


during pattern introduction. (A $5.35 value!) Both 







pieces have many uses. Deep Imperial glass bow] 






holds sauces for salads, gravy, canapé dips; can also 






be used for candy, nuts, flowers. “Ballad” ladle 






serves berries, sauces, gelatin, puddings, etc. Lets 






you display the beauty of the “Ballad” design in 






large measure. (Full profit on item for you!) 


is 
* 
¥ 
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‘‘Ballad’’ Counter or Window Display 


features a 6-piece place setting. Both display 






and the silver free with the purchase 






of two 26-pe. sets in drawer chest. 
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Free Merchandising 
Aids also available 


Newspaper mats in many sizes, circulars, 
envelope stuffers, window banners. 








Pius New Cooperative 
Advertising Pian! 


Your Franchised. Wholesale Distributor or 
Community Representative has the 
details for you! 











Feature these introductory offers now! For this very month, 
“Ballad” will be seen by your most vital prospects for silverware... 


THE FINEST SIiIL_vEeERPtLatT Ee By 







*TRADEMARKS OF ONEIDA LTD.. ONEIDAL Mt. ¥. 


of 


f 


HITS A NEW HIGH 


in reaching your most vital prospects for silverware—-WOMEN! 


... Starts its overture with high-key advertisement in full color 


in September LADIES' HOME JOURNAL (the biggest women’s magazine)! 


SPECIAM rN yr a ‘yoORY OF! oe 


. - . picks up tempo with page-plus-column advertisements in: “Ballad”* then follows up this brilliant introductory score with 
an encore of advertisements in every one of the magazines 
McCall’s—September listed 1. . two more in the Ladies’ Home Journal! Reaching a 


Better Homes and Gardens—September total audience of nearly 143 million women readers during 
? September, October and November! 


Good Housekeeping—October “Ballad” will also be presented on popular TV participation 
shows! 

.. . keeps playing to the audience most interested in silver- Order “Ballad” now from your Franchised Wholesale Dis- 

ware with bleed pages in: tributor or Community* Representative . . . and get in on the 

business bound to vibrate from this resounding advertising 


Mademoiselle—September program! 
Living for Young Homemakers—September 


Bride’s Magazine—September cc é) M M 7 N | gx Y 


The American Home—October THE FINEST SILVERPLATE 
Charm—October Created in the Design Studios 
Progressive Farmer—October of Oneida Ltd. Silversmiths 
The New Yorker—November 2 “TRADEMARKS OF ONEIDA LTD., ONEIDA, N. Y. 
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We take pride in our Wholesalers’ reception of BALLAD 


Our wholesalers in choosing to express 
themselves on Ballad, as they have in their 
own advertisements on the following pages, 
pay high tribute to this new Community 
pattern as a profit-builder for the jeweler. 


Over the years I have had the happy ex- 
perience of working with our wholesale 
distributors during the introduction of many 
successful Community patterns. It has been 
especially gratifying, therefore, to see the 
enthusiastic response they have given the 


new Ballad pattern. 
ee 
| ee : UR 


DIRECTOR OF COMMUNITY DIVISION 
ONEIDA LTD., SILVERSMITHS 























RESIDENT, ONEIDA LTD., SILVERSMITHS 














see pg. 221 for full story on Baliad 


We take pride in offerin 





373 Washington St. BOSTON 














I. ALBERTS’ SONS, INC. 


“We have introduced many Community patterns during 
our 59 years as wholesalers. Ballad is right for our area. 
Let us advise you on stock selections, etc., to assure you 
immediate and follow-up business.’’ Harold Alberts 









387 Washington St. BOSTON 












































373 Washington St BOSTON 


E. H. SAXTON CO. 


““Ballad, an outstanding new pattern in flatware, holloware 
and baby goods! Its promotion fits every type of jeweler. 
We are ready to help you. Be the store in your area that 
gets the most out of Ballad.’ John F. McNamara 


K. A. MURPHY CO. 


“Oneida has been in the silver business since the turn of 
the century. So have we. This combined experience is 
yours to make the most of Ballad in your area. We have 
profitable promotional ideas for yeu. Call us.’”’ Edwin Fish 








“ORDER TODAY 


"BALLAD by Community 


167 George St. NEW HAVEN 

















J. A. SULVER CO. 


““Community’s new Ballad is ideally tunéd to the current 
market, and the introductory items offer true value to the 
wholesa’ +, retailer and consumer.”’ Jack Silver 





541 Burke Bidg. ROCHESTER, N.Y. 





For wholesoler's phone no. see pg. 24! 





























139 Pearl St. ALBANY, N. Y. 


HYMAN M. COHEN 


‘““‘Having seen and sold many Community patterns in our 
25 years as wholesalers, we know that Ballad is one of the 
best! Call us for stock selection advice, promotion ideas 
and bigger profits.’”” Hyman M. Cohen 


M. LEVITZ & CO. 


“We say that Ballad is beautiful in design and dra- 
matically promoted. Here is extra silverware business for 
every alert jeweler. Contact us today.” 

Jerry Levitz, E. H. Bocian, Harvey Geller 








2@ pg. 221 for full story on Ballad 


e take pride in offering 


210 Ellicott Square BUFFALO 














PETERSEN, MAX & CO. 

‘““Not often are jewelers handed something with the imme- 
diate profit in it we see in Ballad. Pattern and mer- 
chandising are right. Ask us why. We can help you wring 
the last dollar out of it.’’ George J. Petersen 














260 Washington St. NEWARK 



































15-17-19 Maiden Lane NEW YORK CITY 


eke Sear 





NEW JERSEY JEWELERS SUPPLY HOUSE 


“Some jeweler in your area is going to get the bulk of the 
‘ready-made’ business on Ballad. Let us show you how it 
can be you. We know silverware, your trading area, and 
your store. Call us.’’ J/sadore Zuckerman 





J. W. JOHNSON, INC. 

‘“‘As one of the original jewelry trade distributors for Com- 
munity we have seen many patterns. On the basis of our 
experience we say Ballad is right. Ask us why—and how 
you can move it in volume.” H. B. Tagg 





"BALLAD by Community 


27 W. 23rd St. NEW YORK CITY 














A. COHEN & SONS CORP. 


“The public knows Community. The public will love 
Ballad. We know the jeweler and we love to help him. 
Particularly on the proper stocking and merchandising of a 
‘natural’ like this new pattern. Call on us.”’ Marvin Cohen 





27 W. 23rd St. NEW YORK CITY 

















For wholesaler's phone no. see pg. 24! 

















134 W. 30th St. LOS ANGELES 


A. COHEN & SONS CORP. 


‘Just as each piece of Ballad is individually designed, so is 
the promotional program adaptable to every store. We 
offer our intimate knowledge of your area to help you get 
‘everything’ out of this new pattern.’’ Melvin Cohen 


A. COHEN & SONS CORP. (L.A. Branch) 


‘Any new Community pattern means more business for 
jewelers who just display it. The jeweler who gets the most 
out of it, stocks it in the right balance and promotes it 


properly. Let us help you on this.”’ 
Mark Seiden, L.A. Branch Mgr. 





2s@ pg. 221 for full story on Baliad 


We take pride in 


66 Nassau St. NEW YORK CITY 
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LIEBERMAN BROS. 


“Ballad, a product by Community, like its meaning will 
sing itself into the hearts of thousands of new brides. We 
will gladly supply your needs for any quantity, set or 
single teaspoon.’’ Ben Lieberman 


15 W. 47th St. NEW YORK CITY 





























160 Fifth Ave. NEW YORK CITY 


S. K. L. CO., INC. 


‘We see a bright profit-picture for Ballad. Our experience 
in the introduction of new patterns, our knowledge of the 
trading area and its individual jewelry businesses suggest 
you call on us for Ballad.’’ Moe Levine 


L. LURIA & SON, INC. 


“Ballad will spark your silverware sales. The pattern is 
right. The promotion is so complete it can be fitted to 
every type store. Let us show you how to tailor it for 
yours. Call us.”’ Joseph J. Luria 





"ORDER TODAY 


LLAD by Community 


135 Fifth Ave. NEW YORK CITY 


Sapegen, 2 











NAT ZUCKERMAN & CO., INC. 


“Without wasting words, Ballad has what it takes to make 
your silver sales ‘jump’. . . That is if you stock it and pro- 
mote it for all it’s worth. Let us show you how to do just 
that. Call on today.’’ Max Shapiro 














Scranton Times Bidg. SCRANTON 





For wholesaler's phone no. see pg. 24! 























712 Sansom St. PHILADELPHIA 


GEORGE PHILLIPS CO. 


“‘Please send me your orders for Ballad. I can’t call per- 

sonally as my driver’s license is delayed.”’ Larry Freedman* 
*Larry’s my grandson. I’m building my business for him. 

Start him off right. Send him your order. Harold A. Phillips 


AISENSTEIN & GORDON, INC. 


“Community is an old hand at introducing silverware 
patterns, nationally. Aisenstein & Gordon, since 1895, has 
been making national promotions profitable — on the local 
level. Let us do this for you—on Ballad.”’ David Jacoby 





See pg. 221 for full story on Ballad 


We take pride in offering 


729 Sansom St. PHILADELPHIA 

















JOSEPH B. BECHTEL & CO., INC. 


““We’ve sold every Community pattern since the first one, 
introduced early in the century. From this experience we 
say Ballad is ‘right’; from pattern to promotion. Let us 
help you get the most from it.’’ F. Clarke Bechtel 











21 W. Baltimore St. BALTIMORE 
































20 Hopkins Place BALTIMORE 


MAX KOHNER, INC. 


‘‘Be the jeweler in your area to get the bulk of the pre-sold 
business from Community’s national promotion on Ballad. 
Let us show you how. We know the business, your store 
and your trading area.’’ Henry H. Brown 


AMERICAN JEWELRY COMPANY 


“What excitement! The very week Community introduced 
Ballad, we moved into our new and larger quarters. Both 
are beautiful. Come visit us and see them. Let us also 
direct you toward BIG volume on Ballad.’’ Morris Berman 





"BALLAD by Community 


930 E Street, N. W. WASHINGTON, D. C. 











SOBEL BROTHERS (The Biustein Co., Inc.) 


‘Jewelers in the South will find in Ballad the rich tra- 
ditional style that is’so sought after by people in this area. 
Ballad has ‘IT’ in price, in style and in promotion.”’ 


Eugene J. Sobel 








406-408 S. Morgan St. TAMPA 





For wholesaler's phone no. see pg. 24! 





























3622 Prospect Ave. CLEVELAND 


. 


DUNN & EWBANK, INC. 


‘‘When Community offers a new pattern like Ballad, silver- 
ware sales will soar. How much this means to your store 
depends on properly promoting it in your market. Call on 
us for this.”’ Francis O. Ewbank 


THE H. W. BURDICK CO., INC. 


‘Community has been selling silverware over half a cen- 
tury. So have we. Oneida knows how to promote nationally. 
We know the business locally. Our experience means more 
profits for you on Ballad. Call on us.”’ David J. Rosner 





See pg. 221 for full story on Ballad 
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850 Euclid Ave. CLEVELAND 














A. H. FICKEN COMPANY 


‘““We see in Ballad a real opportunity to increase flatware 
sales. A fine new design with a good promotional pro- 
gram. Let us assist you.”’ R. J. Tompkins 





238 S. Meridian St. INDIANAPOLIS 
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3210 Euclid Ave. CLEVELAND 


BALDWIN-MILLER COMPANY, INC. 


‘Ballad is a honey. Feature the coffee spoons and sauce 
bowl sets. Buy only 2 sets and get a beautiful Place 
Setting display free. Run a 2 Col. x 8’’ newspaper ad, 50% 
paid by Community. You can’t miss.”’ John Goll 


J. H. GROSS & CO. 


“Both Community and J. H. Gross have been selling sil- 
verware over 50 years. We both forecast big profits for you 
on Ballad. Let us help you tie in your merchandising with 
the national promotion. Call us today.’’ Joseph H. Gross 





“ORDER TODAY 


"BALLAD by Community 


313 Arcade Bidg. ST. LOUIS 











WILLIAM P. MAHNE SILVER CO. 


“I approve Ballad. By proper use of the promotional tools 
offered with it, the jeweler can’t miss. Call on us for the 
help that will assure you the biggest possible success with 
this new pattern.”’ William P. Mahne 





1940 E. Jefferson Ave. DETROIT 











For wholesaler’s phone no. see pg. 24! 











213 W. Wisconsin Ave. MILWAUKEE 


THE GORENFLO CO. 


“Getting the most out of a new pattern is only one way 
our service works for maximum profit for you. Call on us 
for help in selections, displays, and promotional deals on 
Ballad.”’ John Christian Gorenflo 


A. C. KUESEL & SON 


““Everything is ready to cash-in on the excitement of a new 
Community pattern. We have studied the promotion. Let 
us help you be the store in your area that gets the most 
out of Ballad. Call us today.’’ A. C. Kuesel 





See pg. 221 for full story on Ballad 


We take pride in offering 


213 W. Wisconsin Ave. MILWAUKEE 














H. P. JOHNSON CO., INC. 


““Ballad has what it takes to make your silver sales jump; 
that is, if you stock and promote it properly. Let us show 
you how this can be done to your greatest benefit. Call 
us today.’ H. P. Johnson 














6 N. Michigan Ave. CHICAGO 









































500 N. Pulaski Rd. CHICAGO 





THE BALL COMPANY 


“Community has been making, and the Ball Company 
selling silverware over half a century. Benefits of this 
experience, plus our knowledge of the business locally, can 
be yours. Write, wire or call me on Ballad.”’ John Gerlach 


N. SHURE CO. 


““We’ve seen silver of distinction—and distinction in 
silver—for the past 69 years . . . but Ballad is the pattern 
with a ‘heart throb’—it’s a jeweler’s must for kingsize 
profits!’’ Donald J. Shure 





"BALLAD io ——— 


22 W. Madison St. wenniesetter 








A. C. BECKEN CO., INC. 


‘Ballad is outstanding and every retail jeweler should take 
advantage of the special ‘Introductory Offer’ to advertise 


and sell it. Buy Ballad from Becken—and get the best.”’ 
Ted Hines 











29 E. Madison Ave. CHICAGO 





For wholesaler's phone no. see pg. 24! 





538 S. Wabash Ave. CHICAGO 


LOSSAU & KRAMER 


“Your success is our responsibility. We know that Ballad 
is going to be a real success. Make us responsible by 


placing your order with us today.” 
Stanley and Herman Kramer 


EMIL BRAUDE & SONS, INC. 


‘Selling fine silverware has brought success to Community 
for half a century. Effective promotion on the local level 
has been our specialty for 64 years. Let us help you boost 
profits with Ballad.’’ Abraham and Benjamin Braude 
































See pg. 22! for full story on Ballad 
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41 12th St. N. MINNEAPOLIS 











- 








S. H. CLAUSIN & CO., INC. 


““The design of Ballad fits in with current home fashions. 
Its promotion fits in with the public’s present interests. 
Our experience fits in with your getting the most out of 
this opportunity. Call us.’’ Lloyd G. Pattee 





111 W. Commerce St. SAN ANTONIO, TEX. 















































5. M. HAMMOND COMPANY 


“It takes years of manufacturing experience to produce a 
pattern like Ballad. It takes years of localized merchandis- 
ing such as we offer for you to get the utmost profit from 
Ballad. Call on us for suggestions.’’ Rigsby Hammond 








OKLAHOMA ROSS BECK CO., INC. 


“The fine design, substantial weight and powerful promo- 
tion of Ballad means an automatic boost for jewelers’ 
silverware business. Let us help you make the most of 
this opportunity. Call us today.’’ Herb Fuhrman 
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"BAL D by Community 


ICT Building DALLAS 








WILLIAM R. KATZ CO. 


‘*There’s profit in that Ballad. Get the most out of it. We 
know your business, your community, and your customers 
. And we want to work with you. Write or phone 


today.” William R. Katz 





506-508 San Jacinto St. HOUSTON 














For wholesaler's phone no. see pg. 24! 

















311 S. Akard St. DALLAS 


TAYLOR & CO., INC. 


‘Ballad is a profit-maker! Use Community’s national pro- 
motion and our knowledge of your business, your com- 
munity, your customers. To make the most of Ballad, 
write or phone us today.” D. B. Cox 


LYLES-VAN-De GRAZIER CO., INC. 


‘“‘An exciting prospect for bigger profits from silverware. 
We offer our knowledge of your market, our experience 
in proper assortments, our suggestions for promotional 


tie-ins. Call us today for Ballad.’’ Arch M. Lyles 





See pg. 221 for full story on Ballad 
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1201 Welton St. DENVER 
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ALBERT F. LONG CO. 


“Here is excitement! Ballad and its merchandising will 
appeal to your salespeople and customers. Our service, 
with its score of years experience in getting the most out of 
new items, is yours for the asking.’’ Albert F. Long 











1417 Fourth Ave. Bidg. SEATTLE 
































357 W. 2nd South St. SALT LAKE CITY 


SIMON GOLUB & SONS 


‘“‘A beauty as a pattern and as a profit-maker. Ballad can’t 
miss. Don’t you miss the service we offer in proper assort- 
ments, display suggestions, and selling ideas. Call us 
today.”’ Stanley D. Golub 


WESTERN SUPPLY CO. 


“Ballad is timely in design and in its merchandising. It is 
timely for our jewelers’ silverware volume, too. Here is 
excitement! Get the most out of it by letting us help you.”’ 

George La Mont Richards 





“ORDER TODAY 


"BALLAD by Community 
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5550 Harbor St. LOS ANGELES 


E. W. REYNOLDS CO. 


NRT ry an 


‘““‘We, the management team of this 69-year-young com- 
pany, are enthusiastic about Ballad as a pattern and a 
promotion. This enthusiasm is shared by Reynold’s sales- 
men who like to offer a sure winner to the retailer.”’ 


ak tor ig E. Reynolds Butler, Jack C. Comly, 
utler, Sr., Walter H. Butler, Jr. 





Handy Booklet Presents 
Concise Picture of the Jewelry 
Industry And How to Break Into It 


No. 85 in the series of vocational and profes- 
sional monographs published by Bellman Publish- 
ing Co., Cambridge 38, Mass., is The Jewelry 
Industry. 
® In 26 pages the booklet presents a readable and 
concise summary of facts which a man or woman 
considering entering any one of the various indus- 
tries connected with the production and selling of 
jewelry in the United States will find it most vital 
to know. 

The author is George R. Frankovich, executive 
secretary of the Manufacturing Jewelers and 
Silversmiths of America and director of the Asso- 
ciation’s promotional and educational activities. 

The first section of the booklet is devoted to an 
interesting and informative history of jewelry 
down through the ages. The stories of famous in- 
dividual stones, such as the Kohinoor diamond, 
are told, and specific instances are given of the 
direct influence of jewelry upon history, includ- 
ing the modern jeweler’s contributions to thermo- 
stats, automatic controls, timing devices, weapons 
of war and atomic and hydrogen bombs. 

The development of the jewelry industry in the 
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United States is next reviewed, New York being 
mentioned as the world’s greatest diamond center 
and the cities of Attleboro, Mass., and Providence, 
R. I., important manufacturing centers. 

The second main section of the book concerns 


the organization of the modern jewelry industry 
—the precious jewelry industry, the low- and 


medium-priced industry, the industry’s suppliers, 
methods of manufacture, and merchandising. 

Finally, coming to the core of the subject, the 
various jobs available in the industry are enumer- 
ated. 'The work of the jeweler, the ring maker, the 
engraver, the stone setter and the lapidary all 
require a high degree of hand skill. The tool- 
maker and electroplater must be technical experts. 
Semi-skilled operations include the work of the 
annealer, the solderer, the toolsetter, the repairer 
and the polisher. Among unskilled occupations 
are those of the press operator, linker, and carder ; 
among technical occupations, those of the assayer 
and the mechanical engineer ; among artistic occu- 
pations, those of the designer and samplemaker. 
The various sales, advertising and clerical posi- 
tions are finally reviewed. 

Working and earning conditions incident to 
these positions are discussed, and advice is given 
on how particular jobs should be prepared for and 
applied for. The advantages and disadvantages 
of the industry are enumerated. 





) PACIFIC Silvercloth 


will guarantee a brighter sales story 


tor Tu... 


Because your silver customer knows that Pacific Silvercloth 

is the only cloth that always keeps her precious silver 
shining and ready to use at a moment’s notice! Pacific 
Silvercloth has tiny particles of silver in it that trap the 
gases that cause tarnishing... insure shining silver all the 
time. Be sure you have it for her in wraps, bags, rolls, | 
chests and by-the-yard ... it’s the silver cloth she will ask for. 4 


Important, too, is keeping the silver in your store glowing. 
No more embarrassing moments showing dull, tarnished 
silver if you keep it wrapped in Pacific Silvercloth. 


Remember, nationally advertised Pacific Silvercloth will 
help sell your silver for you... keeps customers happy 
with their silverware ... adds more profit to your sales. 


PACIFIC INDUSTRIAL FABRICS, A Division of Pacific Mills Domestics Corp., 


Dept. SC51, 1430 Broadway, New York 18, N. Y. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 























Mr. Jeweler 


®Give YOURSELF 


®Your EMPLOYEES 
®Your JEWELER FRIENDS 


A COPY OF [> 








JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 








Here is a GIFT any RECIPIENT will 


Appreciate, Use and Treasure for Years to Come 


It contains an invaluable wealth of information essential to 
Jewelers, Watchmakers, Gemologists, and all others seeking 
information: pertinent to the Jewelry and allied industries. 
265 pages jammed with authoritative, factual information. 
More than 4500 word-and-term definitions, many of them 
clearly illustrated. Complete comparative table of Interna- 
tional ring sizes. Eight full-page plates illustrating over 125 
varieties of stone cuts. Facts on Sterling and Plated Silver- 
ware. A table listing American Watch sizes and enlarged 
views of Watch parts PLUS a trilingual vocabulary of horo- 
logical terms. An explanation of Gemstone charatceristics, 
tables of weights and measures, Wedding Anniversaries and 












THE JEWELERS’ 
DICTIONARY 





$@.50 


Post Paid 


Hard Cover Bound in Rich 
Blue Cloth with Geld 
Stamping 








ORDER TODAY 


THE JEWELERS’ CIRCULAR-KEYSTONE 
Chestnut and 56th Sts. 
Philadelphia 39, Pa. 


Please send me a copy of the revised JEWELERS’ 
DICTIONARY. Enclosed find $6.50 


WE bos ee a is enclosed 
Money order ........... is enclosed 
NE a hE od aa es DARA ae ek AS 060 be SO ee 
NE ee bcs ss wea A Rw vod ose OEE Dees Oks 
| SE re P. O. Zone No......... MGs sees 


"See eS SS ee eS ee ee eee eee eee ee ee oe ol 


AUTHORS 
Dr. Frederick H. Pough 


Former Curator of Gems and Minerels of 
the American Museum of Natural History 


John J. Bowman 


Director of 
Bowman Technical School 


C. M. Hoke 
Consulting Chemist 
Jewelers’ Technical Advice Co. 


Joseph D. Little 


Authority on antique silver, both sterling and 
Sheffield as well as modern plate and sterling. 


A Limited Quantity 
Available 


Check or money order must accompany alli orders. 


DO NOT SEND CASH 










Keeping that mailing list up to date 

Direct mail is an important part of the adver- 
tising program of most retail jewelers. The fin- 
est mailing piece in the world, however, can do no 
good if it’s mailed to a person who is dead or has 
moved away. Here are seven suggestions on how 
you can keep your mailing list up to date. 


1. Check the list against those of other non- 
competitive firms. Exchange of courtesies of this 
sort is not uncommon, and the list of another firm 
doing business in your area can be of great value. 
If the list is newer than yours, it will have many 
new names. 


2. Check the list against every new directory 
as promptly as possible after the directory is re- 
leased. This includes telephone and city directo- 
ries and club, social and church membership lists. 


3. Use gifts to get response. The offer of an in- 
expensive advertising accessory or piece of cos- 
tume jewelry will cost you very little but will make 
people respond. This can not only serve to check 
the accuracy of the addresses on your list but also 
to test the interests of the people. 


4. Keep the master list handy to all personnel 
of the store so that they can make changes easily, 
or scatter a printed form throughout the store for 


the same purpose. Employees can help a lot if you 
make it easy for them. 


5. Check correspondence from customers. Many 
corrections can be made from the mail customers 
address to the store, even to payments on ac- 
counts. 





“It’s Your Move” 


Unusual and effective window display of Proper 
Jewelry, Auburn, Nebraska. Diamonds are shown 
on the opened checkerboard and the sign above 
reads: “It’s Your Move... with a Diamond from 
Proper’s.” 





BEST SELLERS 


CHRISTMAS TREE CRYSTAL— 
An unusual new technique is 
used to reproduce our pop- 
ular Christmas Tree pattern 
in 3-dimensionel full color, 
hand-painted effect. Gold 
edge. Tumbler ‘'Skybali" 16 
oz., $16.50: Tumbler Hiball 
14 o2., $15.00; Double Old 
Fashioned 9 oz., $15.00; Old 
Fashioned 7 oz., $14.50. (All 
above prices per dozen.) 
Cocktail Shaker No. 4, ea. 
$7.50: Handled Martini Mixer 
and Stirrer, ea. $6.00; Claret 
or Cocktail 4 oz., $21.00 per 
doz. All prices retail. 


CHRISTMAS TREE DINNERWARE—Biggest sellers during the 
Holiday season and a Bertson House Exclusive. Christmas Tree 
pattern in full open stock. 5-pc. place setting, $7.54 retail. 


DWIGHT D. EISENHOWER 
Toby Jug—We proudly pre- rated in gold on 8 different 
sent a faithful portrayal of background colors per set, 
our popular president, in with incantation— 


hand painted underglaze col- __,, 
ors. Originally modeled by a | Wish 


a noted American sculptor 

and is produced by an emi- a Good buck, Pros- 

nent English pottery. Ht. porary 

7'7,"", retail $15.00. What better time to beseech 
Lady Luck than when toast- 

ing in a glass, and what more 


7-11 dice. Each glass deco- 


EXCLUSIVE "'GOOD LUCK" 
GLASSES—New, unique, re- powerful Lucky influence could 
freshingly different and amaz- you seek than the combined 
ing fast sellers. Showing the powers of all these Lucky 
best known symbols of Good charms. 8 GOOD LUCK 
Luck on each giass: the rab- GLASSES, prepackaged in 
bit's foot, horse shoe, four plain reshipping container, 
leaf clover, wishbone and $7.50 retail. 


VISIT OUR NEW AIR CONDITIONED SHOWROOM 


BERSTON HOUSE Ltd. 


212 Fifth Ave., at 26th St., New York 10, N. Y. 
Room 2003-4 MUrray Hill 3-7319 
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re yice of four out- 

terns and a representa- 

ot Kosta 's incomparable skill in 
le, ware and artware. 


“CHERIE’’ 
coe ow toga of 


it a eet with 
tiny. roses, daisies 
get-me-nots. 
Platinum trim. 
Footed cup with 
inside decoration 
and handle topped 


=. $20.95, Retail 
Bride’s Magazine. 


“WINDSWEPT”’ 
Fine English 
Bone Ching 
by Tuscan 
Tuscan’s new pattern 
is in contemporary 
motif on coupe shape. 
Background for the 
wind-tossed leaves 
is-a delicate pink. 
The artistic service 
_ pieces reflect British 
‘dignity and con- 
servatism. “‘Wind- 
swept’ is fine bone 
china with a highly 
regarded backstamp. 
5 piece place setting, 
$15.95, Retail 
Full- ~page-nationally- 
advertised in 
Autumn issue of 
Modern Bride 
Magazine. 


AT THE ANRJA CONVENTION, WALDORF-ASTORIA, 
EXHIBIT SPACE E17 AND E18 (EMPIRE ROOM) 


- Decanter Bow! 
734" high 
$24.00 each 
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Sheer brass, unlimited 


® We've met people with nerve to spare, but none 
of them could compare with the woman who came 
bustling into Ernest J. Davignon & Sons, jewelers 
and watchmakers, 211 High St., Holyoke, Mass., dur- 
ing the Christmas rush with a Christmas card in her 
hand. 

Davignon walked up and asked if he could be of 
service, 

“Will you look up Mr. Blank’s address in the tele- 
phone book?” the lady asked. 

Davignon was a bit surprised at the request, but 
he walked over to the desk, looked up the man’s ad- 
dress and passed it along to the customer. But, she 
had another request for him. 

“May I borrow your pen?” she asked. 

Davignon removed it from his jacket pocket and 
handed it to the woman. 

“Oh, I didn’t bring my glasses,” she declared. 
“Will you write his name and address on the en- 
velope for me?” 

With a sigh, Davignon bent over the counter and 


carefully addressed the Christmas card for her. 
When he had finished, she was ready again. 

“Do you have a 3-cent stamp?” she asked. 

Davignon walked back to his office, opened his 
desk drawer, removed a stamp and walked back to 
hand it to the woman, Even then, her requests were 
not finished, 

“Will you mail the card for me?” she asked, 

This request was a bit too much, even for a patient 
man like Davignon. His shop is located on the sec- 
ond floor of the building, so he’d be forced to walk 
down a flight of stairs and out into the busy street 
to mail the card. As he was all alone in the store, he 
couldn’t leave unless he locked the door behind him. 

“I’m sorry, but I can’t leave the store just now,” 
he explained politely. “Perhaps it would be easier 
for you to mail it when you reach the street.” 

Davignon’s reply, logical enough for most people, 
infuriated the woman. She turned on her heel and 
stormed out of the store—without a word of thanks 


fer his help and without paying for the stamp! 























Lilium 
available in 3 sizes: 7”, 10", 14” 


from FRANCE 


SEVRES... 


ART CRYSTAL 


A comprehensive showing of 
vases, bowls and accessories in 
modern designs, hand sculptured 
in full lead crystal by skilled 
artisans, will be exhibited together 
with other French glass importa- 
tions at the 

AMERICAN NATIONAL 
RETAIL JEWELERS ASSO.- 
CIATION CONVENTION 

and TRADE SHOW 


Waldorf Astoria Hotel 
Ballroom 
August 11-15 
Space 232 


distributed by 


THE FRENCH GLASS CO., Inc. 
610 FIFTH AVENUE, NEW YORK 10, N.Y. 
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Vive nett patterns from 





The introduction of five new designs on Aynsley’s 
world-famous English Bone China is exciting news! It 
brings to 16 the number of Aynsley patterns in stock, 
at prices ranging from $12.25 to $35.75 a 5-piece 
place setting. All new patterns will be available for 


delivery in September. 





BLENHEIM, on the Portland fluted shape. Mist-blue | CHELTEN, on the Doris shape. The handsome garland 


band is edged in coin-gold; center in turquoise and | decoration is in coin-gold with turquoise accents in raised 


clover-red with raised hand enameling. ~ 











See our exhilition of Aynsley—and other exclusive 


lines of fine china and earthenware, at the 


BOSTON GIFT SHOW, Parker House 


September 8-12, inclusive 


DALLAS GIFT SHOW, Baker Hotel 


September 1-5, inclusive 
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hand enameling. 








Exclusive U.S.A. Representative 


FISHER, BRUCE & CO. 


One of America’s Largest Open Stock Dinnerware Houses 
221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 
Merchandise Mart, Los Angeles, Calif, 














Here’s Luck! 


(Recipe for any jeweler 
to. become. popular ) 


@ Jack Youkilis, of the ‘Morris Jewelry Company 
at Fifth and Main, Cincinnati, was the bringer of 
good luck three times in one week. 

First, on a post-office desk, right: under his nose, 
what should he see but a fat billfold! Contents: $32. 

Mr. Youkilis turned it over to the post-office 
guard, who found the owner. It was a woman with 
three boys and no food to give them. She wrote to 
Mr. Youkilis, expressing her deep gratitude. 

Couple of days later, Mr. Y. and his wife were 
standing near a curb when a bus pulled up. A woman 
with a baby stepped off. She slipped and fell, her 
head going right under the wheel of the bus. The 
driver, unaware of what had happened, closed his 


doors and was on the point of pulling off. “Stop, 





WA 








WUERTTEMBERGISCHE METALL WARENFABRIK 
GERMANY 


IKORA IS CREATED BY THE 
WORLD'S MOST SKILLED 
CRAFTSMEN AT THE RE- 
NOWNED W.M.F. FACTORY. 


TO RETAIL FROM $4 TO $27 
AT ALL MAJOR GIFT SHOWS 


"““stop!”?-yelled Mr. Y. and he lifted the woman from 


under the wheel just in time. 

Again with his wife, Mr. Y. finds on the floor of 
a sandwich shop a check for $350 made out to a 
local motor company. He returns it to the owner. 

Mr. Y. told the story of the three incidents to a 
friend of his on The Cincinnati Post. This man wrote 
a feature article about it, commenting that while 
most tell about good luck that happens to us, here 
was a man who was rejoicing in the good luck he 
had been able to bring to three other people. 

The luck wasn’t entirely one sided, however. The 
editors of JC-K liked the story so much that they 
paid Jeweler Youkilis $5 for a most “unusual (7) 
business experience.” 


I1KORA IS 
SILVER PLATED 
HOLLOW-WARE, 
HANDCRAFTED 
AND TARNISH 
RESISTANT. IN 
DISTINCTIVE DE- 
SIGNS. 


IMPORTERS INC. 





261 FIFTH AVENUE NEW YORK 1{6, N.Y. 
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No. 303 — After Dinner 
Coffee Set, 4 pieces, 12 





NEW EXCITEMENT... 


Found in the combining of Beaumond Solid Brass 


with a completely original Topaz and Emerald 


embellishment. An entirely new line of serving 
. retaining the traditional Buehner quality 
and craftsmanship apne presented 


at all major shows. 





cup capacity, Tray 1214" 
dia., ebony Formica in- 
sert. 


No. 305 — 15” Convert- 
ible Dip or Snackserver, 
Solid Brass and Glass. 








No. 302 — Heater Stand, 
Solid Brass, Sterno Heat. 


No. 301 — 2-qt. Chafing 
Dish, Solid Brass, Sterno 
Heat. 








No. 304 — Canape Serv- 
er, Solid Brass and Glass. 


Created by 





BUEHNER-WANNER 


66 Fort Point Street * East Norwalk. Conn. 


Breslaver-Underberg Inc. Bolender and Company The Grant-Jacoby Company Harlan P. Saubert Stanley F. Radke & Assoc. Miller Bros. Limited 


225 Fifth Avenue 1551 Merchandise Mart 
New York 10, New York Chicago 54, Illinois 
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527 West Seventh Street 9809 Angora P. O. Box 4518 32 Front Street West 
Los Angeles 14, California Dallas, Texas Fort Lauderdale, Florida Toronto 1, Canada 
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Introducing 


Stuart 


Reigning new monarch of 
the Fraser line of fine stain- 
less. Created by Gordon 
Fraser and Kurt Mayer, 
Stuart has an Early Amer- 
ican feeling that goes with 
traditional as well as con- 
temporary settings. 


Stuart is made in Western 
Germany of world-famous 
WMF Cromargan Stainless. 
5-piece place setting, $7.75. 


Free brochures and news- 
paper mats available. 

See us at the Retail Jewelers 
Market, and the New York, 


Dallas and Parker House (Bos- 


ton) Gift Shows. 


FRAS|ER’S 


AMERICAIEUROPE 





236 Fifth Avenue, New York I, N. Y. 
3309 Adeline Street, Berkeley 3, Calif. 





Gem cutter demonstrates his art 
from New York City to Pasadena 


A new type of promotion at the retail level has 
been instituted for jewelry dealers served by 
Oscar Heyman & Bros., Inc., manufacturing de- 
signers of fine jewelry. 

Frank Gruber, nationally known lapidary art- 
ist, for more than 30 years associated with Oscar 
Heyman, travels under the auspices of the com- 
pany visiting in his coast-to-coast itinerary as 
many stores as possible served by Oscar Heyman 
& Bros. The program creates traffic, excites inter- 
est and moves merchandise. 

Mr. Gruber brings with him his bench, his two 
lapidary wheels, a collection of loose rough mate- 
rial and samples of finished stones. He explains 
and demonstrates his craft and explores its his- 
tory—from the Greek and Roman days of “spit 
and polish” (there was no faceting, only rounding 
and polishing) through the discovery of the re- 
fraction of light and its brilliant effect on faceted 
jewels. The lapidaries of ancient India were the 
first to use the wheel to facet as well as polish. 
Here is one ancient method that has not changed 
—for science has yet to invent a machine as 
skilled as the human hand in the cutting of rare 
jewels. Mr. Gruber shows the only real differ- 
ence between the wheel used centuries ago and 
the wheel he uses today—today’s wheel is driven 
by electricity, freeing both hands of the lapidary 
for his fine craft. 

He cuts, fashions and polishes gem stones in 
ruby, emerald, topaz, sapphire, aquamarine and 
tourmaline supplied by Oscar Heyman & Bros. 
He also polishes customers’ stones before their 
eyes and recuts and restyles fine heirloom jewelry. 

When asked how long it takes to become a 
master lapidary, Mr. Gruber cites his own ap- 
prenticeship as a gem cutter and 40 years experi- 
ence learning to use his senses of touch, sight and 
hearing in this exciting craft that employs so 
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Soc? 
MITY 


Twenty-Four Karat Ofer 


created exclusively for the fine jewelry trade of America 














This complete billfold department 
spells prestige — 
24 leather best-sellers 
in colors—styles —fashions 
to stimulate profits! 


#8970 OFFER 


16 MEN'S — 8& LADIES’ 
from $5.00 to $15.00 


Retail Valve 
Full Keystone Profit. . . 


Free—1 Billfold at $7.50 
Retail Offsets 
Permanent Display 7.50 


Dealer Cost 


*Returns at retail .. . . $171.90 


Spectacular Leather Profits Spring From tae nines 


as Sion. 2 os * 
SIRE Cha neg ~ 


the “Twenty-Four Karat” Selling Setting! 

This beautifully designed permanent display is a com- Nationally Advertised 
plete billfold panorama under glass. Gold-toned, it is LIFE - LOOK - POST 
elegant and fashioned to blend with every interior. Every- 

thing about the ““T‘wenty-Four Karat” is thoughtfully AMERICAN WEEKLY 
designed to increase jewelry store sales. + NBC-TV 


Piace Your Order With Your Jewelry Wholesaler 
OPERATION CHERUB 


PARTICIPANT 


AMITY LEATHER PRODUCTS CO. - WEST BEND, WISCONSIN 
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many of the senses and so few men! It is a 


o 
Cut Costs Li trade often handed down from father to son, 


almost a hereditary art. 


© * 
‘ 
prtce- markin 4 Because of the enthusiasm of the public an 


the resulting success to jewelry stores, Oscar 


Heyman & Bros. is planning to extend his tour 


Costume Jewelry to other cities. 





oO * 
| Competition or Oversight? 


It isn’t always the “unfair” competitor that 
provides the strongest competition—not always. 
And it isn’t the other fellow’s cut prices that ruin 
a store’s sales volume—not always. 


Sometimes, so one manufacturer contends, it’s 
failure to use the right sales angle, failure to 
employ effective merchandising ideas. And some- 
times, he holds, the strongest competition comes 
from close-by outlets whose policies are better 
promoted. 

Joseph B. Elliott, former president of Schick, 


Inc., brought this out in an address before the 
52nd annual convention of the Advertising Fed- 


eration of America in Philadelphia. He told of a 
call he made on the head of a large department 
store whom he found unhappy because a discount 
house across the street was, he assumed, making 
inroads into his sales volume of electric shavers. 
However, it developed that while the discount 
house was selling 800 shavers a year, below list 
price, six neighboring jewelry stores were selling 
snail dat auh 12,000 a year at list price. 


eo aaa RINE ‘Stop-Counter."’ Stops “Oh! sure,” said the department store owner 
or accurate price-marking by stores machine at quantity eae ; meal * 
and speedy pre-marking by manufae- pre-selected. when told this, “but they’re credit jewelers. 
turers. Monarch’s Electrically oper- “ ’ : +4. 999 . 
ated “Tri-Marker” price-marks jewel- Don't you give credit?” asked Mr. Elliott. 
ry tags, ring tickets, gummed labels “Naturally, but they merchandise it,” was the 
and Senso (pressure-sensitive) labels answer. 

that need no moistening ...all in rolls. | ne ; : “ike A 
Send coupon for full information, | My friend’s real competition wasn’t coming 


from the discount house that had him all steamed 
eae tia ke | up; it was coming from the jewelry stores,” Mr. 
actual size. _ Elliott pointed out. “And in the second place, he 
- could have been selling shavers just as they had 
by letting customers know about his own estab- 
75-L 44) 1B49 870) (store name lished business practices. 

8X 10 29/K 51) |B4 9870 “You can go right down the line in many busi- 
4 $1.98 | 51 49 ) $1.29 nesses and find the same thing,” said Mr. Elliott. 
“You’ll find sales angles that aren’t being used; 
FILL OUT, CLIP AND MAIL merchandising ideas that are not being mer- 
chandised.”’ 























/ STORE NAME 
E49 8054 (‘store NAME » 
































The MONARCH Marking System Co. 
216 South Torrence St., Dayton 3, Ohio (Reprinted from the March 1957 issue of “The 


Please send full information on the Monarch “‘Tri-Marker" price- Pick-Up, house organ of the United Parcel Ser- 


marking machine without obligation. Also send sample jewelry vice.) 
tags and labels. 





STORE NAME__ 





Even the morticians are in the time-credit current. 
There is one in Los Angeles advertising “Use Our Lay- 
Away Plan. Pay now. Go later.” 


ADDRESS_. 


POST OFFICE... 
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with these 


THREE NEW PLASTIC 
DENNISON RING CASES 


oe IP OCr, 


There’s no better way to display your 
fine rings to their best advantage (and 
to yours) than with Dennison ring 
cases. They emphasize the quality 
and beauty of your merchandise. And 
when the sale is made, continue to 
reflect the character of your store. 



















ORDER A SUPPLY OF THESE SALES-MAKING RING CASES 
FROM YOUR DENNISON DISTRIBUTOR. 


Dennison 


JEWELER’S DIVISION « MARLBORO, MASSACHUSETTS 


ame 





6450X — single ring case with a: aa 
fo) (eM (-t-}Mel-eele-i¢le)amelam ce) em-lale m-y(01-1-9 i  — 6850X — single ring case with 
smart, tailored lines. 





These three cases come in white, peach, 8550TX — for one or two rings 
yellow or light biue plastic with rayon 
satin cover cushions and transparent or 
Karess velvet ring pads. All have wire 
stands for extra display value. Individual 
packers. 


=id)-4a)@me-40)(e mee) le]a-le Mal-lalell— 


Be sure to visit Dennison at the Retail Jewelers’ Market in New York, August 11 to 15, Waldorf-Astoria, Booth 52 





COUNTS! 


Just as the value of a diamond is measured 
on its points, so you should measure 

the value of a jewelers’ insurance policy on 
its points of coverage. 


The St. Paul Companies’ Jewelers’ Block 
is the single policy that adapts itself to 
the many unique situations of your jewelry 
business. Virtually all risk protection—yet 
requires only one premium. 


When you are covered with the Jewelers’ 
Block Policy you avoid the loopholes 

and overlapping that may occur when you 
carry several policies. 


One policy does it... the St. Paul Companies’ 
Jewelers’ Block Policy. 


SEE YOUR ST. PAUL AGENT OR BROKER 


J DINSURANCE 
LAND + SEA + AIR 


HOME OFFICE ... 111 W. Fifth Street, St. Paul 2, Minn. 


EASTERN DEPT. NEW ENGLAND DEPT. PACIFIC DEPT. 
90 John Street 10 Post Office Sq. Mills Building 
New York 38, N.Y. Boston 2, Mass. San Francisco 6 
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“THE COPY” (from page 132) 


“We are sure that when handling our mer- 
chandise, you will enjoy your good reputation 
more and more, and your sales will increase day 
by day automatically, because all of our mer- 
chandise are selected finest quality only, and if 
you are not buy yet these merchandise directly 
from Japan, please contact our firm right away, 
and see how coming the result. 


“Frankly speaking, our labour charges is much 
cheaper than any other countries in the world 
except China and also the copy is very well, this 
is our specialty, that is why we desire earnestly 
to be cooperated with you and develop our busi- 
ness more and more. 


“Thus we recommend you ourselves to take ad- 
vantage of our company for the mutual profitable 
business, that is say, Japanese factories under 
our control, we are willing to be used as same as 
your own factories in Japan, where will produce 
the satisfactory table & kitchen ware at attrac- 
tive prices. 

“And if you have some good numbers on hand, 
please do not hesitate to send us your samples or 
sketches together with your full details such as 
quantity required, suggest prices, deliveries, etc., 
via air mail right away, because we are now 
ready to make any copies as similar as your sam- 
ples by our reliable factories at this time... .” 


THIS LETTER REVEALS more than the fact that 
some Japanese can still murder the King’s En- 
glish. It reveals their skill in observing and copy- 
ing American design, in fantastically low-cost 
production, and in going after American busi- 
ness. 


No wonder American manufacturers are wor- 
ried. Future articles in this series will discuss 
the growing importation of stainless steel flat- 
ware, watch bracelets, lighters and other lines 
from the Orient. . . and the problems which this 
kind of merchandise present to retail jewelers. 





INDUSTRY IN MOTION (from page 105) 


than ever before will use the symbol of love as 
the symbol of the jewelry business. 

There’s a second evidence of “togetherness.”’ 
This is the uniting, at last, of the two national 
retail jewelers’ groups into a single organization. 
ANRJA’s great convention this month at the 
Waldorf may be its final one, and this will not 
be without a tinge of sadness. But the marriage 
of ANRJA and NJA promises new strength for 
the industry. The very name of their partner- 
ship — the Retail Jewelers of America — has a 
sound and sturdy ring. (The program for 
ANRJA’s 52nd convention starts on page 112.) 

The industry, then, is gaining in physical 
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strength — but that, by itself, would not be 
enough. To be of useful service to the world a 
person or an industry (which, after all, is noth- 
ing more than the individual people in it), needs 
a moral sense, the instinct to prefer right to 
wrong: Fortunately, the industry is getting a 
livelier conscience to go along with its stronger 
muscle. 

Through the good offices of the Jewelers’ 
Vigilance Committee, jewelers now have a new 
set of rules, handed down by the Federal Trade 
Commission but really developed from the indus- 
try itself. These rules spell out the ethics of 
advertising, labeling and marking for all jewelry 
and precious, semi-precious and imitation stones. 
They will make the industry a better thing to 
work in, and safeguard its reputation with the 
public. The 39 rules are published in full, start- 
ing on page 115. 

The fourth symbol on page 105 is further 
proof that the jewelry industry is in motion. 
This issue of JC-K represents a larger dollar 
volume of advertising than any other issue in 
this magazine’s 88-year history. In spending 
that amount of money at this time to bring their 
messages to you, the manufacturers, importers 
and wholesalers demonstrate their belief that 
this year’s Christmas business, the climax of 
a prosperous 1957, will establish a new record 
for retail jewelers. 

Yes, this is one of those periods when the 
jewelry industry is really in motion. 








The Jewel Box, Albertville, Alabama, has moved 


to a new location . . . just two doors from where 
it was. 

Above is a view of the interior which measures 
25 by 100 feet. Down the right-hand wall stand 
fixtures that were moved from the former loca- 
tion. The left-hand wall has new built-in fixtures. 
Show cases and wall cases are finished in natural 
blond. 

Lighting is provided by two double rows of 
fluorescent lights running the full length of the 
ceiling. The wall cases have additional recessed 
lighting. 
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Solve your Giftware Box Problem... 
once and for all! 





is i te 





SPECIAL OFFER! 


216 Boxes 


72 BOXES 
on ly $ i 4 50 Ss $40-°° 


B uy direct from manufacturer, for dependable supply. 
uniform quality, lower cost. This No. 33 assortment of 
nested fancy gift boxes is ideal for Gift and Art Wares of 
all kinds. Prompt delivery guaranteed. Order direct from 
this ad. Two or three each of the larger sizes . . . five to 
eight each of the smaller ones. Choice of 5 colors, silver 
and white, white modern (embossed), coppertone, paisley or 
Ivory Enamel. Consists of 21 handy sizes from 3x3x3 
to 12x12=x 8. 


Write for illustrated catalog listing 24 other 
special assortments and hundreds of STOCK 
JEWELRY and GIFT BOXES. Available 
plain or imprinted, or in special designs. 


“THE PACKAGE IS PART OF THE PURCHASE “” 


PICTORIAL PAPER PACKAGE CORPORATION 


232 S. Lake Street Aurora, Illinois 
15116 Merchandise Mart Chicago, IIlinois 


USE THIS HANDY ORDER COUPON 


Aurora, Illinois | 

( ) Please send Special 72 Gift Box Assortment No. 33........ $!4.50 

( ) Special offer 3 assortments (| shipment).................... $40.00 

( ) Send illustrated Catalog of Complete Line.................. Free 
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OFFICERS OF THE RETAIL JEWELERS OF AMERICA, INC., which unites ANRJA and NJA into 
a Single organization, have been chosen. They are Arnold A. Schiffman of 
Greensboro, N. C., president; William S. Preston, Sr., of Burlington, Vt., 
first vice-president; Howard I. Michaels of New Haven, Conn., and Herman 
Wasserman of Louisville, Ky., vice-presidents; Oscar Kind, Jr., of Philadel- 
phia, secretary; and Jay C. Lighterman of New York, treasurer. 


THEY WERE ELECTED BY THE 24 RJA DIRECTORS--12 from each of the old groups-- 
who held their organizational meeting July 29 during the NJA convention at 
Chicago. Charles M. Isaac, executive vice-president of ANRJA, was appointed 
executive vice-president of the new, united organization. 


MERGER OF THE TWO NATIONAL RETAIL JEWELERS ASSOCIATIONS took another forward step on 
July 19. A National Jewelers Association membership meeting in New York 
endorsed by more than the two-thirds majority the necessary resolutions to 
consolidate their group and the American National Retail Jewelers' Associa- 
tion. Earlier, the ANRJA had approved the amalgamation proposal by more than 
the needed two-thirds proxy count. 


MANY LEGAL DETAILS STILL REMAIN to be carried out, to transfer all of the ac- 
tivities, assets and liabilities of the two associations to the Retail 
Jewelers of America, Inc., into which they will merge. 


THE TIME NEEDED TO PHYSICALLY UNITE THE TWO GROUPS cannot be determined ex- 
actly. Meetings scheduled during the ANRJA convention and trade show Aug. ll- 
14 in New York may result in decisive steps which will make possible the start 
of the physical amalgamation of the two associations by Sept. l. It seems a 
good guess that RJA will actually be in business by Oct. l. 











JEWELRY PROMOTION GROUP, the Fashion Coordination Institute, has been organ- 
ized as a special project of the Jewelry Industry Council. Purpose of the In- 
stitute, which will hold its charter meeting Aug. 8, is to conduct a broad 
publicity and promotion program to develop consumer awareness of the impor- 
tance of jewelry in today's fashion picture. Group membership is open to all 
jewelry manufacturers and suppliers, says Carlton Fishel, president of Tri- 
fari, Krussman and Fishel, who is temporary Institute chairman. 


CONSEQUENCES TO JEWELERS FROM INCREASED REGISTERED MAIL RATES may be serious. 
Registered mail rules effective July 1 require users to declare the full 
value of all articles registered, and to pay fees accordingly. Practice in 
the past has been to register mail at the minimum required Post Office rates, 
and to insure the full value of the mail with commercial companies. 


UNDER THE NEW REGULATIONS, insurance with the postal service is mandatory 
up to the first $1000 of declared value (and is optional up to $10,000) 

at costs of from 50¢ minimum to $4.25 for a $10,000 package. In addition, 
even if a user takes only the mandatory insurance on a package worth, Say, 
$50,000, and uses commercial insurance to cover the rest, he must still pay 
"protective handling" fees on that part of the declared value not covered 
by postal service insurance. 





AN AGREEMENT PROHIBITING JAPANESE EXPORT OF IMITATION RONSON LIGHTERS into the 
U. S. has been negotiated. The restrictive action followed discussions 
between the Japanese and United States governments, after an appeal by Ronson 
Corp. had gained bi-partisan support of Congressional leaders. 


INCREASED UPJEWELING OF IMPORTED WATCH MOVEMENTS may bring new demands for a 
processing tax from the Treasury Department. More importers, the Department 
says, are bringing in movements with 17 jewels or less and adding jewels 
here, thus avoiding the higher duty on movements containing more than 17 
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WHAT'S 


HAPPENING 
TO YOUR 
WATCH 
BUSINESS? 





ecause ZODIAC is vitally concerned with helping 
you maintain a healthy sales volume at an honest 
profit, we offer you a... 


GOLDEN 
OPPORTUNITY 





PLUS NATIONAL ADVERTISING 


SUPERIOR QUALITY 4 








UNIQUE STYLING 








CH AGENCY e@ 15 WEST 44th ST. 








ms sa bo FIRM NAME 
w /od | e % B soos 


CITY STATE 





ATTENTION 





| TTL. 
SEE ZODIAC ADVERTISING IN LIFE, ESQUIRE, TIME, NEWSWEEK, READER’S DIGEST (INTERNATIONAL), SPORTS ILLUSTRATED, N. Y. TIMES, TELEVISION 
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B rietly (continued) 


jewels. The processing tax, which has small chance of Congressional approval 
this year, would impose a charge of $8 for such upjewelings. 


COMPOUNDING THE WATCH IMPORT ISSUE, Rep. Thaddeus Machrowicz (D. Mich.) 
has criticized an unnamed Commerce Department official for predicting 

to Swiss manufacturers that the U. S. will soon impose watch import quotas 
unless that country reduces its export shipments here. Machrowicz said the 
prediction was unwarranted, since no decisions have been made. 





CONGRESS HAS BLOCKED TWO INTEREST-FREE PX CREDIT TESTS which were scheduled to begin 
this year for servicemen at Air Force bases. Complaints by retailers that 
the planned tests would further harm civilian merchants initiated House 
and Senate hearings last month. A critical Senate Appropriations Committee 
has demanded a full report on post exchange and ships store operations from 
the Defense Department by Jan. l, 1958. 


GOVERNMENT HELP FOR SMALL BUSINESSES, promised earlier this year, is now being 
scheduled. A series of conference clinics and workshops has been called for by 
the White House to determine the underlying faults which are causing so high 
a rate of small business failures in a substantially prosperous economy. 

First conference is on Sept. 24-26. A number of workshops have been held. 


THE CAUSE OF FAIR TRADE HAS SUFFERED NEW BLOWS. U. S. Supreme Court has refused 
to grant General Electric an injunction against Masters Mail Order Co., 
New York discount house, to prohibit the latter firm from advertising GE 
products at below-fair-trade prices. Earlier, the U. S. Court of Appeals 
in non-fair-trade Washington, D. C., where Masters’ mail order discount 
subsidiary operates, ruled that Masters could ship GE appliances to customers 
living in fair trade states at below-fair-trade prices. GE may file 
a new injunction request when the high court reconvenes this fall. 


THE DRIVE FOR MINIMUM WAGES IN RETAIL OPERATIONS may take a new tack. Strong oppo- 
Sition by farmers and other groups may force legislators to confine the 
proposed minimum wage extension to the larger retail stores or to the large 
department stores. Opponents, which include most retail groups, argue that 
the impact of minimum wage rates would be disastrous to the smaller stores, 
who could not afford to meet the higher scale in many areas. 


THE PROFIT SQUEEZE WILL CONTINUE FOR MOST BUSINESSMEN, government officials predict. 
Continued upward price-wage movements will keep interest rates high, and will 
limit availability of risk capital, they say. However, there is little chance 
of wage-price controls in the foreseeable future, although concern has been 
voiced over strong inflationary pressures. 


THE TECHNICAL EXCISE TAX BILL will probably not clear Congress this year. The bill, 
passed by the House but sidetracked in the Senate, would give jewelers 
specific listings of taxable real and imitation gems and of taxable types 
of luggage, and would extend retailers’ rights to pay taxes on installment 
Sales as payments are received. 


INCREASES IN CITY AND SUBURBAN HOUSEHOLDS--prime markets for retail jewelers--have 
totaled almost seven million in the past seven years. At present growth 
rates, this climb will be duplicated during the next seven years. 


WALTHAM WATCH CO. HAS SPLIT INTO TWO CORPORATIONS. The firm's stockholders voted 
approval last month to divide the watch and industrial operations of the 
company into two corporate entities--Waltham Precision Instrument Co. and 
Waltham Watch Co. of Delaware. According to the proposed plan, stock- 
holders will receive shares in each of the new companies. 


PRESIDENT EISENHOWER WAS RECIPIENT LAST MONTH of a 226-piece set of sterling silver 
cutlery, presented to him by the master cutlers of Sheffield, England. The 
gift was given to the President July 16 by Master Cutler Sir Peter Roberts, 
". « »« in appreciation of his courage and leadership . . ." when he and Sir 
enh ay Churchill led the British and U. S. forces as allies during World 

ar ° 
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(OWS THE TIME T0 SEE THESE 


NEW SYROCO CLOCKS » 


Write for just-published catalog supplement! 


3481 FAR EAST CLOCK 3438 FAR EAST SCONCES 
13x26" 16” wide, 21” high 
Metalgold or Black Metalgold or Black 
Pkd. | Pkd. 2 
$40 retail $15 retail each 


3483 ROSES CLOCK 

18%” diam., 6%," dial 
Metalgold, White-decorated Gold 
Pkd. 1 

$30 retail 


3480 VISION CLOCK 

30” square 

10” square etched brass dial 
Metalgold or Antique Black 
Pkd. 1 

$75 retail 


3482 PROVINCIAL CLOCK 

19” diam., 5%" dial 

Metalgold, White-decorated Gold 
Fruitwood-decorated Gold 

Pkd. 1 

$30 retail 


Add four more to the ever-expanding, ever profitable Syroco collection of 
decorative clocks. Did we say “decorative?” Right! Style is the big difference 
between a Syroco Clock and one that just tells time. That’s not the only differ- 
ence, either. Price protection is another — Syroco Clocks are sold at a full 
mark-up. Brand acceptance is a third — widespread national and local adver- 
tising has made the Syroco name known to millions. Processed of genuine 
SyrocoWood, an exclusive material, Syroco Clocks have an expensive, hand- 
carved look. FRONT-WIND, 8-DAY, JEWELED MOVEMENTS ARE GUARANTEED FOR 
ONE YEAR. 


ALL DESIGNS COPYRIGHT. PRICES SHOWN SUGGESTED RETAIL. SLIGHTLY HIGHER 
IN WEST. USUAL TRADE DISCOUNT. MINIMUM ORDER NEW ACCOUNTS, $75. 


225 FIFTH AVENUE — NEW YORK 
1526 MERCHANDISE MART — CHICAGO 
108 EAST COMMERCE STREET — HIGH POINT §)P°™27-™ showrooms 
2028 SECOND AVENUE — SEATTLE 


see Syroco at all leading jewelry, furniture and gift shows 
SYRACUSE ORNAMENTAL CO., INC. - DEPT. J87 » SYRACUSE 2, NEW YORK 





“AT OUR STORE, we stock and sell Girard 
Perregaux in depth, because GP makes us 
feel secure. We know GP has the simplest, 
most effective method of price-protection 
in the industry. We'll never be ‘undersold’.” 


“GP prices fit the demands of our cus- 
tomers perfectly, yet the line is so broad it 
can fill practically any need, regardless of 
price. The styles are all equally distinctive 


“YOU'LL NEVER BE 
UNDERSOLD ON A 
GIRARD PERREGAUX WATCH!” 


says Mr. Oscar Kinp, Jr. of Philadelphia 


, j and appealing, from the least expensive 


steel-case GP to the precious diamond- 
studded GP.” 


“Even more important, I feel it is a real 
pleasure to do business with such a fair and 
reputable company as Girard Perregaux.” 


GIRARD PERREGAUX 


FINE WATCHES SINCE 1791 ¢ 610 FIFTH AVE. « N. Y. 20 
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Jewelry Excise Tax Returns Show Upward Trend 
In 38 States; 16 States Pay 80 Per Cent of Tax 


Judging from collections of the 
retail jewelry excise tax, New York 
State, California and Illinois last 
year accounted for more than one 
third of the nation’s sale of arti- 
cles classed as jewelry. 

In addition: 

© @ Fight states had about 60 
per cent of the jewelry sales vol- 
ume. Besides the three just men- 
tioned, they are Texas, Ohio, Penn- 
sylvania, Michigan and Massachu- 
setts. 

© © Add eight more states to 
the list just given and you find that 
nearly 80 per cent of the jewelry 
was sold in 16 states, leaving only 
20 per cent for the other 32 states. 
These eight states (see chart at 
right) are Missouri, Maryland (in- 
cluding taxes from the District of 
Columbia), Florida, Indiana, New 
Jersey, Minnesota, Georgia and 
Washington. 

These and many other interest- 
ing facts about sales volume and 
trends come from a JC-K study of 
excise tax collections for the calen- 
dar year of 1956, figures for which 
were released recently by the 
Treasury Department. 


Data for “Jewelry” Only 


The figures from Internal Rev- 
enue are an accurate measure of 
last year’s sale of merchandise 
classed as “jewelry” for tax pur- 
poses. 

But they do not give a precise 
picture of the total sales volume 
for retail jewelry stores—and 
there are two reasons why they 
don’t. The first reason is that jew- 
elers sell a great deal of merchan- 
dise that is not taxable as jewelry. 
The second reason is that many 
other kinds of stores sell goods 
that are taxed as jewelry—depart- 
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ment stores, hardware stores, drug 
stores and even shoe stores and 
grocery stores. 


But although the excise tax col- 
lections don’t jibe perfectly with 
retail jewelry store sales, they do 
serve as a good barometer of the 
jewelry business last year. 

Last year’s jewelry tax (10 per 
cent of the retail price) came to 
$154,997,000, and was by far the 

















THE 1956 EXCISE TAX: PER CAPITA AVERAGE—$1.03 


1956 
jewelry tax 
$26,419,000 

16,209,000 


Pennsylvania 
Michigan 
Massachusetts ... 
Missouri 
Maryland—D.C. . 
Florida 

Indiana 

New Jersey 
Minnesota 
Georgia 
Washington 
North Carolina .. 
Wisconsin 
Tennessee 
VirginiAa 
Louisiana 
Connecticut 
Oklahoma 
Alabama 

Iowa 

Kentucky 

Oregon 

Colorado 

Kansas 

West Virginia .. 
South Carolina .. 
Nebraska 
Arizona 
Arkansas 

Hawaii 
Mississippi 

Rhode Island .... 
Utah 

New Mexico .... 
Montana 

Maine 

Idaho 

Nevada 

South Dakota ... 
North Dakota .. 
Delaware 

New Hampshire . 
Wyoming 
Vermont 


Per cent 
of total U.S. 


percentchange jewelry tax 


from 1955 paid in 1956 
+5.7% 17.0% 
48.9 10.5 
+9.0 
411.0 
48.7 
42.2 
+6.2 
+6.0 
+2.3 
43.5 


+ 
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Per capita 
tax 


w 
paid in 1956 

$1.78 
1.53 
1.53 
1.17 
1.10 
80 
.99 
1.13 
1.11 
1.20 
1.32 
.93 
71 





Sia: OO wibs e hanse $154,997,000 


+5.7% 100.0% 


$1.03 

















largest of the four retail excise 
taxes. In fact, the jewelry tax was 
nearly as great as the take from 
teilet preparations, luggage and 
furs combined. 

The jewelry tax was 5.7 per cent 
larger last year than it was in 
1955. The extent of this rise sub- 
stantiates JC-K’s recent Survey 
estimate that retail jewelry store 
volume last year was 11 per cent 
ahead of 1954. 

Sad to say, the three other in- 
dustries which can be measured by 
their retail excise taxes grew fast- 
er last year than the jewelry in- 
dustry did. The tax on furs rose 
by 6.6 per cent; the tax on luggage 
by 8.5 per cent, and the tax on toi- 
let preparations by 17.1 per cent. 
And these, of course, are only some 
of the other businesses which rival 
the jewelry industry in competi- 
tion for the customer’s dollar. 


38 States Gain in ’56 


The jewelry sales pattern was 
generally upward last year. Only 
ten states and Hawaii paid a lower 
excise tax—and many of these 
were in the drought-hit farm belt. 
Thirty-three states had gains of up 
to 10 per cent—and five states en- 
joyed an even bigger boom in jew- 
elry sales. They were Texas, up 
11 per cent; Montana, up 12.1 per 
cent; Delaware, up 12.7 per cent; 
Oklahoma, up 12.9 per cent; and 
Arizona, up 13.6 per cent. 


Per Capita Payments 


Dividing the amount of tax paid 
in each state by the number of peo- 
ple living in that state shows the 
per capita tax—and is a measure 
of “popular interest” in jewelry. 

Sparsely populated Nevada led 
the list in per capita jewelry excise 
taxes, with $2.04. Visitors to Las 
Vegas and Reno, of course, boosted 
returns from this state. 

New York came next with $1.78, 
followed by Illinois and California 
with $1.53. Altogether, 15 states 
had a per capita tax of $1.03 or 
larger—and $1.03 was the national 
average. 

The per capita jewelry excise 
tax fell below the national average 
in 33 states and Hawaii. Arkansas 
and Mississippi were at the bottom 
of the list with $.38 and $.30 re- 
spectively. Returns from Alaska 
are included with those from the 
state of Washington. 
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Upjeweling Imported Movements May Cause 
Treasury Department to Seek Processing Tax 


An “apparent increase” in up- 
jeweling of imported watch move- 
ments has touched off a new 
threat by the U. S. Treasury De- 
partment to revive its proposal 
for a processing tax. The proposal 
would place an $8 tax on watch 
movements which are reprocessed 
to raise their jewel content. 

Evidence which the Department 
has been gathering since last fall 
“seems to confirm” complaints the 
Department has been receiving 
that upjeweling is “increasing 
substantially,” a spokesman says. 

These “recent developments,” 
the Department says, are being 
called to the attention of an inter- 
agency committee studying the 
watch import problem. 

There is little or no chance that 
the Department, if it decided to 
revive the processing tax plan, 
could secure Congressional ap- 
proval this year. The proposal is 








DAZZLE: New York’s Para- 
mount Theatre recently cele-| 
brated its 30th—diamond—an- | 
_niversary, with the world pre- 

_miere of “Band of Angels,” | 
starring Yvonne DeCarlo. So, | 
appropriately, Baumgold Bros. | 
New York diamond cutters, be- | 
decked the leading lady with 
more than $1 million worth of 

Circle of Light, Jager Blue and | 
Heart Shape diamonds. The 
doubly dazzling photo, above, | 
was duly recorded in the na- | 
tion’s press. | 











a highly controversial one. 

Essentially, the upjeweling com- 
plained of by the Department and 
American watch manufacturing 
firms involves the importation of 
movements with 17 or fewer 
jewels at a duty of $3.85 or less, 
and the addition of more jewels in 
this country before sales. This 
practice, the Department says, 
“makes it possible to avoid the 
$10.75 duty-rate applicable to 
movements containing more than 
17 jewels at the time of importa- 
tion.” 

The upjeweling controversy 
broke out as a major fight in 1955 
and was renewed in 1956. The 
Department and other agencies, 
including the State Department, 
alleged that a “deficiency” in the 
tariff laws makes upjeweling pos- 
sible. The processing tax was sug- 
gested as a remedy last year. 

Treasury officials say they have 
been waiting for the results of the 
inter-agency watch tariff study 
before seeking new legislation. 
But in a recent statement, the De- 
partment hints that “substantial 
increases in this practice’ may 
force the government to take fur- 
ther action on upjeweling legisla- 
tion without waiting for the cur- 
rent study to be completed. 

Swiss watchmakers and Amer- 
ican watch importers have bitter- 
ly opposed the upjeweling proc- 
essing tax as discriminatory, un- 
necessary, and as a breach of this 
government’s avowed free trade 
policies. 

Meanwhile, Rep. Thaddeus Ma- 
chrowicz (D.—Mich.) has charged 
that an unnamed Commerce De- 
partment official on a recent mis- 
sion to Switzerland told Swiss 
watch manufacturers that this 
country will impose a quota on 
imports of watch movements un- 
less that country voluntarily re- 
duced its shipments here. 

Representative Machrowicz op- 
posed the 50 per cent tariff in- 
crease in 1954, and says he be- 
lieves other “protectionist” actions 
taken by the government have 
been a “serious mistake.” 
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QUEEN IN AQUAMARINE: | 
Pat Johnson, 1957 Queen of the 
New York Summer Festival, 
receives a heart-shaped aqua- | 
marine ring from James Far- | 
ley, one-time governor of New | 
York and Postmaster General 
of the U. S., in behalf of the 
Ring Guild of America. Pres- 
ent at the ceremonies June 20 
at the New York Convention | 
and Visitor's Bureau were | 
Mayor Robert Wagner, official | 
hostess Ethel Merman, and 
Bernard Gimbel, department 
store chain owner. Rings from 
the Guild were also presented 
to the Queen’s four ladies-in- 
waiting. | 








U. $. Labor Department Says 
Diamond Cutting Industry 
Must Obey Hour, Wage Laws 


The U. S. Department of Labor 
has ruled that firms in the diamond 
cutting industry which treat em- 
ployees as “independent contrac- 
tors” ‘to avoid paying overtime 
wages and other provisions of the 
Federal Wage and Hour Law will 
be held responsible for restoration 
of these unpaid employee benefits. 

Frank J. Muench, regional direc- 
tor of the Department of Labor’s 
Wage and Hour and Public Con- 
tract Divisions, has stated that 
“subterfuges or devices which de- 
prive workers of their rights under 
the Federal Wage and Hour Law 
in the diamond cutting industry 
and other industries would be 
scrutinized closely by Wage and 
Hour investigators.” 

He warned that if violations of 
the law occur when a true em- 
ployer-employee relationship exists, 
the employer will be held respon- 
sible for restoration of all benefits 
that were illegally deprived the 
employees. 
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Congressional Committees Halt Planned PX Credit Tests; 
Senate Group Demands Report on All Exchange Operations 


A planned test of interest-free 
credit for servicemen at two Air 
Force post exchanges (see JC-K 
for June) has been postponed by 
Congress. 

Several retail organizations pro- 
tested that the tests would pave the 
way for service-wide PX credit 
operations, to the detriment of 
civilian merchants. Their com- 
plaints sparked both House and 
Senate hearings. 

Strongest blast against further 
PX expansion was leveled by the 
Senate Appropriations Committee, 
which criticized not only the pro- 
posed credit test, but also the ear- 
lier-agreed-upon PX increases. 


Said the committee, “there is 
little, if any, justification for in- 
creasing the competitive advan- 
tage of ... the PX system at the 
expense of the retail merchants of 
this country.” It was especially 
critical of the use of military per- 
sonnel at exchanges which it 
termed “an unwarranted waste of 
the taxpayer’s money.” 

The committee has demanded a 
full report by Defense Department 
officials on exchange and ship store 
operations by Jan. 1. 

At the House Committee hearing, 
the National Retail Dry Goods As- 
sociation renewed its demand that 
Congress restudy the proper func- 


tion of exchanges. The latter, said 
NRDGA, no longer restrict sales of 
items to “convenience and neces- 
sity,” but have enlarged into full- 
scale cut-rate department stores, in 
direct competition with merchants. 

Earlier, exchanges and retailers 
had grudgingly agreed to “mod- 
erate’ expansion of types and 
prices of items for exchange sale 
(see JC-K for May), but the new 
investigations may alter these com- 
promises. 


Mail Service Rates Increased 
By Post Office Department 


Retailers will have to pay more 
for some mail services as a result 
of a recent Post Office Department 
rate increase. 

Special delivery stamps for 
first-class letters now cost 30¢, up 
10¢. Money orders now cost 5¢ 
more than previously, regardless 
of the face amount. Registered 
mail fees for return receipts are 
up 3¢ to 10¢ and the fee for re- 
quiring such mail to go the ad- 
dressee only is up 30¢ to 50¢. In- 
surance is up by 5¢ to 20¢, and 
special handling fees now range 
from 20¢ to 50¢, up from 15¢ to 
20¢. Business reply cards are up 
from 3¢ to 4¢ with the charge for 
each piece of enclosed mail in 
business reply envelopes up l1é. 
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DOCKSIDE RECEPTION: Executives of the Watch Material Distributors Asso- 
ciation of America and of the Watchmakers of Switzerland are all smiles after 
witnessing the safe arrival June 14 of 18 tons of data sheets from Ebauches, 
S. A., Swiss watchmakers. The data sheets, which arrived on the French liner 
S. S. Flandre, were promptly bound into the 60,000 copies of WMDAA’s Catalog 
of Genuine Watch Parts, which were distributed last month to watchmakers and 


parts wholesalers throughout the country. 
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Supreme Court Deals 
Blow to Fair Trade 
In GE-Masters Feud 


General Electric Co.’s appeal to 
the U. S. Supreme Court, for an 
injunction prohibiting Masters 
Mail Order Co. of New York from 
advertising GE products below fair 
trade prices, has been refused by 
Justice John Harlan. 

The appeal came after the U. S. 
Court of Appeals in Washington 
ruled that Masters could ship GE 
appliances to customers living in 
fair trade states at a discount, via 
its Washington mail order subsidi- 
ary. The District of Columbia and 
14 states have no fair trade laws. 

Justice Harlan, however, said 
GE can make a new injunction re- 
quest this fall, if the high court 
votes to consider the disputed case. 

Meanwhile, Masters, who is le- 
gally free to continue to advertise 
GE products at discount prices, is 
running into new trouble. Only 
one of New York’s seven major 
daily newspapers, the News, has 
consented to run the ads. And TV 
station WRCA-TV also. turned 
down Masters’ ads, although radio 
station WOR did agree to accept 
them. 

Also, Masters is faced with the 
problems of refunds, replacements 
and exchanges. These must be 
made on the GE appliances sold by 
mail, at 21%-37% discounts, and 
must be made by return mail 
through the mail order branch in 
Washington. But Masters, whose 
main offices and warehouses are in 
fair trade New York, can not han- 
dle either the refunds, replacements 
or the exchanges from there, and 
a serious supply problem has thus 
developed. 


Less Gold and Silver 
ls Being Mined in the U. S. 


U. S. production of gold and sil- 
ver slipped slightly in 1956. Do- 
mestic mines produced 1,814,228 
fine oz. of gold last year, 4 per 
cent less than in 1955. South 
Dakota continues to lead. 

Silver production totaled 37,- 
137,000 fine oz. in 1956, down 
slightly less than 0.2 per cent be- 
low 1955, Idaho is chief producer. 
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FOUR-FACE LIFTING: Visi- 
tors to the Waldorf-Astoria ho- 
tel in New York, be they from 
New York, Paris, London or 
even Madrid, can now set their 
watches from any one of the 
four faces of the majestic nine- 
foot bronze-and-mahogany 
clock that graces the lobby. 
The historic timepiece, built in 
1893 by the Goldsmiths Co. of 
London, was timed and reno- 
vated recently by technicians 
from Elgin National Watch Co. 
Once valued at $25,000, the 
two-ton marvel of clockmaking 
skill tells time in four world- 
cities, is adorned with a minia- 
ture Statue of Liberty, four 
wing-spread eagles, bronze bas- 
reliefs of eight great Ameri- 
cans, and various sport scenes. 
It was made for the World’s 
Columbian Exposition in Chi- 








| cago in 1893. 





Labor Department Forecasts 
Record Summer Employment 


Jewelers and other businessmen 
should find business pretty brisk 
this summer, government distribu- 
tion experts are predicting. 


The forecast is based on ex- 
pected high employment and ris- 
ing wages in the usually slack 
summer months. The U. S. Labor 
Department expects 1957 summer 
employment to reach a new high 
of 68 million. This would be 1.5 
million more wage earners (and 
consumers) than during the sum- 
mer of 1956. 

Wages, too, are scheduled for 
another increase in several key 
industries this summer, thus giv- 
ing more spendable income to 
many families. 


Labor Department Boosts 
Minimum Wage Rates For 
Puerto Rico Jewelry Workers 


Higher minimum wages for the 
Puerto Rican jewelry industry, 
long advocated by the Manufac- 
turing Jewelers and Silversmiths 
of America, Inc., were put into 
effect June 17. 

The MJ&SA had previously en- 
tered a plea with the Puerto Rican 
Industry Committee for establish- 
ment of a $1 minimum wage rate 
in the button, jewelry and lapi- 
dary industries. It complained 
that low wage rates in Puerto 
Rican jewelry manufacturing had 
not even “remotely kept pace with 
the progress of those in the United 
States.” (See JC-K for May 1957). 

The new rates were set by the 
U. S. Labor Department’s wage 
and hour division. They were rec- 
ommended by an industry commit- 
tee consisting of employees, em- 
ployers and Department officials. 

For workers in the gem stone 
classification of Puerto Rican in- 
dustry, the new minimum wage is 
$1 an hour. New minimums for 
precious jewelry and metal expan- 
sion watchband workers is 80¢; 
industrial jewel workers, 75¢; hair 
ornament workers, 67¢; button, 
buckle and bead workers, 63¢; 
metal jewelry findings workers, 
50¢; costume jewelry workers, 
60¢; hair accessory workers, 58¢; 
plastic costume jewelry workers, 
50¢, and rosary and native jewelry 
workers, 43¢. 

Minimum wages in these indus- 
tries formerly ranged from 33¢ 
to 60¢ an hour. 


Ronson Acquires Control 
Of Saxony Electronics, Inc. 


Ronson Corp., in a further step 
towards product diversification, has 
announced the acquisition of Sax- 
ony Electronics, Inc., of Wilming- 
ton, Del. 

The Wilmington firm produces 
hair dryers, heating pads and room 
vaporizers, and is developing other 
electrical appliances. 

Saxony’s operating personnel 
will remain intact. Lawrence Feed- 
man and John Tone will continue 
as vice-presidents. 
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JEWELERS & EDUCATORS: Pictured at dinner of Manufacturing Jewelers 
and Silversmiths of America, Inc., left to right, are: F. Sheldon Davis, Rhode 
Island, director of vocational education; Dr. Michael F. Walsh, state commis- 
sioner of education; William F. Patterson, special assistant to the U. S. Secre- 
tary of Labor; Isador Paisner, master of ceremonies; Howard H. Sweet, MJ&SA 
president; Dr. James L. Hanley, superintendent of Providence public schools; 
George Parmenter of International Association of Machinists, and George R. 


Frankovich, MJ&SA executive secretary. 


Manufacturing Jewelers Award 
Vocational Training Certificates 
At Fourth Annual Banquet 


High praise of the Manufactur- 
ing Jewelers and Silversmiths of 
America for its vocational train- 
ing program was registered by the 
U. S. Labor Department at the 
fourth annual MJ&SA vocational 
awards dinner June 19 in Provi- 
dence, R. I. 

William F. Patterson, special 
assistant to the Secretary of La- 
bor, commended the association 
for establishing the Providence- 
Attleboro vocational school to 
help elevate jewelry skills. Classes 
in toolmaking, electroplating and 
sample-making are held in Provi- 
dence and Attleboro high schools 
one afternoon each week in co- 
operation with school authorities. 
Students are released from work 
by their jewelry manufacturing 
employers to attend the classes. 
Firms cooperating in the program 
totaled 55 this year. 

Rhode Island educators also 
praised the association’s program. 
Dr. Michael Walsh, Rhode Island 
commissioner of education, pre- 
sented certificates to the 37 stu- 
dents who completed the crafts- 
manship courses. 

Dinner greetings were extended 
by asseciation President Howard 
H. Sweet. Isador Paisner, chair- 
man of the vocational education 
committee, presided. 
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SWITCH: Carmen Basilio, wel- | 
terweight champion of the | 
world, who is usually on the | 
receiving end when trophies | 
are given away, picks one to. 
present at Vernon Downs race 
track. Helping the champ choose | 
from the Poole Silver Co. cata- | 
log is E. J. Schermett, Syracuse, | 
N. Y., jeweler. The race for | 
which the trophy was awarded | 
was named for Norm Roths- | 
child, promoter of most of 

Basilio’s big fights. 








Waltham Stockholders 
Approve Division 
Into Two Corporations 


“Overwhelming approval” of a 
plan to divide Waltham Watch Co.’s 


watch and industrial operations 
into two corporate entities was 
registered last month at a vote of 
the firm’s stockholders. They also 
approved the election to the board 
of directors of Walter S. Mack, 


president of C & C Super Corp. 
and Louis Ripley, president of Heli 
Coil Corp. 

Effective July 10, the firm’s name 
was changed from Waltham Watch 
Co. to Waltham Precision Instru- 
ment Co., and a new corporation, 
Waltham Watch Co. of Delaware, 
was established. Under the plan 
submitted by the 107-year-old 
watch manufacturing firm, stock- 
holders will receive one additional 
share for each five shares held, 
and will have shares in each com- 
pany. 

The Waltham Watch Co. of Dela- 
ware will develop and market 
watches and clocks for consumer 
use. Earlier this year, when a 
group headed by Joseph and Melvin 
Axler obtained control, Waltham 
reentered the consumer watch field 
with a 150-model] line, and estab- 
lished a 21-man sales force to sell 
the watches. 


Boston Jewelers Hold 
Annual Summer Outing 


Hot, humid weather on June 17 
forced many of the 160 members 
and guests at the Boston Jewelers 
Club annual outing to retreat into 
the air-conditioned comfort of the 
outing site, Commonwealth Coun- 
try Club, Newton, Mass. 

Only a brave few ventured into 
the golf and bowling activities of 
the traditional sports affair. 

The club’s new silver bowl! golf 
trophy went to Bob Brennan of 
Speidel Corp. Edwin Fish of Kath- 
erine A. Murphy Co., Boston, won 
a lighter set for his high-score 
217 in the bowling competition. 


-, 


TO THE VICTOR: Boston Jewelers 
Club President Herbert L. Thomas, 
left, congratulates golf-trophy win- 
ner Robert Brennan of Speidel Corp., 
right. Past President Ellsworth Read 
looks on. 





Reserve Board Labels 
Credit Expansion Normal: 
No Government Controls Seen 


Credit operations of jewelers 
and other businessmen won’t be 
controlled by the government any 
time in the foreseeable future. 

Plans for the government to se- 
cure standby power to set mini- 
mum down payments and maxi- 
mum repayment credit periods 
have been killed. 

Death blow to possibilities of 
standby credit controls came af- 
ter a year-long Federal Reserve 
Board study indicated that rapid 
expansion in consumer credit in 
recent years has no more than 
kept pace with rising incomes, 
and thus is not dangerous. The 
President agreed, and Congress 
has now put the issue aside. 

Meanwhile, consumer credit is 
increasing. Following a slight in- 
crease in March, consumer install- 
ment debt took a jump of $259 
million in April, to reach a record 
$31.5 billion. This increase, how- 
ever, was less than the increases 
in April 1955 and ’56. 

Retail spokesmen have bitterly 
opposed any peacetime use of con- 
sumer credit controls, even oppose 
granting government standby au- 
thority. 


JITC Will Examine Proposed 
Excise Tax Exemption for 


“Do-It-Yourself” Jewelry Kits 


Problems posed by the proposed 
exemption from the Federal retail 
excise tax of “do-it-yourself” cos- 
tume jewelry kits and components 
will be aired at a meeting of the 
Jewelry Industry Tax Committee 
on Aug. 14 in New York. 

The “Excise Tax Technical 
Changes Act of 1957,” may drop 
the word “imitation” from the list 
of excise-taxable loose’ stones. 
This would exempt the inexpen- 
sive stones found in most costume 
jewelry kits. The new excise tax 
bill has passed the House and is 
now before the Senate finance 
committee. 

JITC will explore the possible 
impact of such exemption on the 
sale of finished costume jewelry 
products, and of its overall effect 
upon the industry. 
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Kane 


off with a dozen watches. 


Kane, who is the first “Twenty-One” contestant to come from outside the 
New York area, is also part-owner of Meadows Gifts store in Indianapolis. 
Shown above, left to right, are Kane, his son, Jack Barry, “Twenty-One” 
master of ceremonies, and champion Bloomgarten. 





Kane’s Son 
DOUBLE PLAY: Because baseball immortal Babe Ruth never led the 
major leagues in all three hitting departments (batting average, runs- 
batted-in, home runs) in one season, Indianapolis jeweler Matthew F. Kane 
struck out—TV quiz-show style—on June 24. 

Kane, whose vast general knowledge had gained him a tie with quiz show 
champion Hank Bloomgarten the previous week on the popular TV show 
“Twenty-One,” was defeated in his second-week challenge when he failed 
to identify the names of two players who had accomplished baseball’s “big 
three” hitting feat. He was competing with Bloomgarten for $1000 a point. 

And, as if to add insult to injury, thieves broke into Kane’s Village 
Jewelers store in Indianapolis on that luckless Monday evening, and made 


Barry Bloomgarten 








Jewelry Division Expands 
In National Conference 
Of Christians and Jews 


The National Conference of 
Christians and Jews works to lessen 
racial and religious tension. It does 
this through free and open discus- 
sion, in the spirit of Proverbs 1-17: 

“Wisdom is the principal thing; 
therefore get wisdom; and with all 
thy getting, get understanding.” 

Unfortunately, though organized 
some 30 years ago, the Conference’s 
work within the jewelry industry 
has been confined largely to the 
New York area. 

Last month a special committee 
recommended two steps to expand 
this worthwhile activity: 

1—That the Jewelers and Allied 
Trades Division of the National 
Conference extend its activities 
from coast to coast, “so that it 
would be more truly representative 
of the national character of the 
jewelry trade.” 

2—That contributions made by 
firms or individuals in the jewelry 
industry be credited both to the 
community in which the firm is lo- 
cated and to the jewelry industry 


as a whole. This method has been 
used successfully by other major 


groups supporting the National 
Conference. 

Oscar M. Lazrus, president of 
Benrus Watch Co.; W. Waters 
Schwab, president of J. R. Wood & 
Sons, Inc.; and Judson C. Travis, 
president of Handy & Harman, Inc., 
constituted the committee which 
gave this advice. 

The same three-man committee 
will soon invite prominent suppliers 
and retailers to serve on the na- 
tional executive committee of the 
Jewelers and Allied Trades Divi- 
sion. Acceptances, the committee 
members said, should be sent to 
Harry J. Bromley, Division chair- 
man, care of National Jeweler, 630 
Fifth Ave., New York 20, N. Y. 


Exhibitors to Present New Lines at 
September Denver Jewelry Show 


The 26th semi-annual Denver 
Gift & Jewelry Show will open 
Sept. 15-18 at the Hotel Albany, 
Denver. An expected 145 exhibitors 
will present new merchandise for 
the fall and holiday selling seasons. 
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Army, Air Force PX’S 
Seek to Eliminate 
“Faulty” Business Practices 


The Army and Air Force Ex- 
change Service will take steps to 
correct allegedly “exaggerated” re- 
tail price-tagging of watches sold 
in PX’s, and will require suppliers’ 
certification of carat weight and 
quality on all diamonds sold in 
exchanges. 

The announcement by the Ex- 
change Service was made in a 
letter to Bernard N. Burnstine, 
ANRJA-NJA _ representative, _ in 
reply to a letter he had written 
which pointed out certain faulty 
business practices in military post 
exchanges. 

Burnstine’s letter to Maj. Gen. 
Harlan C. Parks, chief of the joint 
military Exchange Service, noted 
that watches at a recently-visited 
PX bore exaggerated “retail” price 
tags “that indicated a markup over 
wholesale cost entirely contrary to 
the markup usually found on 
jewelry industry products.” 

Burnstine said these price tags 
have a tendency to mislead the 
purchaser and to make him believe 
he has achieved savings contrary to 
fact. 

Burnstine’s letter also contended 
that “.. . diamond rings have been 


sold in the military exchanges that 
are not of the quality or carat 
weight that the purchaser desired 
or expected,” and said that “... as 
a consequence the purchaser is 
unwittingly misled and may receive 
an imperfect or poor quality dia- 
mond on the assumption that he 
was buying a better stone.” 

General Parks pointed out that 
exchanges rely on the integrity of 
suppliers in meeting their dia- 
mond requirements, and said that 
exchanges are required to have 
periodic appraisals on stock dia- 
monds by licensed appraisers. He 
said that exchanges will be advised 
“to ascertain that appropriate 
certification of carat weight and 
quality is provided with every dia- 
mond.” 


Borel, New W.M.D.A.A. President, 
ls a Born Watchmaker 


Pierre Borel, who was installed 
in June as president of the Watch 
Material Distributors Association 
of America, is a product of the 
industry. 

Born in Switzerland 43 years 
ago, he grew up in Kansas City, 
Mo., where his father, Jules Borel, 
organized Jules Borel & Co., im- 
porters and distributors of watch 
materials. 

At 15, Pierre enrolled in Tech- 





Swiss Show Newest Watch Advances at Fashion Show 


; 
? 


é - 


ART OF THE SWISS: A jeweled-lever watch, with matching cuff links, for 
evening wear, is modeled before some of the 200 newspaper fashion editors, 
watch importers and jewelry industry executives who attended the Watch- 
makers of Switzerland’s “Fashions In Time” show July 8 in the penthouse of 
the Hotel Pierre, New York. Seated, from left, are: Dorothy Perkins of the 
Philadelphia Inquirer; Carol Breitman of Seventeen magazine, and Edrie Van 
Dore, also of the Inquirer. The affair, held during the Dress Institute’s press 
fashion week, marked the preview of this year’s new Swiss watch innovations. 
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Borel: New WMDAA Head 


nicum, famous watchmaking school 
at La Chaux-de-Fonds, Switzer- 
land. Prize memento of his four 
Technicum years is a_ pocket 
watch which he designed and 
made. 

Graduating with honors, he 
joined his father’s firm, traveled 
widely, calling on customers; in 
1939 he opened an office in Des 
Moines. This branch closed when 
Pierre and his men entered the 
Armed Forces in 1942. (Pierre’s 
watchmaking skill proved valuable 
to the Navy in the South Pacific; 
for 27 months he helped set up in- 
strument-servicing centers which 
leapfrogged from island to island 
as the lines advanced.) 

After the war, he increasingly 
assumed management of the com- 
pany, permitting his father, Jules 
Borel who is now 72, to devote 
more time to his friends, the watch- 
makers of the area. 

Pierre travels often to Switzer- 
land. His wife, Joyce, went along 
on his latest three-month trip. 
They returned in May, happy to 
rejoin the four “little watchmak- 
ers” they left at home in Kansas 
City. — 

Gemex Will Recondition, Recard 
Watchbands Damaged in Disasters 


Gemex Corp., watchband manu- 
facturer, has announced it will 
recondition and recard at no 
charge all Gemex watchbands in 
jewelers’ inventories damaged by 
the recent floods and tornadoes in 
Texas, Oklahoma, Missouri and 
Kansas. 

Gemex has asked retailers to 
send water-damaged merchandise 
to Gemex, Union, N. J., and to 
mark the packages “flood-dam- 
aged goods” or “tornado-damage 
goods,” whichever is the case. 
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ODM Report on ‘“Essentiality” 
Of Domestic Watch Industry 
To Be Issued This Summer 


The long-awaited recommenda- 
tions of the Office of Defense Mo- 
bilization on whether further re- 
strictions on imports of Swiss 
watch movements are needed will 
be issued this summer, top gov- 
ernment officials say. 


George B. Beitzel, Pennsylvania 
industrialist who has directed the 
ODM watch import inquiry, told 
THE JEWELER’S CIRCULAR - KEY- 
STONE that the study is winding up 
and will be issued “soon.” 


Mr. Beitzel began writing his 
final report on the year-long study 
early in June. He expected to take 
several weeks completing it, and 
then said it would take a few more 
weeks going through various gov- 
ernment channels for review and 
approval. 


The ODM report will deal 
strictly with the questions of 
whether the domestic watch in- 
dustry is “essential” to national 
defense—as it has been termed in 
the past—and whether the present 
level of imports of foreign move- 
ments is damaging or threatening 
to damage domestic producers. 


It will be turned over to the 
White House, which will decide 
whether to take action, or to seek 
recommendations as to what type 
of relief, if any, will be granted to 
the domestic producers. 


Future Business Leaders 
Tour Zale Headquarters 


Thirty-five members of Future 
Business Leaders of America got a 
look at a Texas-size company dur- 
ing their national convention in 
Dallas June 17-19. 

The teen-agers toured the gen- 
eral offices of Zale Jewelry Co., 
nation’s largest retail jewelry firm. 
They were escorted by Zale execu- 
tives Al Gartner and William Zale, 
and were greeted by Ben A. Lipshy, 
president. 

Included in the tour was an in- 
spection of the firm’s executive 
offices, bookkeeping department, ad- 
vertising and photography depart- 
ments, print shop and warehouse. 

The tour was arranged jointly by 
Zale and the Speidel Corp., manu- 
facturer of watch bands. Two of 
the visitors received Baylor auto- 
matic watches, which are produced 
and distributed by Zale. 

The Dallas executive offices are 
the nerve-center of the Zale organi- 
zation, which includes 79 stores in 
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CONSUMERS’ CHOICE: Nationwide consumer voting in jewelry 
stores, from Sept. 15-Nov. 15, will decide which one of these three 
New York models (standing, left to right), Eleanor McCombe, Laurie 
Mathews or Gail McDermott, will reign as Feature Ring Co.’s 1957 
“Queen of Diamonds.” Top consumer grand prizes are expense-paid 
vacations for two in Cuba, Bermuda and Florida. Pictured with the 
contest finalists are Feature Ring ad director Felice Schrager, far left, 
and firm President Jerry Peterson. 
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GIFT: William Zale presents watch to 
Ella May Campau of Fort Worth, 
regional vice-president of Future 
Business Leaders of America. The 
teenage group toured the Dallas head- 
quarters of the 79-store Zale Jewelry 
Co. 


16 states, jewelry and watch assem- 
bly shops and a worldwide buying 
organization. 

Some 700 delegates, representing 
50,000 members in 25 states, at- 
tended the FBLA convention. 


Memorial Is Planned 
To Honor Late Dr. Foshag, 
Of Smithsonian Institution 


A committee of jewelers, edu- 
cators and mineralogists has been 
established to found a memorial 
to the memory of the late Dr. 
William F. Foshag, who was head 
curator of the Department of Geol- 
ogy at the Smithsonian Institu- 
tion, Washington, D. C. 

The memorial will be founded as 
a tribute to Dr. Foshag’s service 
to the jewelry and allied industries 
during his years at the Smithson- 
ian. Dr. Foshag and Dr. George 
S. Switzer, acting curator of min- 
eralogy and petrology at the Insti- 
tution, were co-authors of JC-K’s 
Annual Report on the Diamond 
Industry. Dr. Switzer will con- 
tinue to produce the report. 

Exact nature of the memorial 
has not been established. It is 
hoped that a fund can be raised 
for a “Foshag Collection of Min- 
erals,”’ which would be turned over 
to the Smithsonian with a deed of 
gift from the contributors. 

Honorary committee chairman is 
Dean Edward H. Kraus of the 
University of Wisconsin. H. Paul 
Juergens is secretary. 

Contributions should be made 
payable to The William F. Foshag 
Memorial Fund, c/o Herman Eldot, 
treasurer, 33 W. 60th St., N. Y. 
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JIC, Look Will Co-Host 
Industry Breakfast Meeting 
For “Operation Cherub” 


The Jewelry Industry Council 
and Look magazine will play co- 
hosts to members of the jewelry 
industry at a breakfast meeting 
Aug. 12 at the Ambassador Hotel, 
New York. Theme of the meeting 
will be the coming “Operation 
Cherub” Christmas gift - market 
campaign. 

Eugene B. Mapel, vice-president 
of Barrington Associates, New 
York management consultants, is 
scheduled to address the meeting. 
He will stress the need for cooper- 
ation within the industry in at- 
tracting the gift market, especially 
as regards watches, silver and 
rings, where competition from 
other industries is strongest. 


California Jeweler Describes 
Diamonds Stolen from Shop 


A dozen diamonds, some of 
which were used to calibrate the 
American Gem Society’s Colorime- 
ter, were stolen on the night of 
June 26 from the shop of Robert 
M. Shipley, Jr., Geyserville, Calif. 

Their total wholesale value was 
$5456. Fortunately, complete data 
is available for all of the stones, 
because they had been studied 
carefully. The largest, worth 
$2829, weighs 2.45 carats; is 1.9 
in color and 1 in perfection. An- 
other, worth $951, weighs 1.32 
carats; is 0.6 in color and 4 in 
perfection. The other stolen stones 
have these weights: 1.19, .81, .41, 
78, 33; .31; 31; .45; .60 and .20. 


Anyone encountering such 
stones may contact Shipley or the 
office of the Somona County Sher- 
iff at Santa Rosa, Calif. 


Harteveldt Offers AGS Members 
Loan of Conclave Recordings 


Capsule tape recordings taken 
at the American Gem Society con- 
clave last spring are now avail- 
able to AGS members on a free 
loan basis. 

Recordings of the entire con- 
clave were made by Henry Harte- 
veldt Jr., of Henry H. Harteveldt 
Co., New York wholesaler and as- 
sociate member firm of the soci- 
ety. Later, a “Conclave in Cap- 
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sule” edited recording was pre- 
pared, which takes only three 
hours to listen to. These capsules 
can be obtained from AGS head- 
quarters or from Henry Harte- 
veldt, Jr. Henry H. Harteveldt Co., 
630 Fifth Ave., New York. 


American Jewelry Co., Baltimore, 
Moves to New, Larger Showrooms 


On July 19, the American 
Jewelry Co., formerly located at 
1 N. Liberty St., moved to a 
new and larger home at 20 Hop- 
kins Place (at Redwood) in Bal- 
timore, Md. The new quarters 
were previously occupied by En- 
gel Co. 

Morris Berman, firm president, 
said “we were fortunate in hav- 
ing available so handsome a 
showroom and such an efficient 
office layout.” Jerry Weingroft, 
general manager, added, “we 
needed this new layout, with its 
8500 square feet, to accommodate 
our recent growth.” Salesmen 
Jesse Schwartzberg, Howard 
Shapiro and Robert Fisher will 
locate at the new offices. 
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Home Office and Showroom 
72 Madison Ave. 
New York 16, N. Y. 





® LETS GET 
RE-ACQUAINTED 


Stanley & Stanley 


Creators of Leather Goods for Over 
One Hundred Years 


IS ONE OF THE FEW QUALITY LEATHER GOODS MANUFACTURERS 
WHOSE POLICY HAS ALWAYS BEEN THAT OF SERVICING THE 
RETAIL JEWELER WITH A HIGH QUALITY, HIGH PROFIT CONSUMER 
ACCEPTED PRODUCT. OUR POLICY OF CLOSE COOPERATION 
WITH THE RETAILER HAS MADE THE STEADY GROWTH OF 
STANLEY & STANLEY POSSIBLE. YOUR SPECIAL ORDER IS 

AS IMPORTANT TO US AS YOUR HOLIDAY ORDER. 


OUR SHOW ROOMS ARE ALWAYS OPEN 


Visit us when in New York attending the Annual Convention and Trade Show 
at the Waldorf-Astoria, Aug. 11th-15th. 


Los Angeles, Calif., Showroom 
712 South Olive St. 
Room 406 











increase profits by 
Engraving your own Jewelry 


in 

STORE 
SHOP 
FACTORY . 


Special Multi-Grip « ° 
vise holds articles of 
any shape. Inexpensive 
CNP-J Panto-Engraver ® 
cuts sharp and clean ine 
stainless steel, gold, silver, other metals. , 


FOR THE JEWELRY MANUFACTURER 


The 3D-5 Panto-Engraver . . 

Cuts medallion, ring and jewelry _— 
steel stamps or any bas-relief design 
well as lettering, name plates, pacites. 


signs, etc. 
Model 3D-5 


A Full Line 
of 


Engraving 
+ eee: 


an 
Accessories 


Liberal Terms Arranged. 
Small Monthly age 


Write for complete deta 


TRADE MARK 





HH. P. Preis Engraving Machine Co. 
657 U. S. Highway 22 Hillside, N. J. 
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OLD MINE DIAMONDS and 
Broken Stones Bought 
Re-cutting for the Trade 


We specialize in stones !/> ct. 
to 2 ct.——all shapes 
You make more profit because 
you buy "DIRECT" 

We ship to you on 
memorandum only! 


“You pay only when you sell." 
BANKING REFERENCES UPON REQUEST. 


JACK BLAUWEISS 





22 W. 48 St. New York 36, N. Y. 
OOOO: 
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‘Imperial Chime Clocks’ 
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Complete dealer aids for 
fine advertising. 
crease sales and boost 
profits. See our line. 
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REPRESENTATIVES: Oneida | 
Ltd. Silversmiths, whose flat- 

ware and hollowware patterns 

have been protected by U. S. 

patents for 75 years, repre- 
sented the silverware industry 
at the recent Design Patents 
_ Exhibit in Washington. Above, 
examining Oneida’s new 

Achievement hollowware, are, 

left to right, O. E. Cumings, Jr., 

manager of the firm’s legal de- 

partment; P. T. Noyes, vice- 
_ president and general manager, 
_and U. S. Commissioner of Pat- | 
ents Robert C. Watson. 


Reynolds Holds Open Sente 


Some 1500 retailers, competi- 
tors and suppliers were guests of 
E. W. ‘Reynolds Co., Los Angeles 
wholesale jewelers, on June 19. 

They inspected the new, big 
(28,000-square-foot), air - condi- 
tioned general offices of a com- 
pany that fittingly calls itself ‘79 
Years Young—and as Modern as 
Tomorrow.” 








On view were the 


material and supply department, 
the direct import diamond depart- 
ment, the newly-formed sales pro- 
motion and advertising depart- 
ment, the print shop, the central 
order board, stockrooms and an 
impressive showroom. 

Visitors were entertained in a 
bright circus tent set up on the 
parking lot behind the glass and 
fieldstone building. Hosts were 
President Walter H. Butler, Sr., 
E. Reynolds Butler, Jack Comly 
and Walter Butler, Jr., the man- 
agement team. 





Government Schedules Clinics 
To Help Small Businesses 


Government officials, who re- 
neged on earlier promises to help 
small firms this year, are now 
planning a series of “clinics” on 
small business problems. 

Aim of the discussions is to de- 
termine the basic faults that are 
causing the high rate of small 
business failures in the face of 
overall national prosperity. 

The first conference, called by 
the White House for Sept. 24-26, 
will explore methods of helping 
small firms broaden their oppor- 
tunities through marketing and 
product research. 

In addition, one-day “work- 
shops” have been scheduled across 
the country “to get constructive 
suggestions and ideas as to spe- 
cific problems.” A half dozen such 


meetings have already been held. 


PREVIEW: Omega executives and sales representatives from throughout the 
U. S. gathered at the Delmonico Hotel in New York during the week of June 
24 to see the company’s new watch lines and to discuss 1957-58 merchandising 
and advertising programs. Introduced at the meeting were expanded ladies’ and 
men’s watch lines, which will be published this fall in leading magazines and 
35 Sunday supplements. 
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Vermont, New Hampshire RJAs Hold First Joint Convention 


Barrows 
Burnham 


Aubin 
Trask 


The Vermont and New Hamp- 
shire Retail Jewelers Associations 
met jointly for the first time at a 
convention on June 24-25 at the 
Lake Tarleton Club, Pike, N. H. 

Some 200 members and guests 
from both groups heard prominent 
jewelry industry figures speak at 
the Sunday morning business ses- 
sions. Other highlights were a 
diamond - cutting exhibition by 
George Kaplan of Lazare Kaplan 
Co. and a number of social events. 

Both Harry R. Gerber, ANRJA 
president, and William Preston 
Sr., NJA vice-president, predicted 
early merger of the two national 
organizations into the new Retail 
Jewelers of America, Inc. Vincent 
F. Chapman outlined the work and 
history of the Jewelers Board of 
Trade, of which he is secretary, 
and noted that 900 names were 
added to the board’s directory last 
year. 


Mrs. Sawyer 
Brassard 


McAllister Mrs. Brassard 
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Freeman Hewitt 


Wilson 


At separate business meetings, 
the two associations elected new 
officers. 
chester is 1957 president of the 
New Hampshire RJA. He succeeds 
Jack Sawyer. Mrs. Brassard will 
serve as secretary-treasurer. David 
McAllister of Woodsville and 
Robert Burque of Nashua were 
elected regional vice-presidents. 

At the Vermont meeting, Ivan 
Burnham of Waterbury succeeded 
Martin Freeman as president. 
Donald Trask of Ludlow was 
elected secretary-treasurer. Named 
as regional vice-presidents were: 
Otis Hewitt of Rutland; A. Earl 
Wilson of Springfield; William 
Preston Jr. of Burlington, and 
Paul Aubin of Lyndonville. 


the lucky ticket holder at the joint 
banquet. His prize was a television 
set donated by Bob Brennan of 
Speidel Corp. 


Sawyer 





Roger Brassard of Man- | 
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Lazare Kaplan of New York was | fava? 
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IMPERIAL IMPERIAL 


BOOTH M-201 
“Chime Your Time”! 
Sure sales and big prof- 
its with “imperial” elec- 
tric chime clocks. -Stop 
in to see us! 
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SEE 
CERTIFIED WEDDING RINGS 


AT THE JEWELRY SHOW 


BOOTH 122 


MAIN BALLROOM 


WALDORF ASTORIA 


A complete line of exciting 
new styles created by master 
cra 


WRITE FOR FREE CATALOG 


showing 30 new gold 
wedding rings 


CERTIFIED METALS COMPANY 


119 EDISON PLACE @® NEWARK, N. J. 
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HEADQUARTERS 
for Nationally 
Known Lines 
In our own building with Greater 
Facilities for Better Service 
US TIME ALVIN 
INGRAHAM tte 


weges™ boner 


HAYWARD OSTER 
REMINGTON TRAVELER 
TWILIGHT STAR DIAMOND RINGS 


and Many Others 


Coatelog Twice Yearly * Ask for Yours Today 


JOSEPH HAGN COMPANY 


Whelesalers Since 1911 


325 West Medises Street, Chicago 6, Mincis 


SCHICK 
ULYSSE NARDIN WesTINGHOUSE 
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Electric Chime Clocks 
by “Imperial”. Finest 
m= quality, lowest prices! 
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Jewelry Stocks Wanted 


Cash Within 24 Hours 
No Stock Too Large, Too Small 
China Old Gold 


Watches Silver Platinum 
Jewelry Antiques Fixtures, etc. 


CALL COLLECT for CONSULTATION 
All Inquiries Strictly Confidential 


A. WEILER & CO. 


Established 1880 
(Div. of M. Y. Finkelman Co.) 
29 E. Madison St., Chicago 2, Ill. 
Telephone: DEarborn 2-3407 
MEMBER 
Diamond Dealers Club of New York 
Jewelers Board of Trade 
REFERENCE: 
Your Lecal Bank 


Diamonds 


| GEMS OF THE AIRWAVES: 

















THIS 
IS 


Walderite 


"Mighty Like 
A Diamond!" 
In Brilliance 
In 
In 





Hardness 

Clarity 
In Shape 
(Can be had in most 
shapes—all sizes) 
Write for Free 
Brochure Today! 


WALDERITE 
580 Fifth Avenue 
New York 36, N. Y. 
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“Chime Your Time” 


Imperial Chime Clocks 
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Lowest price quality line 
of electric chime clocks. 
Sure sales! 


BOOTH M-201 
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WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Ill. 


Students may enroll at any time of the year 











Two of the jewelry industry’s 
greatest stars flew KLM Royal 
Dutch Airlines from New York 
to Amsterdam recently, for 
guest appearances at the glit- 
tering international diamond 
exhibition there. 

The 44.5-carat Hope dia- 
mond, and a 33.7-carat sap- 
phire once owned by the Rus- 
sian empress Catherine the 
Great, took to the air in what 
might pound - for - pound have 
been the most valuable piece of 
cargo ever so transported. 

Other exhibits at the Dutch 
city, which has long been a 
world center of diamond trade, 
were a United Nations emblem 
fashioned in 5000 diamonds, 
and a picture of Amsterdam at 
night, with 1000 gems for 
stars. 











Bulova Will Exhibit 
New Transistor Radio 


_ At Italian Industrial Fair 


The Bulova Watch Co.’s new 
Bulova transistor radio has been 


| selected for exhibition at the an- 


nual industrial and architectural 
design exhibit in Milan, Italy. 
The radio is one of 130 exam- 


ples of outstanding U. S. indus- 
trial designs in the communication 
field that have been contributed by 
the division of International Trade 
Fairs of the Department of Com- 
merce. The exhibit was organized 
by the American Society of Indus- 
trial Designers, and is the first 
government-sponsored exhibit to 
appear at the annual fair. 

Theme of the U. S. exhibit is 
“Communications at Home and at 
Work.” Twenty-two nations are 
participating in this year’s Tri- 
ennale exhibition, to be held July 
28-Nov. 2 in a palace in Milan. 

Walter Dorwin Teague, ASID 
President Emeritus, is U. S. Com- 
missioner of the exhibit. 


French to Exhibit Watches 
At Retail Jewelers Market; 
Plan Permanent Center 


A group of 23 French manufac- 
turers of watches and watch parts 
will exhibit their products at the 
ANRJA-sponsored Retail Jewelers 
Market in New York Aug. 11-15 at 
the Waldorf-Astoria Hotel. This 
will be the second time the French 
manufacturers have participated. 

They will occupy seven booths in 
the ballroom. After the exhibition, 
they plan to open a permanent in- 
formation center in New York. 





BIRTHDAY PARTY: The Gemex Corp., celebrating its 40th anniversary this 
year, held its recent semi-annual sales meeting at the Park Sheraton Hotel, New 
York. Marketing Vice-President William B. McLaird introduced new merchan- 
dising aids for Gemex watchbands. Present were: Arnold S. Brophey, sales rep- 
resentative; Roy Benjamin, advertising account executive; William Hoehn, 
factory manager; Emanuel Spiro, sales promotion; Morton E. Reynolds, Southern 
sales manager; Ernest Wegmann, assistant vice-president; Helen Ashley, ad 
manager; Robert Delgado, sales representative; Harold N. Leitman, president; 
Vincent I. Mora, West Coast sales manager; Henri B. Leitman, manager of the 
international division; Ronald Mick, sales representative; Ed George, sales and 
service manager; Henry Hagfalk, J. P. Brandt Co., Sweden; John Campbell, 
Midwest sales manager; Gene Roderick, Southwest sales manager; John J. 
Fenlon, Mid-Atlantic sales manager; Ernest Keitel, leather manager; and Natt 


Ensler, advertising. 
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GOLDEN CIRCLE: Boutonniered 
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Golden Circle Sales and Executiv 


e Club mem- 


bers and their corsaged ladies pose at the group’s seventh annual dinner dance, 
held the latter part of May at the St. Moritz Hotel, New York (see JC-K for 
July.) Entertainment included a cocktail party, dance and TV star floor show. 











ANRJA, NJA Sponsor 
Two-Week Retailing Course 


“Is there a young executive in 
your employ whom you desire to 
train in modern retail jewelry 
practice?” 

This question is being asked 
members of the two national re- 
tail jewelers’ associations, in con- 
nection with a two-week jewelry 
retailing course to be offered by 
the New York University School 
of Retailing and the Joseph Bulova 
School of Watchmaking. 

A maximum of 25 jewelers will 
be enrolled for the course, Sept. 
9-20. They will learn financial con- 
trol, sales promotion, merchandise 
management and store operation 
from prominent jewelry store ex- 
ecutives and other specialists. 

The $300 “package price” for 
the course includes tuition, room 
and breakfast for 12 days. Appli- 
cations are being received by Dr. 
E. O. Schaller, Chairman, Admis- 
sions Committee, School of Retail- 
ing, New York University, Wash- 
ington Square, New York 3. 


Jewelry Shipping Service 
Sets New Volume Record 


The year-and-a-half-old Jewelry 
Shipping Service, initiated by the 
Manufacturing Jewelers and Sil- 
versmiths of America to handle 
overland jewelry shipments 
throughout the nation, recorded a 
new high volume in June. 

Total freight shipped during the 
week of June 23 was 244,185 
pounds. It toppled the 234,000- 
pound record set last October. 

Volume gains were attributed 
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to increased service usership, to 
early fall merchandise production 
and to the general industry opti- 
mism for renewed fall business 
activity. 





IRS Rules on Taxability 
Of Several Jewelry Items 


Sales of gold coins as such can- 
not be taxed under rules govern- 
ing articles made of precious met- 
al, the Internal Revenue Service 
has decided. But the tax does ap- 
ply when gold coins are incorpo- 
rated into an article as ornamen- 
tation. 

In two other rulings, IRS held 
that the excise tax does apply to 
the total price of a cultured pear! 
contained in a natural oyster 
shell, and packed and sold in a 
tin can, and that jewelry sold by 
American Indians is taxable, even 
though their manufacturing ac- 
tivities are tax-exempt. 











BON VOYAGE: Antwerp di- 
-amond exporter Joachim Gold- 
enstein presents a diamond 
_cocktail ring to Mademoiselle | 
Janine Hanotiau, 19-year-old 
“Miss Belgium 1957,” on her 
departure for this country, 
| where she competed for “Miss 
Universe” honors. At right is 
Mrs. Goldenstein. 














DIAMONDS 


Important single stones in 
fancy and round— 

rare colored diamonds 

of natural color 

write, wire or phone 


MARTIN |. HARMAN 


36 W. 47 St., N.Y. 36, N.Y. 
Plaza 7-2546 
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‘Imperial Chime Clocks’ 
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Complete dealer aids for 
fine advertising. In- 
crease sales and boost 
profits. See our line. 
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IMPERIAL 
A PROVEN SALES BUILDER ... 








MIZPAH* ROMANCE COIN 


For building steady sales, half a coin is better than one! 
*Mizpah is the symbol of enduring love. This exquisite 


split coin makes a cherished gift for a couple, mother 
and dad, parent and child. Bach wears one half of the 
coin—and no other will match. Inscribed with ““May 
the Lord watch between me and thee when we are absent 


one from another’’ on back. Can be sold alone—or with 
a bracelet, kevchain or necklace for added profits! 
in 14K Gold $25. n Sterling Silver $5.00 
All Prices Keystone 
Nationally advertised in Living, Redbook, House 
Beautiful and House &€ Garden 
Patent Applied For 

MOROCCAN ART CENTER 








30 Rockefeller Plaza. Dept. 18. New York 20. N.Y. | 














JEWELRY 


ART SERVICE 





e AD MATS 

e MAILING PIECES 
®e® ART WORK 

® COPY 


We handle your complete job. 
Free estimates. 
CALL OR WRITE — 


ELLIOT WIENER, Advertising 








49 WEST 32nd ST NEW YORK 1! 





CHickering 4.258 
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THE Quality LINE 


BARRASSO & BLASI 
MEN'S 
SEWELRY 


Handsome engine turned cuff links 
and tie slide, set with diamonds, 
available in both 10K and 14K 
yellow gold. Distinctively packaged 
—For Complete line see your whole- 
sajer or write for catalog. 


BARRASSO & BLASI, Inc. 


31 Governor a ee N. J 
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its with “Imperial” elec- 
tric chime clocks. Stop 
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NYE Porpoise 
Jaw 
The BEST for 
Watches and Clocks 


WILLIAM F. NYE, INC. 


Refiners of Porpoise Jaw oil 
since 1844 


New Bedford Mass. 





| journal, “Southwestern Watchmaker,’ 





| panel 
tives of Elgin Watch Co., Bulova 
Watch Co., H.I.A., Texas Jewelers 


rials 
_ America. 


SEE ee 


TOP TEXANS: Newly-elected Texas Watchmakers Association officers are, 
left to right: Dren M. Duffy of Houston, secretary; E. J. Farek of Houston, 
first vice-president; William F.. Pruett of Tyler, president; R. B. Raymond of 


| Dallas, second vice-president, and Raul Gomez of San Axtonio, treasurer. 


Raymond was also reappointed executive editor of the five-state watchmakers’ 


Texas Watchmakers Elect 


Pruett 1957 President 


The Texas Watchmakers Asso- 
ciation, meeting in San Antonio 
June 8-9 for its annual convention, 
elected William Pruett of Tyler, 
new president. He succeeds Ernest 
L. Brown of Houston. 

One lively session featured a 
discussion by representa- 


Association, and the Watch Mate- 
Distributors Association of 


Other activity included a talk 


on public relations, delivered by 
| Luynn Andrews, San Antonio as- 
|' sistant city manager, an antique 
watch exhibit, 


and a Saturday 
evening boat ride and dinner- 


| dance. 


Newly-elected officers, in addi- 


tion to President Pruett, are: E. 
_H. Farek of Houston, first vice- 
president; Robert B. Raymond of 
| Dallas, 
_Dren Duffy of Houston, secretary; 
| Raul Gomez of San Antonio, trea- 


second vice-president; 


surer. 


New York Jewelry Casters 
Celebrate Second Anniversary 


The Jewelry Casters Associa- 
tion of New York marked the sec- 


ond anniversary of its founding 
with a dinner-dance June 15 at 
the Sherry-Netherland Hotel. 


’ 


which is owned by the Texas association. 


Leo Nesselroth, who had been 
active in the association founding, 
was installed as new president. 
Other newly elected officers are: 
Jerry Vidibor, vice-president; 
Abraham Alpert, secretary, and 
Hans Schambach, treasurer. 

Former officers Lou Atkin, Mor- 
ris Adwar, Alpert and Schambach 
were presented with engraved 
desk sets, in recognition of their 
two-year service. 


Anson Adds New Product Lines 
In Effort to Combat ‘Off-Season’ 


A product expansion program 
designed to increase production 
and stabilize employment has been 
instituted by Anson, Inc., Provi- 
dence, R. I. 

By producing other types of 
merchandise during the period of 
the year when jewelry buying 
falls off and when employment 
and production cutbacks are nor- 
mally necessary, Anson President 
Olof V. Anderson believes the 
problems of “off-season slumps” 
in the industry can be solved. 

The new Anson products are de- 
signed for jewelry store gift de- 
partments. They include jewelry 
chests in some 20 styles for men 
and women, two sizes of adjust- 
able leather belts, and plastic shoe 
horns with gold or silver trim. 

Also added is a new line of 
men’s and boys’ jewelry. 


JEWELERS’ CIRCULAR-KEYSTONE, AUGUST 1957 











NEW ah YO 


Harold A. Laine of Zale Jewelry | 


Ralph Landis, jeweler of Harris- 
burg, Pa., was installed as presi- 
dent of the Keystone Guild of the 
American Gem Society. Ceremony 
took place during the annual la- 
dies’ night banquet of the society. 


Watchmakers of Switzerland pre- 
sented the latest teen-age style 
news in Swiss watches at a cock- 
tail party July 8 at the Hotel 
Pierre, New York. 


Allied Silversmiths Association 
has signed a new two-year con- 
tract which guarantees substan- 
tial wage increases for employees 
of member firms. The association 
is composed of sterling silver 
manufacturers in the New York 
area. 


Bernard F. Nathan, of the law 
firm of Nathan & Nathan, New 
York, has been chosen to head the 
Silverware and Allied Industries 
Division campaign for the United 
Jewish Appeal. Louis Farber, of 


Farber Bros. Ine., silverware 
manufacturers, is honorary drive 
chairman. 


C. B. Karlen, 
Plains, N. Y., jeweler and watch- 
maker, retired last month. His 
business career spans 48 years. 


veteran White 


George Kramer, president of 
George Kramer, Inc., New York, 
left on a trip to Europe and South 
Africa. The firm is the factory 
sales representative for Semca 
Clock Co., New York, French Jew- 
elry Co., Inc., Philadelphia, and 
other lines. Norman Minsky is 
now with the corporation. 


Jack Gerson, jeweler of New Cas- 
tle, Pa., was named New Castle’s 
distinguished citizen and pre- 
sented a plaque at a dinner given 
by the Optimist Club. In his 40 
years residence he has been ac- 
tive in 35 civic and welfare or- 
ganizations. Herman Hollander, 
executive secretary of the Penn- 
sylvania RJA, was speaker. 
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Co. is chairman of the annual out- 


ing of the jewelry division of the | 
Federation of Jewish Philanthro- | 
scheduled for Aug. 7 at | 


pies, 
the Century Country Club, White 
Plains, N. Y. Outing committee 
members are: Alexander E. Arn- 
stein, Joseph Baumgold, Philip 
Beck, Irving Fabrikant, Sidney 
Fiddelman, Col. Harry D. Henshel, 
Harry B. Henshel, Henry Peter- 
son, Milton Weill, Sumner Wyman 
and Bernard Robinson, who heads 
the prize committee. 


Theodore E. Cooper of Fred J. 
Cooper, Inc., Philadelphia, left 
with Mrs. Cooper on June 26 for 
a combination business and plea- 
sure trip to Europe. They visited 
diamond cutting centers in Hol- 
land, Antwerp, and Amsterdam, 
watch factories in Switzerland, 
and silversmiths in Denmark. 


Zinamon’s jewelry of New Kens- 
ington, Pa., featured a watchword 
puzzle contest for graduates of lo- 
cal high schools. 


Louis and Michael DeFranco, of 
New Brunswick, N. J., have or- 
ganized the Central Guild of the 


Watchmakers Association of New | 


Jersey. 


Allan Caplan, precious and semi- 
precious stones, moved from 2 W. 
46th St. to 580 Fifth Ave., N. Y. 


Monroe Heyman, manager of 
Royal Jewelers of Harrisburg, 
Inc., Harrisburg, Pa., was one of 
a group of managers and person- 
nel from Royal jewelry stores in 
the vicinity who visited the Ham- 
ilton Watch Co., Inc., Lancaster, 
Pa., recently, to attend a series of 
seminars there. 


Raoul Barton a jeweler of Little 
Falls, N. Y., spoke to members of 
the business and professional de- 
partment of the Little Falls Wo- 


man’s Club on “Gems, Jewels or | 


Just Junk.” 
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JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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Electric Chime Clocks 
by “Imperial”. Finest 5 
= quality, lowest prices! 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


HARRY BRAUNFELD 
108 FULTON ST., NEW YORK 38, N. Y, 
IRE TRE. 


Write for Our Annual Red Book 


Catalogue 











The Jewelers 


HARRY GREENWOLD 
WALLENSTEIN-MAYER CO. 


31 East Fourth Street, Cincinnati 2, Ohio 














oie 


Our work costs no more 
| than ordinary work 
BECKER-HECKMAN COMPANY 


| 29 Bast Madison Street, Chicago 3, Illinois 
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IMPERIAL IMPERIAL 


“Chime Your Time” 


Imperial Chime Clocks 


IMPERIAL 
SARE CIAL 


Lowest price quality line 
of electric chime clocks. 
Sure sales! 


BOOTH M-201 
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LIFETIME 
GUARANTEED! 


\ WASH. 


CIGARETTE LIGHTERS 





® Dyneflex sparking action 
at no extra cost. 
® Choice of Styles and 
colors. 
© FREE repair service for life! 
tC finest sfores 
caastl-la-coasl 
Write for free 


l-color 
brochure ... 


G & S Mfg. Co., 
Nashville, Tenn. | 


Pat Pend 


Pocket Lighters $2.25 to $6.95 
Table lighters $12 te $20 


Design | 








| 
| 


THEW Le |! 


ear j/ 


NEW 


| ‘The New England Guild of the 


American Gem Society elected new 
officers June 13. Mrs. Ella J. Bird, 


_ gem consultant for Kennard & Co., 
_Ine., Boston, was elected presi- 
_ dent. 


Other officers are Donald 
Bethany of Wellesley, reelected 


_ vice-president; Robert Swanson of 


Arlington, reelected secretary, and 


_ Walter Bain of D. C. Percival & 


Co., Inc., elected treasurer. 


Fisher Jewelry Store, Wakefield, 
Mass., was presented a distin- 
guished merchandising award for 


_ participation in the 1956 Christ- 


mas contest conducted by the W. 
A. Sheaffer Pen Co. of Iowa. 


| The Horological Society of Massa- 


chusetts met June 17 to discuss 


new business, and to elect officers 


for 1957. In its first full year of 
organization, the group’s member- 
ship has reached 159, President 
Al Beamish said. 


Frank Kravitsky, a salesman for 


_ Ross-Taylor, Inc., Boston, has won 


a $500 scholarship to the East 


- | Coast Aeronautical School. 


13 WASHINGTON ST., BOSTON 8, MASS 





JACK HARRITON 


Designs made to special order 


42 W. 48th St. New York, WN. Y. 





Ju 6-0697 








SEMIPRECIOUS STONES 


- Topaz - Amethysts 
Tourmalines - Garnets - Citrines etc 








Aquamarines 


INTER-OCEAN TRADE COMPANY 


RW 1Rth St ny CY 36. HW. Y. Circle 6-94 





CHARMS 


Sold only direct te Retailers 


WELLS MFG. CO. ATTLEBORO, MASS. 
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_ Arthur S. Kelly, treasurer of Nor- 


ling and Bloom Co., Inc., Boston, 
returned recently from a fishing 


trip in New Hampshire. 


|Jean P. Savary, technical con- 
_ sultant of the Watchmakers of 
| Switzerland 


Information Center 
was guest speaker at the annual 
dinner meeting cf the Waltham 


| School of Watchmaking Alumni 


Association in Hartford, Conn. 


| Next year’s gathering will be held 
in Sturbridge, Mass. 


_ George Hurst, representative of 
CC. & E. Marshall Co., wholesalers, 
demonstrated a 
machine at a meeting of the 


sonic cleaning 
Springfield Horological Guild. 


The Connecticut Retail Jewelers 
Association will meet at the Wav- 


_ erly Inn, Cheshire, Conn., on Sept. 
| 22, for its annual convention. 


ENGLAND 


Lawrence F. Percival, Jr., presi- 
dent of D. C. Percival & Co., Inc., 
Boston, spoke before salesmen of 
the Seth Thomas Clock Co. of 
Thomaston, Conn., July 2, on the 
wholesale jewelry industry. 


The election of new officers of the 
Horological Society of Massachu- 
setts has been postponed until the 
group’s September meeting. Soci- 
ety President Alvin W. Beamish 
has been elected to the board of 
directors of the Horological! Insti- 
tute of America. 


Sydney Doane Cook, vice president 
of A. Stowell & Co., Inc., Boston, 
was elected president of the Mas- 
sachusetts and Rhode Island Re- 
tail Jewelers Association at its 
42nd annual convention. 


Hector Langlais of E. Langlais 
Sons, Berlin, N. H., has been 
elected commander of American 
Legion Post 36. He is also first 
vice-president of the Berlin Cham- 
ber of Commerce. 


Roger Brassard of Brassard’s 
Jewelers, Manchester, N. H., and 
Ivan W. Burnham of Waterbury, 
Vt. were elected new presidents 
of the New Hampshire and Ver- 
mont Retail Jewelers Associa- 
tions, respectively, at a joint con- 
vention of the two organizations 
at the Tarleton Club, Pike, N. H. 


Charles, Henry & Crowley Co., 
Inc., Boston, recently displayed 
$100,000 worth of antique watches. 
Among them was the “lucky time- 
piece” once owned by millionaire 
Thomas Lawson. Chimes in the 
watch strike at strategic hours, 
during the stock market day, pre- 
sumably. 


Mrs. Jean Sheret and Donald She- 
ret, jewelers of Springville, N. Y., 
were guests of International Sil- 
ver Co., Inc., Meriden, Conn. They 
made a three-day tour of the 
plant, and attended a short mer- 
chandising and training course. 
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Leonard N. Simons of Simons- 
Michelson Co., advertising, in De- 
troit, has received an honorary 
degree from Wayne State Univer- 
sity. The company produces two 
jewelry advertising services. 


A rare star sapphire, second in 
size only to the famous “Star of 
India,” was exhibited at the 
National Gem and Mineral Show 
im Denver. The stone is owned by 
Donald Brown Pick, a Denver jew- 
eler. 


The semi-annual Detroit Jewelry 
Show will be held from September 
15 through the 17 at the Hotel 
Statler. Advance dealer promotion 
is planned by the 65 exhibitors, 
including a week’s trip for two to 
Miami. Phil Rothschild of Shway- 
der Bros., Inc., Detroit, manufac- 
turers of folding tables and chairs 
and luggage, heads the fall show 
committee, assisted by: Leonard 
Brown of LeCoultre Watch, a di- 
vision of Longines - Wittnauer 
Watch Co., New York; George D. 
Cohen of A. Cohen & Sons, Corp., 
New York; David Goldstein of 
Harbay, Inc., Detroit; Tom John- 
son of J. Milhening, Inc., Chicago; 
Larry Katz of Longines-Wittnauer 
Watch Co., New York; and Hy 
Keys of Elgin American Illinois 
Watch Case Co., Inc., Elgin, Il. 


Albert G. Drake of Goodman Jew- 
elers, Indianapolis, Ind., has been 
named manager of the jewelry 
firm’s new Eastgate branch store. 


Philip A. Evans has been appoint- 
ed manager of the new Rost Jew- 
elry Co., Inc., branch store in the 
Eastgate shopping center. 


James F. Mechler of Lasker, Inc., 
Eau Claire, Wis., received the title 
of registered jeweler from the 
American Gem Society. 


Christensen Jewelry, Cheyenne, 
Wyo., donated a diamond ring for 
the benefit of a mental health as- 
sociation. The ring was baked into 
one of 1000 cakes sold for the 
proceeds of the association at a 
special fair. 
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Six Indianapolis jewelers 


ers, Inc. They will meet weekly 
to plan advertising, educational, 
personnel and training programs, 


and make cooperative buying ar- | 


rangements. Members of the new 
association are: Windsor Jewelry 
Co., Pedigo Jewelers (two stores), 
Bond Jewelers, Inc. (two stores), 
Brightwood Jewelers, 
Jewelers and Charles C. Peek, 
Inc. (three stores). Charles E. 


Feffer of Charles C. Peek, Inc., is | 


president. 


The Illinois Retail Jewelers Asso- | 
urging members to | 


ciation is 
write to Gov. William G. Stratton, 


asking him to sign Senate Bills | 


753, 754, 882, and 883. Passage of 


the bills would give merchants a | 
cent compensation allow- | 


2 per 
ance on the state sales tax. 


Some 300 members and guests of | 
the Chicago Jewelers Association | 


11 at the Elmhurst 
Club for their annual 


met July 
Country 
golf outing. 
chairman A. C. 
awarded the prizes. 


“Doc” Wilson 


Bing’s Credit Jewelry, 
St., Champaign, IIl., 
modern laboratory to his store. 
Two optometrists operate the new 


department. 
Clarence Williams, 


facturing Co., Chicago, and his 


wife celebrated their 50th wed- | 
Wil- 
in the jewelry | 


ding anniversary July 21. 
liams has been 
business since 1901. 


Leo G. Vogt has been reelected 


chairman of the board of direc- | 


tors of Hess & Culbertson Jew- 
elry Co., Inc., St. Louis, Mo. Vogt 


has been associated with the re- | 


tail firm for more than 50 years. 
New members 
board are James C. Thompson, 
Max Lubin, Jack Molasky and 
William M. Van Cleve. 


have | 
united into an independent asso- | 
ciation known as Certified Jewel- | 


Village | 


FOR THE BEST BUYS 


IN 14K WHITE GOLD 


with CRYSLER or 
NAME BRAND MOVEMENTS 


DIAMOND WATCH CASES 


To fit Name Brand Movements 


and on Our Regular Line of CRYSLER 
Quality Watches including 360° Wind 
AUTOMATICS. 


LOOSE and MOUNTED DIAMONDS 


AVAILABLE TO RATED JEWELERS ON 3 DAY MEMO. 








State Price Range Desired. 


CATA LOG upon request 
WATCH & 


CRYSLER vercty co 


580 Fifth Ave., New York 36, N 

















Outing committee | 


An evening | 
dinner was presided over by as- | 
sociation president Al Lauschke. | 


OPALS 


EVERY 
MOUNTING 


Manning Opal Corporation 
151 West 46th St., New York 36, NY. 


Plaza 7-4725 








23 Main | 
has added a | 


president of | 
the Williams Jewelry and Manu- | 


IMPERIAL 
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‘Imperial Chime Clocks’ 
Complete dealer aids for 
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fine advertising. In- 
crease sales and boost 
profits. See our line. 
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Now Available From All Good Dealers 


or Write to Importers 


FOR FASTER WORK 
MORE PERFECT WORK 


CUTTING BURS & MOUNTED 


GRINDING STONES 
“KEEP SHARP LONGER” 


Control the quality of your precision 
wok with famous Busch high quality 
German Tungsten Vanadium Stee! Burs. 
(FAMOUS SINCE 1905.) OVER 100! 
SHAPES AND SIZES .. . one to meet 
every need .. . every operation. Can be 
used on any flexible shaft machine or 
drill on plastics or any metal, hard or 
soft. ALSO REAMERS AND MOUNTED 
GRINDING STONES. 

BUSCH-WIDIA (carbide) burs now 
available in wide assortment. 


SAVE TIME, TROUBLE & 
MONEY IN YOUR PLANT 


Write Today for FREE FOLDER ‘'K"' 
& Money Saving Price List 


PFINGST & CO., INC. 


(Exclusive U. S. Importers) 
60 Cooper Square, New York 3, N. Y. 
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gant new toothpick. 





neither does she ... 


$3.30 each retail 


Sterling Silver 
old $10.95 each retail 


14 kt 


(Fed. tax included.) Each in Genuine Alligator case 


National Retail Jewelers Assoc. 
Waldorf-Astoria — Booth 224 
New York Gift Show 
N. Y. Trade Show Bidg. — Room 605 


LEONORE DOSKOW, Inc. 
MONTROSE, NEW YORK 


until they have weonore’s ele- 
With single initial or bead top. 
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IMRERIAL 


IMPERIAL IMPERIAL 


BOOTH M-201 


‘“‘Chime Your Time”’! 


Sure sales and big prof- 
its with “Imperial” elec- 
tric chime clocks. Stop 
in to see us! 


IMPERIAL IMPERIAL 


BL AR-EGIAL 
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THE 


Ayco Corp., Spartansburg, 5S. C., 
has obtained a state charter au- 
thorizing it to manufacture and 
purchase jewelry. Seymour Gray 
is president of the firm. 


Imperial Jewelry Co., Inc., 218 
Chartres St., New Orleans, has 
filed articles of incorporation at 
Baton Rouge, capital of Louisi- 
ana. The new corporation will 
conduct a wholesale jeweler and 
jobber business. 


Royal Jewelers, Inc., Knoxville, 
Tenn., has affiliated with the Tex- 
oma Wholesale Jewelers-Zale Jew- 
elry Co., Inc., organization. 


Eleven Memphis and Mid-South 
employees of Perel & Lowenstein, 
Inc., wholesale and retail jewel- 
ers, have been named to the firm’s 
“Diamond Club,” in recognition 
of outstanding salesmanship dur- 
ing a recent diamond sale. Each 
new member received a gold em- 
blem pin set with a diamond. 


Frank V. Taylor, Charlotte, N. C., 
gemmologist and registered mem- 
ber of the American Gem Society, 
was a guest speaker before the 
Exchange Club, Chester, S. C. 


Gorham Will Award Silver Bowl 
To National Curling Champs 


Gorham Manufacturing Co., Inc., 
of Providence, has created a trophy 
for annual presentation to the U. S. 
men’s curling champions. 

The Scottish winter sport was 
introduced in this country in 1830, 
predating baseball, football and 
even golf. 

The trophy, designed by Donald 
Colflesh, is a huge punch bowl, 20 
inches in diameter, with a 10-gal- 
lon capacity. Around its rim is a 
chased freize, showing “skips,” 
“sweepers” and other players. A 
replica of a curling stone (which 
looks something like a tea-kettle) 
decorates the cover of the bowl, 
which is pebbled to represent the 
ice on which the game is played. 
The bowl rests on a black wooden 





SOUTH 


Douglas Givens, jeweler of 
Shreveport, La., was elected pres- 
ident of the Louisiana Horologi- 
eal Association at a convention 
May 18-19. Other new officers are 
Curtis Runnels of Shreveport, 
vice-president, and John Martin 
of Shreveport, secretary-trea- 
surer. Donald Ward of Alexan- 
dria was named to the board of 
directors. 


The Louisiana Senate has ap- 
proved a measure which prohibits 
the city of New Orleans from col- 
lecting a one-cent sales tax on 
jewelry and other merchandise de- 
livered outside the city limits. The 
bill has already passed the house. 


The Winston-Salem Watchmakers 
Guild, Winston-Salem, N. C., held 
its annual picnic July 10 at Reyn- 
olds Park, N. C. Guild President 
Paul Matkis presented prizes to 
winners of the sporting events. 


By a vote of 67 to 11, the Louisiana 
House of Representatives ap- 
proved a measure permitting seven 
parishes to levy one-cent sales 
taxes. The bill has been sent on to 
the state senate for action, but no 
decision has yet been reached. 





base which holds silver placques, on 
which winners’ names will be in- 
scribed for the next 10 years. 

A total of 324.55 troy ounces of 
silver went into the trophy, and 11 
craftsmen worked on it for 355 
hours. 
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SOUTHWEST Ul 


Zale Jewelry Co., Inc., with head- 
quarters in Dallas, has $2 million 
worth of assets in its employees’ 
profit sharing trust which was es- 
tablished six years ago. The trust, 
with 792 participating members, 
is designed to provide retirement 
stipends. The entire expense is 
borne by the corporation. It is set 
up as a separate legal entity and 
funds never revert to the com- 
pany. 


Cogan Distributors, Inc., Mer- 
chandise Mart, Dallas, has been 
appointed sole distributor for 
Speidel Corp. products in New 
Mexico. Cogan also distributes 
Speidel products in Texas, Okla- 
homa, Louisiana and Arkansas. 


Sam Clements, president of the 
Oklahoma Horological Associa- 
tion, was named an honorary colo- 
nel on the staff of Governor Ray- 
mond 8S. Gary, for “faithful work 
in behalf of his profession in the 
state (and for) a long period of 
outstanding civic work as well.” 


Daniel’s Jewelry Co. of Mesa, Inc., 
Mesa, Ariz., let three high school 
seniors take over operation of the 
store in an effort to raise funds 
to sponsor a foreign student at the 
Mesa High School next year. Dan 
Frank, manager of the _ store, 
turned over 10 per cent of the 
day’s proceeds to the fund. 


Kruger Jewelry Co. of Midland, 
Inc., Midland, Tex., awarded prizes 
to the first and second best clowns 
in the Midland Rodeo held on 
June 4. 


Dolph Miller, president of the 
Texas Retail Jewelers Association, 
has announced that this year’s 
convention and dinner will take 
place on Sept. 1 at the Hotel 
Adolphus in Dallas. Members will 
hear reports from the national 
convention and legislative commit- 
tees and will see a program pre- 
pared by the Jewelry Industry 
Council in conjunction with the 
1957 “Operation Cherub” cam- 
paign. 
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T. L. Miller, Jewelers, Odessa, 
Tex., made the invitation to be 
sent to Queen Elizabeth inviting 
her to 
Odessa’s Shakespearean Globe 
theatre when she visits the United 
States this year. The invitation 
shows the queen’s crown on white 
leather, and is an exact replica of 
the one used at the queen’s coro- 
nation. A specially designed crest 
of the city of Odessa, made of 
pure melted gold will appear on 
the invitation to be signed by 
President Eisenhower, Gov. Price 
Daniel, Mayor Harold Downs, and 
A. K. Barlow, president of the 
Odessa Chamber of Commerce. 


Some $500,000 worth of cut dia- 
monds were put on display to help 
celebrate the formal opening of 


Weber’s jewelry store at its new | 


location in Oklahoma City, Okla. 
Howard Golden, graduate of the 
Chicago School of Watchmaking, 


is employed as a watchmaker for 
Browning’s Jewelers, Gainesville. 


TOLA Tumbleweeds, 


has scheduled its annual business 


meeting for Aug. 31 at the Hotel | 


Adolphus in Dallas. New mem- 
bers are Stuart S. Fisher of L. 
Luria & Son, Inc.; Rigsby Ham- 
mond of B. M. Hammond Co. and 
George B. Shelby of S. M. & R. 


John Denbo, jeweler of Clare- 
more, Okla., has been elected a 
director of the national Junior 
Chamber of Commerce. Denbo is 
also a director of the Claremore 
Junior Chamber. 


New ideas in china, glass, dinner- 
ware, housewares, cutlery and 
other jewelry store lines will be 
displayed Sept. 1-5 during the 
34th Allied Gift & Jewelry Show 
at the Hotel Adolphus, Dallas. 
The Texas Retail Jewelers Asso- 
ciation will hold its annual con- 
vention during the show, and the 
TOLA Tumbleweeds, Southwest 
jewelry salesmen’s_§ association, 
will sponsor a cocktail party. 


lay the cornerstone for | 


Southwest | 
jewelry salesmen’s. association, | 








Aristocrat of 
Gi utlery for 
the Table 


Northampton genuine 
Mother of Pearl. . . 
lends grace and charm to 
the formal table. 
U nsurpassed for 
sheer natural beauty 
with gleaming, 
mirror stainless 
steel blades — 
sterling d 
silver 
ferrule. Exquisite five 
piece lace setting 
— thirty dollars, 
Serving pieces — 
five to twelve 
dollars. 


The Clement Company 
subsidiary of 
NORTHAMPTON 
CUTLERY COMPANY 


Northampton 2, Mass. 











We Cordially invite You to See the———— 
NEW AND COMPLETE LINE OF 


KIENZLE and ORBROS Clocks 


and Orbros Barometers, on display at BOOTH 7164 
Retail Jewelers Market, Waldorf-Astoria Hotel, New 
York, August 11 through August 15. 


ORBROS, inc., 116 S. 7th St., Philadelphia 6, Pa. 














MADDOCK & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 











Importers of 
ENGLISH CHINA 


and 
EARTHENWARE 
Stock and Import 


FONDEVILLE & CO., INC. 
149 Sth Ave., New York 10, N.Y. 
AL. 4-0104 

















WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basalt 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 
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Wedding Rings + Guard Rings 


Circlettes 


«+e OF OUTSTANDING BEAUTY 


Genvine or syn- 
thetic colored gems 
from 1 mm. Ba- 
gvette Diamonds. 
All Guard Rings 
set in Platinum or 
Gold channels. 


; 
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Round Diamonds or 
genuine colored 
gems. (1 to 10 pts.) 


Genuine spheres of 
Turquoise, Opal, 
Amethyst, precious 
Topez, Garnet, 
Chrysoprase, Onyx. 
Otiental Pearls. 
From $25.00 ec. 
Keystone 


a. 


1907 Golden 1957 
Anniversary Year 


6 E. MONROE ST. 
CHICAGO 3, ILL. 
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Chatham Research Laboratories 
-70—i4th St.. San Francisco 3, Californie 
Exclusive Growers of 


Chatham Emeralds 


REG. U.S. PAT. OFF. 
The Only Cultured Emeralds 
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Prove for yourself how our jeweiry 
Tee Show card window service can he 
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WEST COAST 


| Members of the Jewelers 24-Karat 


Club of Southern California heard 


a talk by Sgt. A. F. Gerard, Los 
| Angeles police department about 


“Dice, Cards, Pickpockets.” Mem- 


| bers also had an open forum, pre- 


sided over by President Irving 


Kaufman. 


| Nicholas J. Teerlink, a jeweler of 


Salt Lake City, Utah, and a native 
of Rotterdam, Holland, has been 
named as the Netherlands vice 
consul for Utah. Mr. Teerlink 
came to the United States in 1912. 


Charles Snow of Snow’s Watch & 
Clock Laboratory, Long Beach, 
Calif., recently toured the country 
trying to build interest in a pro- 
cedure whereby jewelers would 
register repair scratchmarks with 
the United Horological Associa- 
tion of America. 


M. W. Davis of Las Vegas hon- 
ored senior girls of the local high 
schools upon their graduation. 
Mrs. Mary McManis, bridal con- 
sultant for the firm, presented a 
congratulatory message, and each 
girl received a silver teaspoon in 
the pattern of her choice. 


Archie Macdonald has been ap- 
Eastern Associates, 
Ltd., San Francisco, to handle its 


line of cultured pearl necklaces 


and loose pearls imported from 
the Orient. Mr. Macdonald will 
cover Washington, Oregon, and 


central and nothern California. 


Clarence R. Ellis of Sausalito, 
Calif., has retired from the jew- 


_elry business after 44 years. The 
store is now owned by J. Don 
Eaton. 


_E. W. Reynolds Co., Inc., whole- 
| sale jewelers, Los Angeles, will 
| discontinue its Honolulu division. 
| The division, established in 1946, 
| carried a large stock of jewelry, 


silverware and similar merchan- 
dise to supply jewelers in Hawaii. 
Arthur M. Field, management con- 
sultant of Anaheim, Calif., will 
handle the liquidation. 


Peter Gluckman, flying watch- 
maker of San Francisco, success- 
fully completed a 2400-mile non- 
stop flight from Honolulu. Ear- 
lier, he had flown there non-stop 
from San Francisco. The crack 
pilot-watchmaker’s flying record 
also includes three trips across 
the Atlantic. He flies a Beech- 
craft. 


Highlight of the combined Cali- 
fornia Jewelry Show-45th Califor- 
nia Gift Show, July 21-26, at the 
Ambassador Hotel in Los Angeles, 
was an address by Ralph Carson 
and Jack Roberts of Carson & 
Roberts, Los Angeles advertising 
agency. Topic of the address was 
“Money - Making Ad - Ventures.” 
The Golden Nuggets sponsored a 
cocktail party during the show. 


Newly-elected officers of the West- 
ern Association of Jewelry Manu- 
facturers are: Ted Kane, presi- 
dent; Don Carlberg, first vice- 
president; Herman Abrams, sec- 
ond vice-president; Mori Bash, 
secretary, and Louis Kay, trea- 
surer. The officers were installed 
last month. 


The Jewelers 24 Karat Club of 
Southern California journeyed to 
North Hollywood Park, July 28, 
for their annual picnic. J. B. 
Swartzburg headed the picnic 
committee, which included Rudy 
Apffel, Lou Bold, Malcolm Tipp 
and Bob Wolman. 


Bay area watchmakers gathered in 
Oakland, Calif., recently for a 
symposium sponsored by wholesal- 
ers and watch material distribu- 
tors. Max J. Schwartz of Bulova 
Watch Co. conducted the session. 


Julius H. Alberts, president of the 
California Retail Jewelers Asso- 
ciation, returned recently from a 
trip to Hawaii. With him were 
his wife, and his sister, Mrs. Hen- 
rietta Collier of Albert’s Jewelers, 
Inc., Ventura, Calif. While in 
Hawaii they were entertained by 
Lloyd Klumpp, president of H. F. 
Wichman & Co., Ltd., Honolulu. 
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Executive Appointments 





Harry B. Henshel has also been 
elected vice-president of Bulova 
Watch Co. He has been with 
Bulova since 1938. In 1951, he 
was named secretary of the firm. 
He is a vice-president and direc- 


Henshel 


tor of the Bulova Research and 
Development Laboratories, Inc., 
and serves as vice-president of 
the Bulova Watch Co. Ltd. of 
Canada. Henshel is affiliated with 
the Harvard Business Club, the 
American Management Associa- 
tion and the New York Sales Ex- 
ecutive Club. 


Jerry Eckland has been named 
coordinator of merchandising and 
sales of Swank, Inc., manufac- 
turer of men’s jewelry. Eckland 
was associated with Elgin-Ameri- 
can Inc. and more recently 
worked for Squire, Inc. 


Leo Kamion has been appointed 
field sales manager for Longines- 


Kamion 


Wittnauer Watch Co. He has been 
associated with the jewelry indus- 
try for 35 years. 
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H. T. Cranford was elected pres- 
ident of Western Clock Co., Ltd. 
He succeeds D. J. Hawthorne, 
president of General Time Corp., 
New York, who will become 
chairman of the board. Cranford, 


who joined Westclox in 1921, has | 
served as vice-president and as | 
general manager, and has been a | 


director of the firm since 1939. 


Edmund F. Buryan, former mar- | 


keting consultant for the manage- 
ment firm of Booz, Allen & Ham- 
ilton, has been named vice-presi- 
dent of marketing for Sheaffer 
Pen Co. 
firm’s sales, merchandising, ad- 
vertising and market research 
programs. 


Raymond Harvey Whidden has 


been elected vice-president of the | 


Bulova Watch Co. Whidden joined 


Whidden 


the company in 1956 as general 
sales manager. He is a former 
vice-president of W. A. Sheaffer 
Pen Co. Activities include mem- 
bership in the New York Sales 
Executive Club and an advisory 
staff position with the American 
Management Association. 


Edward L. Taylor has been named 
vice-president in charge of sales 
of the E. Ingraham Co., Bristol, 
Conn. Taylor joined the 126-year- 
old clock and watch manufactur- 
ing firm last year as general sales 
manager. He has held executive 
advertising and promotion posi- 
tions at Schick, Inc. and with the 
Toastmaster Products Division of 
McGraw Electric Co. 





He will supervise the | 
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Pay only 
+50 
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“Chime Your Time” 
Imperial Chime Clocks 


IMPERIAL 


ARR CIAL 


Lowest price quality line 
of electric chime clocks. 
Sure sales! 


BOOTH M-201 
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WATCH REPAIR 


Dependable « Fast * Economical 


Over a Quorter-Century 
of Service 
2 
Watches Insured and Safeguarded 
in Holmes-Protected Vaults 
a a 
All Work Watchmaster-Tested 
* 
Ask for Price List 
or Send Trial Order 


Cooper s Watch Repair Co. 


48 West 48th Street. New York 346. N. Y 
Plaza 7-1740 








Obituaries 





Adolphe Adler, 75, diamond cut- 
ter and importer of Boston, Mass., 
died June 14. He was a former 
president of the Zionist organiza- 
tion in Switzerland, and was chair- 
man of the 1937 Jewish World 
Congress in Geneva. His wife and 
a daughter survive. 


Walter S. Bailey, 73, retired jew- 
eler of Champaign, IIl., died May 
14. He is survived by his wife and 
two sisters. 


Edward H. Balevre, 76, former 
Newark, N. J., jewelry manufac- 
turer, died June 8. He founded the 
Edward H. Balevre Co. in 1910. 
His wife, a son, and two daughters 
survive. 


Leon Banes, 74, retired jeweler of 
Memphis, Tenn., died June 7. His 
wife, a son, a brother and one 
grandchild survive. 


Dr. F. Herbert Bechtold, 64, co- 
owner of the Diamond Watch and 
Jewelry Co., Sioux Falls, S. Dak., 
died May 28. He was also an op- 
tometrist. Surviving are four sons 
and two daughters. 


C. Edward Daniels, 43, jeweler and 
prominent Knights of Columbus 
figure of Worcester, Mass., died 
May 31. His wife, two sons, and 
his parents survive. 


Lester S. Davidson, 51, owner of 
jewelry stores in Gulfport and 
Biloxi, Miss., and in Muskogee, 
Okla., died June 24. Surviving are 
his wife, mother, two brothers 
and a sister. 


Weston A. Dine, 75, jeweler of 
Barberton, Ohio, died April 28. 
Surviving are his wife, a daugh- 
ter, a stepson, and six grandchil- 
dren. 


Bradley S. Dixon, Sr., 86, jeweler 
of Washington, D. C., died June 
23. Surviving are his wife, four 
sons, a daughter and a brother. 


Evelyn A. Dreyer, 50, stationery 
department manager for Bunde & 
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Upmeyer Jewelers & Stationery 
Co-, Milwaukee, died June 30. She 
was with the firm for 34 years. A 
sister survives. 


John H. Fetting, Sr., 57, president 
of A. H. Fetting Manufacturing 
Jewelry Co., Inc., died June 25. 
He was a past president of the 
Baltimore Jewelers Association. 
His wife, two sons and eight 
grandchildren survive. 


Morris Greenberg, 75, founder 
and president of the Royal Dia- 
mond & Watch Ce., Yonkers, 
N. Y., credit jewelry store chain, 
died July 4. His son, Seymour 
Greenberg, is past president of 
National Jewelers Association. 
His wife, a daughter and five 
grandchildren also survive. 


Lucille Heald, 53, wife of Benja- 
min Heald, executive secretary of 
the Wisconsin Retail Jewelers As- 
sociation, died June 21. Surviving, 
besides her husband, are two 
daughters. 


Jean B. Jolicoeur, 68, retired 
Swank, Inc. employee, died June 2. 
He is survived by his wife, a son 
and a brother. 


John J. Kett, 66, retired jeweler of 
Albany, N. Y., died June 20. 


John A. C. King, Eastern sales 
manager of the Sessions Clock Co., 
Forestville, Conn., died June 8. 
His wife, a daughter, and three 
sisters survive. 


George Krom, 43, jeweler of Devils 
Lake, N. D., died May 20. His wife 
and two daughters survive. 


William Leve, 63, pioneer credit 
jeweler of Utica, N. Y., died June 
11. Leve also operated the Utica 
Loan Office. Surviving are: his 
wife, two sons, one of whom is 
assistant general counsel for the 
U. S. Treasury Department, and 
three sisters. 


Percy D. Lucas, 78, former part- 
ner in Rosfelder Bros. & Co., Cin- 
cinnati, Ohio, died June 16. He 
was a member of the American 
Gem Society and the Cincinnati 
24 Karat Club. His wife and a 
daughter survive. 


Demar Henry Manwaring, 48, 
watchmaker of Salt Lake City, 
Utah, died June 23. His wife and 
three daughters survive. 


William J. Morse, 74, Attleboro, 
Vt., jewelry manufacturer and 
civic leader, died May 12. In 1913, 
he co-established the Morse-An- 
drews Co. in Attleboro, which is 
still in operation. He is a past 
president of the Attleboro Cham- 
ber of Commerce, and of its sub- 
sidiary, the Foremen’s Club, and 
served as Attleboro license com- 
missioner from 1936 to 1940. 


Edward H. Naylor, 60, retired jew- 
elry store manager of Southland, 
Calif., died June 10. Surviving are 
his wife and a sister. 


Maurice Rosen, 40, president of 
Dales Jewelers, Inc., Shreveport, 
La., died June 4. He was active in 
the Shreveport Jewelers Associa- 
tion, and was a member of the 
Masons and the Shriners. His 
wife and two daughters survive. 


William J. Sample, 90, vice-presi- 
dent of the Grogan Co., Inc., jew- 
elers of Pittsburgh, Pa., died June 
17. A designer of silverware, Sam- 
ple was associated with the Gro- 
gan Co. for 73 years. 


Kilian Sauers, 59, Easton, Pa., 
jeweler for 37 years, died June 
25. His wife, a sister and two 
brothers survive. 


Wilmer B. Shaw, 68, of Baltimore, 
Md., for 41 years a jewelry sales- 
man for Fisher, Bruce & Co., died 
July 16. His wife and a son sur- 
vive. 


Bert O. Spear, employee of the 
Plumb Jewelry Store, Des Moines, 
Iowa, died June 23. 


Herbert W. Steer, 66, jeweler of 
Syracuse, N. Y., died May 28. Sur- 
viving are his wife, a daughter, 
two sons, and 11 grandchildren. 


Bernard Wertchafter, 70, jeweler 
of Miami Beach, Fla., died May 25. 
He is survived by his wife, a son, 
and a daughter. 


Harry Wolps, 74, former jeweler 
of Buffalo, N. Y., died June 17. His 


wife and a daughter survive. 
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4-15—Chicago Gift Show, La Salle 
Hotel & Palmer House, Chicago. 
4-6—Original Inland Empire Gift 
Show, Hotel Davenport, Spokane. 
4-7—The Cotton States Gifts, 
Jewelry & Stationery Show, Peabody 
Hotel, Memphis, Tenn. 
4-7—Buffalo Gift Show, Hotel Stat- 
ler, Buffalo, N. Y. 
4-16—Merchandise Mart, 
Glass & Gift Market, Chicago. 
5-8—Western China, Glass & Gift 
Show, Civic Auditorium, Sheraton- 
Palace, St. Francis & Sir Francis 
Drake Hotels, & Western Merchan- 
dise Mart, San Francisco, Calif. 
10-11—North Dakota RJA fall 
show, G. P. Hotel, Bismarck, N. D. 
11-14—Portland China, Glass & 
Gift Jewelry show, Public Auditorium 
and Plaza and Benson Hotels, Port- 
land. 
11-14—Pittsburgh Gift Show, Hotel 
Penn-Sheraton, Pittsburgh, Pa. 
11-15—Retail Jewelers Market 
(formerly ANRJA Trade Show), 
Waldorf-Astoria Hotel, New York. 
18-20—5th Annual Houston Gift & 
Housewares Show, Sam Houston 
Coliseum, Houston, Tex. 
18-21—Seattle Gift Show, 
Auditorium and Olympic and 
Washington Hotels, Seattle. 
19-22—Pacific Northwest China, 
Glass & Gift Show, Olympic & New 
Washington Hotels, Civic Auditorium, 
Terminal Sales Bldg., Seattle, Wash. 
25-27—-Spokane Gift Show, Daven- 
port Hotel, Spokane, Wash. 
25-27—6th Annual Pittsburgh Fair, 
Pennsylvania RJA, Penn-Sheraton. 
25-28—-Minneapolis China, Glass & 
Gift Show, Radisson Hotel, Minne- 
apolis. 
25-28—Ohio State Gift Show, Ho- 
tel Deshler-Hilton, Columbus, Ohio. 
25-30—New York Gift Show, Ho- 
tel New Yorker & N. Y. Trade Show 
Bldg., New York. 
26-28—China, Glass & Gift Show, 
Davenport Hotel, Spokane, Wash. 
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1-2—Texas RJA convention, Adol- 
phus Hotel, Dallas. 

1-3—California RJA convention, 
Claremont Hotel, Berkeley, Calif. 

1-3—Ohio RJA convention, Nether- 
land Plaza Hotel, Cincinnati. 

1-4—Jewelry & Housewares Show, 
Roney Plaza Hotel, Miami Beach, Fla. 

1-5—The Original Dallas Gift 
Show, Baker Hotel, The Santa Fe 
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Gift Mart, The Merchandise Mart, 
Dallas Memorial Auditorium, Dallas. 
1-5—34th Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas. 
1-5—Detroit Gift Show, Hotels 
Statler & Sheraton-Cadillac, Detroit. 
8-11—Cleveland Gift Show, Hotel 
Hollenden, Cleveland. 
8-12—Parker House Gift 
Parker House Hotel, Boston. 
9-13—Boston Gift Show, 
Statler, Boston. 
14-15—RJA of Missouri convention, 
Governor Hotel, Jefferson City, Mo. 
15-18—Greater Miami Gift, China 
& Jewelry Show, Miami Beach Audi- 
torium, Miami, Fla. 
15-18—Indianapolis Gift Show, Ho- 
tel Claypool, Indianapolis. 
15-18—26th Denver Gift & Jewelry 
Show, Hotel Albany, Denver. 
21-22—Iowa RJA convention, Des 
Moines. 
21-23—-Michigan Jewelers Associa- 
tion, Pantlind Hotel, Grand Rapids. 
22—Connecticut RJA convention, 
Waverly Inn, Cheshire, Conn. 
22-25—Philadelphia Gift Show, 
Benjamin Franklin Hotel, Philadel- 
phia. 
28-29—Indiana Jewelers Associa- 
tion convention and fair, in associ- 
ation with the Watchmakers Asso- 
ciation of Indiana, Claypool Hotel, 
Indianapolis, Ind. 
29-Oct. 1—3rd Phoenix Gift & 
Jewelry Show, Westward Ho Hotel. 


Show, 
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S BF: oe 2.8 

17—Manufacturing Jewelers & Sil- 
versmiths of America annual conven- 
tion, Sheraton-Biltmore Hotel, Provi- 
dence, R. I. 

26-Nov. 3—United Jewelry Show 
Sheraton Biltmore Hotel, Providence, 
R. I. 
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4-10—Keystone China and Gift 
Show, Waverly Inn, Cheshire, Conn. 





Tri-State RJA Appoints 
Brylawski Executive Secretary 


Henry H. Brylawski, Washing- 
ton attorney and executive secre- 
tary of the Washington, D. C., 
Jewelers Association, has been ap- 
pointed executive secretary of the 
Maryland, Delaware and District 
of Columbia RJA. 
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JULES RACINE & COMPANY». 


Specialists in Fine Timor — Sincs 1890 
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The "O" ring washer in this newly de- 
signed crown is round like a doughnut 
instead of being flat. Small point of 
contact makes watch easy to wind. As 
"O" ring wears, it springs out to keep 
a truly waterproof seal. The “O” Ring 
was developed during the war where it 
wes used for crucial protection of in- 
struments from water. Now you can use 
this superior Newall W.P. crown. 


No. 120S—12 Stainless Steel Crowns $5.65 
No. 121Y—12 Newall Quality Yellow Crowns 5.65 
No. 122—12 Each Stainless & Yellow 10.00 


Also available in 24 and 72 
bottle cabinets. 


Order From Your Newall Jobber 
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Precious Swiss 
miniatures, artis- 
tically hand-painted. 
Choice of green, 
black, ivory or blue. 
Fully Guaranteed. 
Only $595 





JULES BOREL & CO. 


1015 WALNUT @ KANSAS CITY, MO. 
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New York 2, N. 
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Complete line including waterproofs 
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WEDDING INVITATION 


“She Finest Engraving that can be made” 


WILL ECKER & CO. 


414 N. TWELFTH BLVD. « ST. LOUIS 1, AO. 
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News of Personnel 





William F. Roberts has been named 
West Coast representative for Traub 
Mfg. Co., Detroit, makers of Orange 
Blossom rings. Mr. Roberts has pre- 
viously covered the Midwest territory 
for Traub and has 15 years of active 
sales experience. 


a. 


William F. Roberts Ray C. Eibel 

Ray C. Ejibel has been appointed 
representative for the Gleeson 
Jewelry Co., Louisville, Ky. Mr. Eibel 
will cover Alabama, Arkansas, 
Florida, Georgia, Louisiana, Missis- 
sippi and parts of Tennessee and Ken- 
tucky. 


Richard S. Willer, formerly with the 
Fox Jewelry Co. of Grand Rapids, 
Mich., is now manager of the Zerweck 
Jewelry Co., East St. Louis, Ill. 


Fantasy of Jewels announces the 
appointment of Richard S. Barr as 
sales representative to cover Alabama, 
Georgia, Mississippi and Tennessee. 


Warren Barber, a veteran in the 
jewelry field, has been reappointed 
manager of Cortland Jewelers, Eau 
Claire, Wis. 


Ralph D. Williams has been named 
manager of Appel’s Jewelry, Lawton, 
Okla. Mr. Williams formerly owned 
and operated his own jewelry store 
in Lawton. 


Chester W. Riley, for 30 years with 
Briggs, Bates & Bacon Co., has joined 
the Walter E. Hayward Co., Inc., as 
office manager. Both firms are Attle- 
boro jewelry manufacturers. 


Marvin F. Harris has been ap- 
pointed sales representative for Leys, 
Christie & Co., Inc. He will cover 
the metropolitan Chicago area, car- 
rying the company’s lines of cultured 
pearls and pearl jewelry. George 
Brecht, Jr., will continue to represent 
the firm in the surrounding Midwest- 
ern states. 


Roy Dakin has been named mid- 
west representative for American 
Thermo-Ware Co., Warren St., New 
York. He will handle the full line of 
Atco binoculars, microscopes, barom- 
eters, magnifiers and telescopes. 


Andrew D. Sheret has been ap- 
pointed representative for Lumin 
Jewelry Co., 236 W. 55th St., New 
York. Mr. Sheret will cover the 
states of California and Arizona, 
presenting the Lumin line of relig- 
ious and men’s jewelry. 


Eldon S. Borg recently assumed 
management of the Zale Jewelry 
Store in San Angelo, Texas. 


Alan Meador has recently been ap- 
pointed sales representative for the 
Higginbotham Jewelry Co., Dallas, 
Texas. Mr. Meador will cover the 
Dallas-Fort Worth territory. 


Guglielmo Cini, Inc., Boston an- 
nounces the appointment of Grace T. 
Chase as representative throughout 
New England. Mrs. Chase was for- 
merly with Shreve, Crump & Low Co., 
Boston. 


K. A. Lidholm is the new manager 
of Shaw’s jewelry store in Denver, 
Colo. 


F. H. Noble & Co., manufacturers 
of trophies, announce the return of 
Don Welch as their representative to 
dealers throughout New England and 
upper New York state. 


Irving J. Price, formerly with Ross 
Jewelry Mfg. Co., is now associated 
with Tru-Kay Mfg. Co., Providence, 
covering the eastern seaboard. His 
New York office is located at 565 
Fifth Ave. 


Harry Turner has been appointed 
sales promotion coordinator for the 
Southeastern states for Jacoby- 
Bender, Inc. Mr. Turner will cover 
parts of Georgia, Tennessee, Ken- 
tucky, Virginia and North and South 
Carolina, coordinating sales promo- 
tional and merchandising activities 
between wholesalers and retailers. 


Harry Turner Herb Siegel 


David Sarkin, Inc. has expanded the 
territory of its southwestern repre- 
sentative, Herb Siegel. Mr. Siegel 
will now cover Tennessee, Mississippi, 
Louisiana, Arkansas, Oklahoma and 
Texas. 
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Anson Offers Free Display 
For “Multi-Size"” Belt Line 





Anson, Inc., 24 Baker St., Provi- 
dence, R.I., manufacturer of men’s 
jewelry, is offering retailers an illus- 
trated belt display unit for its new 
“Multi-Sizing”’ belts. 

The 8-belt walnut display unit, 
with glass front and gold-plated trim, 
is free with the purchase of Anson 
Belt Unit 305/58Z, which contains 24 
belts in morocco, calfskin, pigskin and 
alligator. Each belt is packaged in a 
special box with price tag and descrip- 
tive booklet; each has new tilt-action 
buckle. Cost of the 24-belt unit is 
$179.20. 


A. H. Pond Offers Dealers 
Turntable Window Display 


A. H. Pond Co., Syracuse, N. Y.., 
manufacturer of Keepsake diamond 
and wedding rings, is offering author- 
ized dealers a new revolving turntable 
display. 

The new unit features a 16-in. 
bridal doll dressed in satin and lace. 





seen gS 


The doll stands to the right of a 
raised light-blue velvet turntable, 
which is supported by a white cylin- 
der sheathed in pink satin mesh. It 
has a light-blue velvet base. 

The unit measures 20 in. high, 21 
in. wide and 11 in. deep. 
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Lucien Piccard Plans Campaign 
To Promote Palladium Jewelry 


Lucien Piccard Watch Corp., New 
York, will consign its new palladium 
jewelry line to 1000 retail stores. 
The new collection of design originals 
will be exhibited during the Aug. 11- 
15 ANRJA-sponsored Retail Jewelers 
Market at New York’s Waldorf- 
Astoria Hotel. Included in the line 
are men’s and ladies’ jewelry, 
watches and diamond rings. 

Trade press and consumer maga- 
zines will advertise the new items. 
TV, radio, periodicals and news- 
papers will also be used. Tie-in dis- 
play materials are available to re- 
tailers. 


Oneida Gives Silver Sets 
To “Multiple Wedding" Brides 





Oneida Ltd. Silversmiths, Oneida, 
N. Y., presented 20-piece South Seas 
pattern starter sets to the 12 brides 
whe participated in Albert S. Sam- 
uel’s recent mass wedding promotion 
in San Francisco (see JC-K for July). 
Above, Community West Coast rep- 
resentative Forrest D. Goodman pre- 
sents the sets. 


Philco Clock-Radio Features 
“Private Ear" Twin Speakers 


Phileo Corp., Philadelphia, has de- 
veloped a new ciock-radio with twin 
speaker control, which enables twin- 
bed listeners to regulate bedtime 
radio listening. 

A switch controls the two 4-in. 
speakers, one on either side of the set 
model F-760, and enables the listener 
to turn either speaker on indepen- 
dently, or both at once. 

Four other clock radios are included 
in Phileco’s new line. All feature new 
cabinet stylings and colors, lever-type 
knobs, iuminous hands, lighted radio 
dials, appliance outlet and “Lullaway” 
circuit, which dims music or sound off 
rather than abruptly stopping it. 


Craftsman Billfolds Launches 
Expanded Consumer Ad Program. 


NO 





I. Smallman & Sons, 47 W. 34th 
St., New York, manufacturer of 
Craftsman billfolds, has scheduled an 
increased consumer magazine adver- 
tising program for Fall. 

Featured item in the pre-Christmas 
promotion will be a new “Two-for- 
the-Money” offer. It publicizes Crafts- 
man’s 1957 collection of men’s and 
ladies’ billfolds. On TV, the firm will 
continue to sponsor The Big Payoff. 

Store mats, counter, window, and 
floor displays, and other point-of-sale 
materials have been prepared for re- 
tailer tie-ins. 


Ronson Introduces “Slide Rule” 
Lighter Repair Guide Chart 


Ronson Corp., 31 Fulton St., New- 
ark, N. J., has developed a “slide rule” 
lighter repair guide to facilitate 
dealer repair services on all Ronson 
lighters. 

The guide “diagnoses” any lighter 
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trouble, and automatically indicates 
the parts needed for repair. It also 
lists lighter part numbers, dealer 
cost, and model interchangeabilities 
for 225 different parts. It may be used 
for some 60 pocket and table lighter 
models. 
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Artcarved Display Wins Award 
In Nationwide Competition 





Artcarved’s window display card, 
pictured above, has been cited for ex- 
cellence of design in the seventh 
National Offset Lithographic Awards 
competition. 

Earlier, the display was distributed 
to authorized Artcarved jewelers 
throughout the country as part of a 
promotional program of J. R. Wood 
& Sons, New York, manufacturer of 
Artcarved diamond and wedding rings. 


International Silver Offers 
Special Candelabra Sale 
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International Silver Co., Meriden, 
Conn., is offering customers its new 
8-way convertible candelabra in 
sterling silver at a special retail price 
of $119.50 per pair. The sale ends 
Dec 31. 

In addition to the Nov. 18 full- 
page color ad in Life magazine (re- 
produced above,) a number of mer- 
chandising aids, including postcard 
mailers, are available. 


Ring Guild Prepares 
New Promotion Kit 


Ring Guild of America, Inc., 64 W. 
48th St., New York 36, has prepared a 
promotion package of ideas and sug- 
gestions to help jewelers sell more 
stone rings. 

The kit contains a _ transichrome 
light box display, mat ads, window 
streamers and an authorized R.G.A. 
distributor display card. Kit cost is 
$6.50. 

The package will be shown at the 
Waldorf-Astoria Hotel in New York 
during the ANRJA convention-show, 
Aug. 11-14. 
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Forstner Launches Extensive 
Consumer Advertising Campaign 


Forstner, Inc., Irvington, N. J., 
manufacturer of Komfit men’s and 
ladies’ watchbands, will conduct a 
concentrated consumer magazine ad- 
campaign throughout the Fall. 

The promotion will feature Kom- 
fit construction and adjustment fea- 
tures. 

Retailer tie-in aids include ad re- 
prints, ad mats, radio copy and de- 
scriptive folders for mailing or give- 
away. 


General Electric Offers 
Seven Telechron Display Units 


Seven promotional display units 


have been developed by the makers of 
General Electric-Telechron clocks to 
assist retailers in selling their newest 
clock lines. All are available to deal- 





Pictured are a magic snooze display 
which holds two clocks, the new 
“Royal Snooze Alarm” and the orig- 
inal model, and the carousel display, 
which exhibits both wall and alarm 
clocks. The miniature merry-go-round 
has a motor that turns it continuously. 

Other displays available include a 
revolving Roundabout unit, styled in 
slit bamboo, and large enough to ac- 
commodate 14 clocks, two counter 
cards for presentation of the “Brite- 
Dial” and “Lite-Time” clocks, and a 
ecard holding a single “Royal Snooze 
Alarm” clock. 


Calart Plans Exhibits 
in Fall Gift Shows 





Calart Flowers, 400 Reservoir Ave., 
Providence, R. I., manufacturer of re- 
productions of natural flowers, will 
exhibit its products at a number of 
Fall gift shows. 

A 42-page catalog shows the com- 
plete Calart line. 





Flex-Let Enters 
Gold Cross Field 
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Flex-Let Corp., 580 Fifth Ave., 
New York, is presenting a complete 
line of gold-filled and 10 karat gold 
crosses. 

Each cross in the new merchandis- 
ing program is individually packaged 
in a white leatherette case, with satin 
and gold accessories. A merchandising 
tray is also available. 

A full-color counter or window dis- 
play uses a stained-glass window ef- 
fect as a background for 12 crosses. 

Crosses will retail from $3.95. 


Eterna Offers Color Catalog 
Illustrating New Watch Line 





Eterna Watch Co. of America, Inc., 
667 Fifth Ave., New York, has pre- 
pared a special color catalog illustrat- 
ing the new Eterna stemwound ladies’ 
watch series. The new watch line will 
supplement the firm’s Eterna Matic 
line of self-winding men’s and ladies’ 
watches. 

Booklet is available on request. 


New Hermes Develops Cutter 
For Plastic Pen Material 


New Hermes Engraving Machine 
Corp. has developed a new cutter with 
reverse rake, for clean lettering on 
plastic pen materials. The new cut- 
ter is adaptable to all conventional 
cutters, and allows filling of the en- 
graving with contrasting colors. 

For information, write New 
Hermes Engraving Machine Corp., 
12-19 University Place, New York 3. 
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Speidel Introduces New 
Display Storage Cabinet 





Speidel Corp., Providence, R. I., has 
introduced its new “Counter Mer- 
chandiser 98” display storage cabinet. 

The portable unit shows 32 Speidel 


Deltah Pearls to Promote 
Second Consumer Contest 


Encouraged by a successful spring 
contest, Heller-Deltah, Inc., manufac- 
turer of Deltah pearls, 411 Fifth 
Ave., New York, has decided to spon- 
sor a second national contest this fall. 

Spring winners were chosen from 
thousands of contest entry blanks by 
Peter Fahrendorf, president of JC-K; 
Harry Bromley, publisher of National 
Jeweler, and Theodore Gorenflo, pres- 
ident of National Wholesale Jewelers 
Association. First three prizes were 
millionaire’s vacations in Florida and 


New York. There were 97 additional 
prizes. 

The fall “Jewelers’ Prize Contest” 
will be advertised in leading con- 
sumer magazines. Contest entry 
blanks, window displays, ad mats and 
color folders are free to jewelers with 
purchase of the “Jewelers’ Prize As- 
sortment” group of simulated pear! 
necklaces and ensembles. Contestants 
must obtain entry blanks from 
jewelry stores. 

Deltah executives predict the fall 
contest will serve to attract more fa- 
vorable attention to the jeweler and 
to stimulate gift-buying activity. 
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€tChina and Glass Tableware, Elec- 
trical Appliances, Personal Leath- 
er Goods, eres — Any area 
of the jeweler’s operation which 
shows a dollar increase of 89 per 
cent over a period of eight years 
certainly deserves serious study as a 
source for additional profits .. . 
In the area enclosing the various 
lines listed above lie interesting 
opportunities for increased sales 

through every jewelry store.?> 
~JC-K Survey (April, 1957) 
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0 help introduce its newest in | 

peebotacer3 silverplate, the Ballad | “Interesting Opportunity” 
At the CALART Exhibits, 


pattern, Oneida Ltd. Silversmiths, 
Oneida, N. Y., is offering eight serv- 
Chicago and New York Gift Shows 


| 
ing pieces and a blond or mahogany | 
silver drawer chest free with pur- | 
chase of eight six-place settings of | 
Ballad silverplate. | 

Price of the new silverplate is $11 
per place-setting. The 56-piece service, 
including the chest, serving pieces and 
eight place settings, costs $88. 

The free serving pieces are butter | 


CALART Is the world’s largest manufacturer of artificial flowers, 
fruit, fern and foliage . . . wonderfully fashioned into gift creations 
with imported pottery of unusual beauty. 

The CALART Line is recognized all over the country as the finest 
in its field. And CALART?S sales arrangements with retailers are 


knife, sugar spoon, two serving unusually liberal. Sales and display aids are provided, including free 
spoons, pierced serving spoon, gravy | newspaper mats 
ladle, cold meat fork | a Pn: tee 
sores Ag en rk and pastry | Your profit possibilities with CALART are practically unlimited. 
An 80-piece service for 12 is also See for yourself, at the Calart Exhibits in the New York and Chicago 
available, costs $124.75 and includes Gift Shows! 
the free serving pieces and drawer 
chest. 
Display cards are free and will be 
shipped with the silver. 


CALIFORNIA ARTIFICIAL FLOWER Co. 


400 RESERVOIR AVENUE © PROVIDENCE, RHODE ISLAND 
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Edmund Scientific Develops 
New Stereo Microscope 


Edmund Scientific Co., Barrington 
17, N. J., has developed a new instru- 
ment with many applications in pro- 
duction, research, inspections, and ex- 
aminations. 

The Edmund stereo microscope 
provides up to 3-in. working distance 
on a three-dimensional field. It util- 
izes two sets of objectives on a rotat- 
ing turret, and has a helical rack and 
pinion focusing with large control 
knob for fine adjustment. Interpupil- 
lary distance is also adjustable. 

A standard pair of wide-field 8X 
Kellner eyepieces achieves 21 and 34 























power. Additional eyepieces are 
available for greater or less mag- 
nification. The prism erecting sys- 
tem is low-reflection coated. 
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When pipe-smokers (or gift-givers) ask “to see a 
lighter,” they really mean a BEATTIE JET 
LIGHTER. It’s designed for enjoying a pipe as it 
should be enjoyed...to smoke tobacco—not matches! 
Just show a Beattie-Jet in action—and man, 
you’ve got a quick sale! Held upright, the Beattie 
functions with the conventional flame for cigars and 
cigarettes. When tipped slightly, it creates the 
unique jet flame that aims into the pipe-bowl. 
Many other selling points too: lighting camp- 
fires and fireplaces; as a little “torch” for small 
soldering jobs; for blackening gunsights; for thaw- 


ing out frozen car-locks. 


Get set—with the Beattie-Jet... Start 
your Holiday buying early to assure 
ample stock on hand. All Beattie-Jet 
Lighters are guaranteed perfect and 
come individually-boxed with this 


NEW 3-LIGHTER DISPLAY! 


(Shipped with any 3 lighters you choose) 










Size of display: only 8”x8”. 


Lan, 


we 


4, 


Retail: from the new, 
popular-priced $4.95 
model... . to $49.00 











Once seen, your customers 
will never settle for any- 
thing else, because there is 
nothing elselike a Beattie! 


Biggest Consumer 
Advertising in 
Beattie History! 





Here’s action merchan- 
dise...with the one and 
only JET-FLAME action! 


Write today for full information and catalog sheets of the complete line: 
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BEATTIE JET PRODUCTS,INC. Dept. JC, — 19 East 48th Street, New York 17 












Ronson Offers Free Lighter 
With Trial Purchase of Shaver 


Ronson Corp., 31 Fulton St., 
Newark, N. J., is offering a free 
“Windlite” lighter to consumers with 
a trial purchase of Ronson’s “66” 
shaver. The offer is available through 
the firm’s distributors and dealers. 

The free offer will run to Dec. 31, 
with national advertising support. 
Dealers are being given the oppor- 
tunity to obtain free ‘‘Windlite’’ 
bonus lighters for all “66” shavers in 
stock. 


Eureka Has Do-It-Yourself 
Silver Drawer Liner Kit 





Eureka Manufacturing Co., Taun- 
ton, Mass., manufacturer of silver- 
ware containers, has developed a do- 
it-yourself drawer liner kit for silver 
storage. The kit comes partially as- 
sembled, and may be tailored to fit 
any size drawer. It holds 150 pieces. 

Pacific Silver Cloth is used in the 
kit package, which is scheduled for 
national advertising. 


Karlan & Bleicher Introduces 
Hinged Ring Display Box 





A double-hinged ring box, which 
may be used as either a window or 
showcase display unit, is being offered 
by Karlan & Bleicher, ring manufac- 
turers of 1386 W. 52nd St., New York. 

The box hoids six lock-sets of “Per- 


fect Lock” diamond rings. Die-cut 
price tickets are included and can be 
inserted in slots under the rings. 

The boxes are being offered free, or 
at a nominal cost, with purchase of 
six ring sets. Interested jewelers 


should contact their wholesalers. 
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1847 Rogers Bros. Devises 
Display for Fall Silver Sale 


_ 2 1847 ROGERS BROS. 


FMLEL 
SILVER — 


1847 Rogers Bros., division of In- 
ternational Silver Co., Meriden, Conn., 
has designed a red plastic display 
board to help retailers tie in with its 
fall silver sale. 

The display is vacuum-formed to 
hold individual pieces in correctly- 
spaced pockets. A clear, air-sealed 
acetate cover protects merchandise 
from dust and tarnish. 

The display holds 52 silver pieces 
under the acetate cover. Five other 
serving pieces may be centered on the 
black velvet background. The center 
pad is removable, as is the copy card 
that heads the display. The unit may 
be hung, or, with easel back, may be 
placed on counter or in window. 


M. Ducommun Issues Bulletin 
Explaining Tri-Timer Board 


Mis 
TRI-TIMER 


i ee 
elements of ——— 


M. Ducommun Co., specializing in 
timing instruments, has issued a new 
bulletin describing the Minerva Tri- 
Timer board, which is designed for 
time studies without interfering with 
the operator. 

The pamphlet shows how three stop- 
watches, controlled by a single lever, 
work in rotation to time separate ele- 
ments of an operation. 

Also described in the bulletin is 
Ducommun’s multi-purpose _ time- 
study board with single removable 
watch holder, and its Minerva “coil 
spring” mechanism precision timing 
instruments. 

Copies are available from M. Du- 
commun Co., 580 Fifth Ave., N. Y. 
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Nordt Designs Four New 
Azured Ring Blank Models 


John C. Nordt Co., Inc., Cedar 
Grove, N. J., now has available four 
new models of azured ring blanks, to 
accommodate a wide variety of stones. 


Style 301Z is a 7 mm. ring designed 
for a full circle of baguette stones. 
Style 302Z, also 7 mm., will ac- 
commodate a full circle of square 
stones between rounded borders. 
Style 303Z measures 3 mm., is de- 
signed for round stone settings. Rings 
are marked for drilling, but may be 
drilled to any size specifications. 
Style 304Z, a 2% mm. channeled 





CALLS 


Engravograph 


THE 
GREATEST” 


G. H. Bell, Jr. 
Jeweler, 


Dillon, S. C, 


ring blank, accommodates a full cir- 
cle of squared stones. Channel widths 
may be specified by the customer 
when ordering. 


“Definitely 
* one of the best 
investments we ever 
made. Using my kid’s 
favorite expression, 
‘, I must say ‘It’s 
‘.. the greatest.’” 


. 


‘ 
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one of the 16,000 jewelers who personalize with 








‘- agra eral 


the tracer-guided 
portable engraving 
machine anyone 
can operate! 


Send for booklet 


rmew hermes ENGRAVING MACHINE CORP 


13-19 UNIVERSIT PLACE 


NE VV YORK ; N Y 





Syroco Introduces New 
“Vision” Wall Accessories 


Syroco Inc., division of Syracuse 
Ornamental Co., Inc., Syracuse, N. Y.., 
recently introduced a contemporary 


UNBREAKABLE 
ALLOY 
WHITE 

MAINSPRINGS 


collection of wall accessories at its 
showroom, 225 Fifth Ave., New York. 

The “Vision” collection includes 
wall clocks, planters, sconces, plaques, 
mirrors and console wall tables. They 
are finished both in precious metals 
and in natural woods. Designs are 
etched into the wood-finished acces- 
sories. 

The console wall tables, all with 
correlating framed mirrors, in addi- 
tion to their decorative value, may 
be used as bedroom vanities, telephone 
tables and a variety of other pur- 
poses. The largest has a 36-in. shelf; 
others have 24-in. and 28-in. shelves. 


have been tested for 10,000* windings 


without breaking or showing fatigue 


*over 28 years in a watch used daily 





Yes, there are many white- 
colored mainsprings but only one 
NIVAFLEX—already used in more 


than 30,000,000 watches. Look 
for these NIVAFLEX features. 


UNBREAKABLE — 

NIVAFLEX is 100% resistant to corrosives, 
including acid and salt water. Absolutely 
rustproof. 

ANTI-MAGNETIC — 

NIVAFLEX is not affected by thunderstorms 
or sudden temperature changes. 


WILL NOT SET — 
NIVAFLEX is fatigue-proof — stays at full 
strength even up to 10,000 windings. 


SPECIAL FEATURE! 


E> HR NIVAFLEX mainsprings 


can be inserted directly into 
the barrel. No winder is 
needed. Simply place the re- 





POPULAR SIZES AVAILABLE! 


129 most popular sizes plus 13 
Chronograph sizes at $5.75 per 
dozen, and 13 sizes for Auto- 
matics with bridles attached at 
$6.75 per dozen. 


AVAILABLE IN ASSORTMENTS! 


Cabinet 60-175. One each of 72 sizes for 
Swiss watches in 1-drawer Standard Steel 
Stack-up Cabinet with permanent index 


systom $46.95 


Unit NV-I. Same as above only in card- 
board box. Includes indexes . $35.90 


Unit NV-I!. 12 popular sizes for Chrono- 
graphs and Vulcain Cricket. Includes chart 
and indexes in cardboard cabinet $6 00 


Unit NV-IIl. 12 popular Automatic Main- 
springs with bridles in cardboard cabinet 
with chart and indexes $6.95 


Cabinet 60-188. The best 24 sizes in a 
handsome 24-partition leatherette cabinet 
complete with chart showing all the 
models the mainsprings will fit $117.95 
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Sold only thru material supply houses. 


Write us or your material supply house for circular 
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Bradley Prepares Displays 
For New Clocks, Watches 
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Bradley Time Corp., 19 W. 24th St., 
New York 10, is merchandising the 
“Petite Old Tymer” alarm clock series, 
a 3% in. version of the old-time twin 
bell alarms. 

The new clocks have a 30-hour 
alarm movement housed in a polished 
brass case. They are available in as- 
sortments featuring both Arabic and 
Roman numerals, luminous hands and 
numerals, and a variety of contrast- 
ing dial colorings. 

“Petite Old Tymer” assortment 
#695DB includes six clocks and a 
free step-type counter display. Dealer 
cost of the package is $19.95. Each 
clock retails for $4.95. 

Bradley has also prepared a new 
children’s watch promotion for its Roy 
Rogers and Dale Evans assortments. 
Watches are packaged in plastic-cov- 
ered gift boxes depicting action West- 
ern scenes. A free counter display 
card hoids three of the boxes. 

The Roy Rogers-Dale Evans as- 
sortment #255RD contains four Roy 
Rogers and two Dale Evans watches, 
which retail for $5.95. Cost of the as- 
sortment to dealers is $24.42. 


American Thermo-Ware Adds 
Spacek Telescope Line 


The American Thermo-Ware Co., 
12-16 Warren St., New York 7, is now 
distributing the Spacek line of as- 
tronomical reflecting telescopes. 
Spacek is in its 25th year of instru- 
ment manufacturing. 

The Spacek 3.3-in. reflecting tele- 
scope retails for $39.95 and is suit- 
able for beginning or amateur astron- 
omers. The Spacek K-4, with 4-in. 
telescope, retails for $59.95 and is for 
advanced study. 

These telescopes will supplement 
ATCO’s imported binoculars, tele- 
scopes, barometers, magnifiers, micro- 
scopes, and opera glass lines. 

ATCO barometers, folding opera 
glasses and magnifying glasses are 
presently on display at the Advertis- 
ing Center, 285 Madison Ave., New 
York 17. This is the newly-opened, 
year-round showplace for advertising 
and sales promotional materials. 
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Hamilton Seals and Registers Jacoby-Bender Offers Jacoby-Bender, Inc., manufacturer 






Its Ladies’ Diamond Watches Watchband Gounter Cabinet of J-B watchbands and photo-idents, 
Hamilton W | : has introduced a new counter cabinet. 
aml ton atch Co., Lancaster, Pa., The unit consists of an upright re- 






has instituted a “Registered Guaran- 
tee” policy for its ladies’ diamond-set 
watches. The policy is designed to 
assure customers’ receipt of original 
and guaranteed merchandise. 

Watches shipped from the factory 
after July 1 contain a seal and match- 
ing guarantee policy. The case serial 
number is imprinted on the seal and 
on the policy certificate. 

The “registered guarantee” applies 
to both the Kimberly and Lady Hamil- 
ton watch series. 


“Gifts for Small Fry" Display 
is Free from Community Tudor 


volving tray which displays 10 men’s 
bands on one side and 13 ladies’ styles 
on the other. 

A lower compartment holds four 
plastic trays, each of which carries 10 
carded watchbands. Another compart- 
ment holds six individually - packed 
bands and a supply of illustrated mail 
order forms. The unit is finished in 
black and gold. 

It is available free to retailers with 
purchase of a pre-packed assortment 


of 72 J-B watchbands. 



















oe 


The Tudor Plate Oneida Community 
division of Oneida Ltd. Silversmiths, 
Oneida, N. Y., is offering jewelers a 
full-color display to promote its pop- 
ular-priced silverplate for children 
and babies. | 

The display, #7306, is free with 
purchase of a modest assortment of | 
Tudor Plate items. 


Starfire Offers Dealers 
New Hanging Motion Display 






















... yes, you certainly will when you receive the 
| BIG CHECK for your precious metal scrap. 


| When you ship to Goldsmith it is like doing business over 
| the counter. You either approve of our check or your shipment 
| will be returned on request. 


Join the thousands of satisfied shippers who have 
| continued to send their old gold and refinings to us 
during the past 90 years. 





The A. H. Pond Co., Syracuse, N. Y.., 
is offering its new hanging motion 
display to Starfire diamond ring deal- 
ers. The unit is suspended from a 
motor which may be attached to the 


Oe ee eed 











ceiling. 

A bridal doll stands in the center SMELTING & REFINING CO. 
of a red iridescent star, which is 
base. DETROIT + OAKLAND 
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C. A. Kiger Publishes 
Diamond Buying Guide 


C. A. Kiger Co., diamond importers 
and cutters of Kansas City, Mo., have 
published a second edition of their 
booklet, Prescription for Diamond 
Buying. Demands for the first edition 
necessitated the second printing. 

The pamphlet provides information 
on “how to buy to eliminate unessen- 
tial middlemen, how to buy for posi- 
tive quality control, and how to buy 
to hold your inventory to a mini- 
mum.” 

Free copies are available from C.A. 
Kiger Co., Kansas City, Mo. 











330 - 36th street. brooklyn 32, n. y. 
STerling 8-4726 ¢ 5313 


ADJUSTABLE WATCH ENDS 


No. SWL—“Foto-twin” 

GENUINE LEATHER (Alligaior or Lizard) 
3 Colors—Lt. Brown, Dk. Brown, and Black 
SUEDE—{In Black Only) 


1/20—10 KT. GOLD FILLED—STAINLESS STEEL 


OVER 50 DIFFERENT WATCHBANDS! 
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500— immaiiad lizard) 3 Colors 
“ye 501—( without leather ) 


No. 501SP — Quality Handset Pearls 


. 400i —Genuine Lizard — 4 colors 
SUEDE—{In Black Only) 


Mother-of-Pearl” 


WRITE FOR CATALOG K57 








Ronson's New Lighters Carry 
One-Year Service Guarantee 


All new Ronson lighters now carry 
a one-year guarantee against defects 
in workmanship and materials, ac- 
cording to Louis V. Aronson, II, pres- 
ident, Ronson Corp., Newark, N. J. 

The guarantee provides that Ron- 
son’s national network of service sub- 
sidiaries will replace parts and make 
adjustments free on any Ronson 
lighter submitted to them within one 
year of purchase. 

If the lighter is mailed, 35¢ should 
be enclosed to cover postage and 
handling costs (50¢ for table lighters 
and combinations.) The guarantee 
must accompany the lighter and is 
void if the lighter has been “abused, 
misused, or if off-size flints and im- 
proper fuels have been used.” 

President Aronson has also an- 
nounced that Ronson will sponsor 
“Chet Huntley, David Brinkley and 
the NBC News” over the NBC televi- 
sion network, starting Sept. 23. 

Ronson pocket and table lighters, 
Ronson “66” men’s shavers, Lady 
Ronson shavers for women and Ron- 
sonol lighter fuel and accessories will 
be featured on the multi-weekly tele- 
easts. 


Shriro Offers Retailers 
gases Pocket Radios 


Shriro Watch Ox, 276 4th Ave., 
New York 10, is importing two types 
of pocket radios and a portable stand 
with independent power supply. Firm 
vice-president Morris Feldman said 
there would be no delay in deliveries 
on retail orders. 

The Crown DeLuxe radio has full, 
automatic control, loop-switch antenna 
and six tuned circuits. It uses two in- 
expensive batteries, is available with 
earphone for private listening. Case of 
the radio has a five-year guarantee. 

Also available is the Crown Perma- 
Power portable stand, a 110-volt AC 
power supply accessory to the Crown 
DeLuxe. The unit permits constant 
use of the radio without battery wear, 
recharges batteries after outdoor 
radio use. 

Other radio import is the tiny 
Crown PR 350 which is only slightly 
larger than a cigarette package. It is 
designed for earphone listening. 

Promotional newspaper mats are 
available with all three items. 
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Novel Store Mailer Spearheads 
Second Feature Ring Contest 


Feature Ring Co., Inc., 130 W. 46th 
St., New York, has devised a novel 
store mailer-folder to help create in- 
terest in the second annual Feature 
Lock “Queen of Diamonds” contest. 

The folders, available to retailers 
for mailing to their customers, illus- 
trate the 403 contest prizes and in- 
clude a convenient entry form. 

Also illustrated in the mailer is the 
“Queen of Diamonds” ring collection. 
Customers are asked to check the ring 
of their choice, and return the checked 
portion of the card to the retailer, in 
return for which they will receive a 
free gift. 

A “Queen of Diamonds” promotion 
kit includes entry forms, ad mats, dis- 
play cards, window streamers, and 
other sales aids. 

The nationwide contest starts Sept. 
15 and extends tarough Nov. 15, and 
is exclusively a local store program. 


Busch Burs Now Available 
Through Pfingst Co., Importers 


Pfingst & Co., 60 Cooper Square, 
New York 3, materiel importers, are 
now stocking a wide variety of Busch 
burs, reamers, mounted stones, and 
Busch-Widia (carbide) burs. 

The burs, constructed of high-grade 
tungsten vanadium steel, are available 
for prompt shipment, and are in many 
sizes and shapes. 
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Kreisler Develops Showcase 
With "Try-It-Yourself" Model 


Jacques Kreisler Manufacturing 
Corp., North Bergen, N. J., has in- 
troduced a new Kreisler Colibri lighter 
counter showcase with a “try-it-your- 
self” demonstration model. The de- 
monstrator lighter is secured to the 
unit by a magnet when not in use, 
and is attached to a chain. 

Unit is constructed of genuine wal- 
nut, and has a sliding glass front. A 
turquoise pad shows 12 lighters; three 
more can be displayed under a plexi- 
glas covering. 

The unit is available free with pur- 
chase of Kreisler Lighter Showcase 


assortments. 

The firm is also offering a color 
counter or window display for its new 
Regency line of ladies’ watchbands. 





SEE THE FABULOUS 


$550 PLATINUM PENCIL 


at Booth 32, Retail Jewelry Market, Waldort- 
Astoria Hotel, New York, August ll to 15th. 


AND A COMPLETE LINE OF OTHER NORMA PENCILS 


The New 
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at -11 ol ate 


3-pencil 
‘combination. 
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NORMA PENCIL CORP. 


137 West 14 Street, New York 11, N. Y. 


Norma Pencil Corp., 137 West 14 Street, New York 11, N. Y. 
Please tell me how we can increase our Norma Pencil gift sales. 
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The principles of cleaning by 


Frequencies you can’t hear produce 
bubbles you can’t see; when these 


bubbles burst, they tear off the dirt 


by Henry B. Fried, 
JC-K Horological Consultant 


® A NEW METHOD of cleaning watch parts and 
jewelry by ultrasonic machine has aroused much 
interest in this industry. Some of the claims 
would make the average watchmaker and jeweler 
raise a dubious eyebrow while hopeful others see 
a dramatic labor-saving device with great pos- 
sibility of short cuts. 

One maker of such an instrument claims that 
it is possible to clean watch movements with the 
removal of only the hands, dial and dial train, 
barrel bridge, barrel and mainspring. This man- 
ufacturer asserts that the parts are better cleaned 
this way than if the train, balance, bridges and 
cap jewels are removed. 

This writer has investigated these machines, 
and has tested six different makes, some of them 
over an extended trial period. Watch movements 
were literally sawn in two, and the halves tested 
simultaneously in different machines, with vari- 
ous chemicals. He has also simultaneously tested 
half of one movement in an ultrasonic device and 
the other half in an automatic (mechanical) 
watch cleaner of a popular make. 

After most of these experiments, the move- 
ment sections were dismantled and the parts 
were observed under a microscope with varying 
degrees of magnifications up to one hundred 
power. The writer has also attended symposi- 
ums, visited factories where these devices are 
made, talked to engineers and compared notes 
with other watchmakers who have had experi- 
ence with these devices. 

While investigations are still under way, some 


294 


Part I 


conclusions may be stated now. The report to 
follow is not in the nature of a highly theoretical 
and detailed clinical study such as might be sub- 
mitted by an engineer or a research scientist; 
rather it is a report by a practical watchmaker 
with an intense desire to discover how and 
whether such a device has a place in his shop 
now or contains possibilities for the future. 


WHAT ARE ULTRASONICS? In this atomic age, 
we were first introduced to the term supersonic 
(speed which is faster than sound waves, roughly 
700 miles an hour). Ultrasonics does not deal 
with speed but rather with the human ability to 
hear sound ... or to be more exact, the type of 
sound that cannot be heard by humans. For 
example, the lowest organ note has 16 vibrations 
a second. Middle C has 256 vibrations a second 
and the highest piano note has 3500 vibrations 
per second. Few humans can hear above 20,000 
vibrations a second. We are also acquainted 
with the dog whistle that cannot be heard when 
we blow it but makes our dog listen and run. 
Bats emit a shriek which is too shrill for us to 
hear but whose echoes guide them in the dark 
and which is their own form of radar. There- 
fore, ultrasonics are the sound waves caused by 
vibrations greater than 20,000 vibrations a sec- 
ond and too high for the human ear to detect. 


WHAT MAKES ULTRASONICS CLEAN THINGS? We 
know that sound is caused by vibrations (sound 
has speed and differently pitched sounds have 
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Figure 1. General scheme of ultrasonic cleaning 
units. The 60 cps current is transformed to 35 
ke/s electrical energy by the ultrasonic genera- 
tor. This energy is transformed into mechanical ‘A : F ; 
energy of the same frequency by the transducer. Figure 2. The ceramic transducers vibrate in 


The rapidly moving solvent dislodges elements various modes. Pictured below are the four 
of “dirt.” modes—radial, in which the diameter changes 


but the thickness remains constant; longitudinal, 
wherein the length varies; thickness, in which 
the inner and outer diameters vary simultane- 
ously; and combined, which incorporates the first 
three. 
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Figure 3. An ultrasonic cleaning unit. The 
“black box” on the right contains the circuitry 
shown in figure 4. The object on the left con- 
sists of the liquid container and the final com- 
ponent of the electronic circuit—the transducer. 
































Figure 4. Alternating (house) current is recti- 
fied to direct current by the tube V:. A Hartley 
circuit generates oscillations in tube Ve which 
are coupled to the push-pull amplifier V;-V,, 
doubling the transducer’s output. 
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more vibrations per second than others). Also, as 
any physics text says, sound travels about 1100 
feet a second in air but about 4700 feet a second 
in water. Thus, it stood to reason, if water could 
be caused to vibrate by strong, high frequency 
sounds passing through it, the waves would 
travel at a great speed and anything in the path 
of these waves would be subjected to degrees of 
disturbance, depending on the pitch of the sound 
and the energy causing the sound. Any dirt 
clinging to the object would soon be dislodged. 


CAVITATION, TRANSDUCERS, ETC. With the in- 
troduction of ultrasonic devices, one also encoun- 
ters new terms like cavitation, transducer, vibro- 
ceramics, barium-titanate, magnetostrictors and 
so on. 

Cavitation is what causes the actual cleansing 
of the object in the liquid. This term comes from 
the word “cavity” (emptiness). When ultrasonic 
vibrations are sent through the liquid, they set 
up vibrations so numerous and so strong that 
billions of microscopic “cavities” or bubbles are 
created. It is the bursting of these bubbles that 
literally tears loose any dirt or foreign particles 
from the object to be cleaned. This action is 
called cavitation. Some machines emit 30,000 
vibrations a second while others are designed to 
send out 1,000,000 vibrations a second. When the 
term KC (kilocycle) is used with such a device, 
it denotes the number of thousands of vibrations 
a second, thus a 38KC unit sends out 38,000 
vibrations. The term for a million vibrations is 
one megacycle. 

The vibrations and the billions of invisible 
bubbles cause the liquid and cavitations to reach 
into the minutest corners and blind spots (shad- 
owed. areas). It is claimed that these micro- 
scopic but violent explosions will clean objects 
better and in a fraction of the time needed by 
conventional methods. The transducer is what 
delivers the vibrations and causes the cavitation. 


WHAT IS A TRANSDUCER? Literally, a transducer 
changes one form of energy into another, in this 
case electricity into motion. If we take a glass 
of water and strike it with an alarm clock ham- 
mer, vibrations in the liquid will result. How- 
ever, these are not frequent enough to accom- 
plish our purpose and the noise might be objec- 
tionable. If we could supply some means to do 
this electrically or electronically at a selected fre- 
quency and intensity (strength), we will then 
achieve the necessary cavitation. The object that 
delivers this ultrasonic charge and frequency is 
the transducer which is affixed to the outside sur- 
face of the liquid container. 

There are two main types of transducers. One 
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is a ceramic vibrator, composed of barium 
titanate, and the other is the magnetostrictor. 
The barium titanate is a ceramic compound 
which when solidified acts as a three-element 
piezoelectric crystal, emitting vibrations when 
subjected to an AC electric field. The magneto- 
strictor may be a pack of nickel-alloy sheets or 
strips stacked like playing cards and coupled to 
an electric coil. This acts similarly to the quartz- 
like barium titanate. The latter comes in various 
shapes, designed so that the vibrations may be 
focused or dispersed, depending on the job to be 
done. Figure 2 shows some forms of barium 
titanate transducers and the direction in which 
they rapidly change dimensions so many thou- 
sand times a second that they result in a high 
mechanical frequency, pitched far beyond the 
range of human hearing. When these are fast- 
ened to the outside of a liquid container, the 
silent, microscopic but violent agitation of the 
liquid results. 

Figure 4 shows the schematic of the Gulton 
Model U-621 device and is taken from their 
manual. The operation of a conventional Hartley 
oscillator circuit is the heart of the U-621 gen- 
erator which is a four-tube unit designed for 
the transmission of ultrasonic signals to the tank 
assembly. Briefly, oscillations generated by the 
circuit (see figure 4) comprising L, Ce and V2, 
are coupled through a buffer stage Voz, to the out- 
put stage comprising amplifiers V; and V,. Tubes 
V, and V, are connected in parallel to double the 
power output through transformer T, for driving 
the transducer in the cleaning tank assembly. 

The variable inductance L, in the oscillator 
tank circuit provides a means for obtaining a 
frequency of resonance which produces a rela- 
tively large amplitude of oscillations from Vas. 
Proper adjustment of this oscillator control at 
the rear of the assembly results in maximum 
agitation and cavitation sound of the liquid in 
the tank assembly. With this proper setting, 
small radial lines (cavitation bubbles) will ap- 
pear in the liquid and small drops will erupt from 
the surface. Tube V;, type 5U4-GA, provides full! 
wave rectification of the AC input voltage and 
is the B+ plate supply for tubes Ve, Vz; and V4. 

The above layout should give the reader famil- 
iar with radio-type circuit diagrams some idea 
of the principles of operation. However, such a 
knowledge is not necessary to understand or op- 
erate these devices any more than is necessary to 
obtain, good, clear pictures and sound on your 
television set. In a following article, the various 
devices will be discussed, the various findings 
observed with operation of these machines and 
the opinions of this observer will be made con- 
cerning the use of these machines. aan 
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WORKS H O P 
QUESTIONS 
and ANSWERS 


WATERPROOF: Could a customer 
bring a successful lawsuit 
against a jeweler when his 
watch which is stamped water- 
proof does not turn out to be 
waterproof? — Jack Horn, Ja- 
maica, L. I. 


Answer: Your question should 
be answered by a lawyer, but I 
can quote from a clipping in my 
files on such a case. It seems that 
a man loaned his soldier friend 
a waterproof watch, which he 
had just bought from a jeweler. 
Six months later the soldier 
came home and returned the 
watch. It had rusted beyond re- 
pair. The jeweler said it had not 
been properly cared for and he 
was not to blame for its condi- 
tion. The buyer maintained that 
the watch was marked water- 
proof and it should not have 
rusted. The court upheld the 
jeweler, declaring that water- 
proof means waterproof within 
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reason, just as fireproof means 
fireproof within reason. This is 
from an article in the Long 
Island Herald of Feb. 9, 1956. 


* . a 


LONG-CASE CLOCK : What method 
do you suggest for cleaning an 
English style grandfather move- 
ment that has high-gloss lac- 
quered plates? How can I strip 
the old lacquer off, polish plates, 
wheels, etc., and then relacquer? 
—E. C. Hagger, Allegan, Mich. 


Answer: Take the movement 

apart and brush each part with 
chalk of the type you see at 
bowling alleys. If you want to 
strip the lacquer from the plates, 
use alcohol or acetone. You can 
give a bright polish to the 
wheels with this chalk or by 
brushing the parts with a mix- 
ture of benzine and chalk or 
tripoli. The latter method is 
messy and should not be done 
near your regular watch-repair 
bench. The parts will have to 
be rinsed twice to remove the 
polishing powders from between 
the crevices and pivot holes. Of 
course, all pivot holes must be 
thoroughly pegged. To relac- 
quer the plates, you will first 
have to plug up all the pivot 
holes with pegwood, and smear 
some light grease at the oil- 
sinks so that the lacquer will not 
get into them. You can buy ex- 
cellent lacquer in a pressurized 
can in any art-supply house and 
spray the parts if you wish. Fol- 
low directions on the can care- 
fully and always be alert to the 
safety hazards of any use of 
chemicals or inflammable mate- 
rials. 
BLEACHING IVORY: Can you give 
me any information on bleach- 
ing ivory beads that have turned 
yellow?—S. K. Sammons, Am- 
sterdam, N. Y. 


Answer: Peroxide of hydro- 
gen will easily bleach ivory (and 
blondes). Ivory may be polished 


by using a mixture of 1 oz. 
acetone, 14 0z. wood alcohol, 20 
drops fusel oil. Mix these well 
and soak a rag with this solu- 
tion. Rubbing with this wetted 
rag will polish the ivory. The 
ivory may then be rubbed dry 
with a soft, clean cloth. Another 
bleach for ivory and bone is a 
solution of 1 part of chloride of 
lime in 4 parts water. Soak the 
ivory in this solution for a few 
days. Afterwards, it is removed, 
washed with water and dried in 
air. However, brushing with 
peroxide of hydrogen will do a 
quicker job. 


SYMPATHETIC VIBRATIONS: I am 
enclosing a clipping from a pop- 
ular, do-it-yourself magazine. 
As you can see, it shows a wrist 
watch placed over another one, 
which in turn is resting on a 
sponge-rubber pad. The _ text 
Says: 

“If you wind your watch so 
tight that the spring refuses to 
start to run down, place the 
watch on a resilient surface 
(cork, sponge rubber or thick 
cloth) and lay a second watch 
as nearly the same size as pos- 
sible on top of it. The ticking of 
the second watch sets up regu- 
lar vibrations in its case which 
are transmitted to the first 
watch, causing it to run until its 
own mechanism loosens up suffi- 
ciently to operate by itself.” 

Is this statement true?— 
Frank McDonnell & Son, Scran- 
ton, Pa. 


Answer: In theory, one bal- 
ance might start another in 
sympathetic or harmonious mo- 
tion, but certainly not in the 
way described here. First, both 
balances would have to be co- 
ordinated within two minutes a 
day or better. Second, the bal- 
ances would have to be placed 
over one another. Third, the 
watches should be placed with 
the layer of sponge between 
them; and the lower watch, 

(please turn to page 300) 
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tum ye that 20 years ago there appeared under the 
sign of the “WatchMaster” a strange device which 
did pioneer as a “recording” watchrating machine for 
all and sundry of the watchmaking craft and since 
that time it has been heralded with such acclaim that 
today more WatchMasters are being sold than all other 
instruments of its ilk. 
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And, verily, be it further known that since 1939 Watch- 
Masters of the so-called “tape” variety have been 
manufactured by this Company, albeit their sale has 
been confined exclusively to branches of this Country’s 
Armed Forces. 
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Now, the Tape WatchMasters in modern dress are re- 
- —— leased for one and all, providing a choice of drum and 
tape model, according to individual preference. 


















FEATURES ELIMAG 


Eliminates all magnetic effects 
from any watch or parts in 1/10 
second. |5 times stronger than 
ordinary demagnetizers. 


Size, same as drum type. Straight-line, on-time records 
for odd-beat watches. Each dot of watch record be- 
comes visible at the instant it is printed. No waste of 
paper or time while waiting for record to appear. 
Paper is immediately re-useable. Records are printed 
without ink or ribbon. Clear, close dot records permit 
accurate reading and dependable analysis. Calibrated 
paper preserves records for future reference, as they 
are read directly from the chart without recourse to 
mechanical devices. No distortion of records. 


American Time Products, Inc. 
580 — 5th Avenue 

New York 36, N. Y. eae 
Name 
Gentlemen: 

Watchholder tests cased or uncased movements. Micro- Please arrange demonstration 
phone snaps out for testing clocks, watches in trays of — 


; 
Store 
and on customers’ wrists. Hairspring vibrator in watch- C] "TAPE" WatchMaster 


holder. Earphones included. Other features. F] "DRUM" WatchMaster. SS 








Please consider this as our 
order for one Elimag. City 





[] Check enclosed, ($24.75). 


C] Bill us $24.75 plus postage. aaj; . NaS 
State taxes (if any) extra. 
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WORKSHOP (from page 298) 


crystal down, should be placed, 
preferably, on a glass surface. 
It would require quite a vigor- 
ous motion to enable a balance 
to swing sympathetically enough 
to cause it to be able to unlock 
an escape tooth. Of course, here 
the old saw of overwinding rears 
its fictitious head. 

However, in 1936 I reported 
on a Japanese timing machine 
which had three pendulums as 
its principle. These were hung 
from a common scaffold, which 
was supported by knife edges at 
both ends. On one of these ends 
the bar bent upward and termi- 
nated into a pallet-fork arrange- 
ment. The roller pin, which fit- 
ted into it, extended out of a 
platform of soft leather. This 
platform had a shaft which 
rested in a cup-jewel like an 
alarm clock pivot. The watch to 
be timed was rested on this plat- 
form. Its vibrations soon caused 
the platform to twist back and 
forth, and this rocked the scaf- 
fold supporting the pendulums, 
which were only about 1% 
inches long. One of the pendu- 
lums was regulated to be swing- 
ing at exactly 1/5 a second. The 
second pendulum was arranged 
to swing a little faster and the 
third swung a little slower. 

To interpret the rate of the 
watch on the platform, you only 
needed to notice the pendulum 
that swung most vigorously. 
The other two would: swing a 
little, then stop and then start 
over again. Thus you could tell 
within five minutes or less, de- 
pending on how well you could 
interpret the device, how fast 
or slow the watch was going. It 
actually worked and I could get 
close results with it—of course, 
in the dial positions and with 
watches ticking 18,000 VPH. 


# * x 


BREGUET: I believe I have a gen- 
uine Breguet watch. Under an 
18-power microscope, the porce- 
lain dial appears grainless but 
if I hold the dial at an angle, 
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the name Breguet and the num- 
ber 3255 appear. The number 
also appears on the case. The 
“e” is not accented as Salomon’s 
book claims it is on most faked 
Breguets. There is a duplicate 
dial in the original box although 
the dial has the figure IIII in- 
stead of the IV. The original 
box has the Breguet a Paris 
stamped in gold. The best watch- 
maker in town remarked that 
the timing screws are placed be- 
neath the level of the rim and 
that the cylinder is made of 
ruby. Do you think that my con- 
clusion is correct ?—Mrs. Roland 
Browne, Stamford, Conn. 


Answer: We receive hundreds 
of letters from people who 
think that they have very rare 
watches, and have the unpleas- 
ant task of informing 98 per cent 
of them that what they possess 
is nothing unusual. In your case, 
I believe you have a rare Bre- 
guet, which even in the maker’s 
time was much sought after. 
Breguet supplied many of his 
watches with replacement dials. 
The secret signature was a re- 
course adopted by that genius 
to thwart forgeries of his name, 
and he invented a machine to 
pngrave this microscopic signa- 
ture on the dial. The figure IIII 
is common to all clocks using 
Roman numerals. 


* * * 


JEWELRY CLEANSER: Some time 
ago you published a formula for 
a jewelry cleanser. I used it with 
good results but I now need to 
use it again. Could you reprint it 
once more?—Fall Jewelry, Chi- 
cago, Ill. 


Answer: Into one quart of 
water put 2 oz. of lump borax 
pulverized, 1 oz. washing soda 
and 1 oz. Castile soap cut into 
fine shavings. Boil these to- 
gether until dissolved. After 
partly cooling the liquid, pour it 
into a jug or other closeable ves- 
sel that holds one gallon. Now 
add 5 fluid oz. aqua ammonia 


(6% ammonium hydroxide), 
stir or shake to mix well, and 
then add enough water to fill the 
container, making a total of one 
gallon of solution. The container 
should be tightly corked when 
not in use. Put the articles to be 
cleaned into an enamel or Pyrex 
vessel and pour enough solution 
to cover them. Bring the liquid 
to a boil, scrub the work with a 
stiff brush. Rinse in hot water 
and dry in sawdust. If you rinse 
in cold water, then rinse again 
in denatured alcohol and dry in 
sawdust. 


x * * 


LATHE FOR CLOCKS: What type 
of lathe would you recommend 
for clock work? I would like one 
for wheelcutting, repivoting, 
polishing and general repair 
work. 


Answer: Any 8- or 9-inch 
swing toolroom lathe or tool- 
maker’s lathe would be suitable. 
The better clockmakers have 
both a magnus type of watch- 
maker’s lathe with 10 mm collets 
and a toolmaker’s lathe. Write 
to S. Levin & Son, Los Angeles, 
for catalogues on clockmaking 
lathes. 


x * 


BEZEL REPAIR: We have a 16- 
size Hamilton pocket watch with 
Fahy’s gold-filled case in which 
the reflector in the bezel has 
pulled away from the case and 
will no longer hold a glass. Since 
this watch has sentimental 
value, the customer will not 
have a new case. The Hamilton 
factory and one or two local 
case repairmen say that they 
cannot repair it. Perhaps you 
have information of a definite 
place I can send this bezel where 
it may be satisfactorily repaired. 
—§. J. Lyons Co., Philadelphia. 


Answer: Watch-case repair- 
men are diminishing in numbers 
in this country. However, there 
still exist a few who might be 

(please turn to page 302) 
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Small PARTS CLEANING 


GLENNITE® ULTRASONIC 
CLEANERS 


SPEED UP JEWELRY PRODUCTION 
— LOWER COSTS 


A New Principle Answers An Old Problem 

Proper cleaning of tiny, delicate pieces of metal, glass, 
plastic and ceramics has always been troublesome in jewelry 
manufacturing. But now inaudible, high frequency sound waves 
(ultrasonics) solve this problem .. . the scouring action of 
these waves removes grease, oil, rouge, buffing compounds in 
a flash . . . parts are ready for plating in seconds . . . pro- 
duction rates are increased. 

Completely safe, easy-to-use GLENNITE Ultrasonic Cleaning 
Equipment can be controlled to “selectively” remove only 
undesirable coatings or films . . . it can be supplied in com- 
plete units such as the U-621 bench-type Cleaner or in com- 
ponents to be used with your present cleaning equipment. The 
savings gained from lower numbers of product rejects, and 
easier assembly quickly cover the inexpensive cost of this 
GLENNITE equipment. 


GLENNITE Ultrasonics Can Do Many Jobs 


Gulton Industries also manufactures ultrasonic equipment to 

improve your drilling, polishing, plating, or soldering. As a 

leader in ultrasonics for more than a decade, Gulton Industries 

is in a position to offer complete engineering services to enable 

you to use ultrasonics best . . . Gulton Industries is the only 

company in the field that controls every production phase for 

GLENNITE U-621 ULTRASONIC CLEANER ultrasonic equipment from making the ceramic for transducers 

2 PINT CAPACITY — SELF-CONTAINED (energy sources) to the final “packaging” of the amplifying unit. 
— USES STANDARD 115V/60 CYCLE POWER We know your specific problems. 


Prove It For Yourself In Your Own Plant 


Use the handy coupon below to request further technical 
information or to arrange for a free demonstration on your own 
products. Put GLENNITE ultrasonics to the test today. 





THE SCOURING ACTION OF ULTRASONIC FINISHED — COMPLETELY CLEAN AND 
TIE CLASP COATED WITH A HEAVY WAVES BEGINS TO “'LIFT’’ THE READY FOR PLATING IN ONLY 
LAYER OF JEWELER’'S ROUGE. COMPOUND OFF THE SURFACE. A FEW SECONDS. 


























MAIL COUPON TO: 
GULTON INDUSTRIES, INC. @ METUCHEN, NEW JERSEY 


| Gentlemen: 
| am interested in your ultrasonic equipment for: 
[] cleaning CJ drilling 
[) plating C] polishing 
LJ] soldering 
Please: 
[] Arrange for a demonstration in my own plant 
[] Send further information 


GULTON creat 
Signed 
Position 
Company 


ulton Industries, Inc. 1 Sv sn 
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WORKSHOP (from page 300) 

able to help you. These are: 
California Watch Case Co., 657 
Madison St., San Francisco 5, 
Calif.; Becker-Heckman Co., 29 
E. Madison St., Chicago 3, IIl.; 
and J. Lemonier, 11 John St., 
New York 38. 


* % * 


CUCKOO CLOCK: Is it possible to 
attach some kind of movement 
holder to a cuckoo clock so that 
while the clock is running I 
could remove the back of the 
case and make adjustments 
without disturbing it too much? 


Answer: De Carle’s book on 
clockmaking explains and illus- 
trates many  clock-movement 
holders. 


x * * 


ROCKFORD LEVER: I have a cus- 
tomer who hasa 16-size Rockford 
watch, made here in Rockford, 
Ill. Of course it is old but it is 
in excellent condition with the 
exception of the outer end of the 
set lever which is broken off at 
the right angle bend for the pro- 
vision of the lever setting. The 
material houses cannot supply 
me with a replacement. The cus- 
tomer prizes the watch highly. 
Can you refer me to someone 
who can make a new lever or 
repair the old one by welding a 
piece onto the end of it?—2J. R. 
Trueberger, Rockford, III. 


Answer: Write to Henry 
Sobel, 133 Canal St., New York, 
who makes a specialty of obtain- 
ing parts for such old watches. 
He may also supply the skill 
necessary to have one made. I do 
not suggest that the old one be 
soldered. Soldering never seems 
to work out well. There are still 
a number of these Rockford 
watches around. 


me ms * 
NEEDLING HAIRSPRING: I lost out 
on my application for a certifi- 


cate to work in Indiana. The 
question “How you needle a 
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hairspring” I could not answer. 
I find nothing in your book, The 
Watch Repairer’s Manual, on 
that subject. How do you needle 
a hairspring?—L. F. A., Van 
Nuys, Calif. 


Answer: No, my book does 
not contain anything on needling 
a hairspring, and I cannot un- 
derstand why a state board 
would include a question on this 
subject. Needling hairsprings 
was done by Charles Purdom 
with the Watchmaster timing 
machine. He rubbed it at certain 
points with a burnished needle. 
This was supposed to stabilize 
the spring so that it would time 
the balance in a certain manner. 
While it actually did these 
things for a while, according to 
my experience, others would 
work for a while, the hairspring 
would slowly revert to its old 
way and behave as it did before 
being tickled. However, if you 
are interested, obtain the book 
Better Timekeeping Faster by 
Lewis and Lane from Charles 
Purdom at American Time 
Products, 580 5th Ave., New 
York 36, N. Y. 


i * 


TIMING MACHINE: I would like 


to purchase a watch-timing ma- | 


chine for adjusting watches 
only. It would be used only 
for timing repaired watches to 
about 30 seconds daily variation. 
I will need an earphone for hear- 
ing sounds of watch under test 
and also some means of seeing 
how fast or slow the watch is 
running. Cost of machine should 


not exceed $150. A _ tape-type 


machine would not be needed. 


Answer: I do not think you 
will find a watch-timing ma- 
chine for only $150. Machines 
that will do the kind of job you 
want sell at a minimum of $550. 
You might advertise in the col- 
umns of the trade journals for 


a good second-hand machine | 


that will be closer to your 
budget. 





List of 
FRENCH 


manufacturers 
exhibiting at 
RETAIL 
JEWELERS 
MARKET, 

in New York 


EBAUCHES: 
V. CUPILLARD 


Villers-Le-Lac 


FEMGA 


14, Avenue des Alpes, Annemasse 


HORLOGERIE DE SAVOIE 


21, Rue des Tournelles, Annemasse 


J. JEAMBRUN 


Maiche 
H. PARRENIN 


Villers-Le-Lac 


S.E.F.E.A. 


24, Route de Genéve, Annemasse 


TECHNIC EBAUCHE 
Maiche 


SHOCK ABSORBERS: 


EPSILON 

25, Rue Gambetta, Besancon 
HAIRSPRINGS: 

SPIRAUX FRANCAIS 

25, Rue Gambetta, Besancon 
DIALS: 

FRENCH DIALS 


Boite Postale 336, Besancon 


WATCH CASES: 


BOIMONDAU 


41, Rue Monpiaisir, Valence 


BURDET 


Damprichard 


FRAINIER 


Morteau 


GENERALE OR 


21, Rue Gambetta, Besancon 


MISEREZ 


16, Rue Suard, Besancon 


LEVER WATCHES: 


ELGE 


6, Rue Dessaix, Annecy 


LIP 


Rue des Chalets, Besancon 


2, Place du 8 Septembre, Besancon 


SAVOIE-MONTRES 


3, Rue des Haudriettes, Paris 


SOLO 


18, Avenue Franklin Roosevelt, Paris 


SORMEL 


26, Rue de |l’Eglise, Besancon 


YEMA 


2, Rue Paul Bert, Besancon 


PIN LEVER WATCHES: 


BUSSARD 


25, Rue Neuve, Morteau 


CHARPIER 


Rue Victor Hugo, Morteau 


FERREUX 


18, Rue de la Rotonde, Besancon 


GIMEX 


45, Avenue de la Gare, Annemasse 


MONDEX 


16, Rue du Dr. Coquand, Annemasse 


PRECI-MONTRES 


38, Avenue de la Gare, Annemasse 


RECTIUS-HORA 


Rue Pasteur, Morteau 
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FRENCH EXHIBIT 

AT THE 

_ RETAIL JEWELERS MARKET 
“in New York ae 
- Hotel Waldorf Astoria 

2 ~ August TI thru 15, 1957 


Beh 5 7 ena ae 
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_ WATCHES 
ig. PO TCH CASES 








Presenting a varied collection by 
29 French manufacturers, sponsored 
by the Chambre Francaise de 
l’Horlogerie, 34, Av de Messine 

— PARIS (Michel Dalin, director) 





For further information, phone COlumbus 5-5676 


THE FRENCH COMMERCIAL COUNSELOR IN NEW YORK 


610 Fifth Avenue, New York 20, N. Y. 
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WANT BETTER 





SPECTRANOME PLATING CO., INC. 


336 W. 13th STREET « N.Y. 14, N.Y. * AL 5-8677 


GOLD PLATING? 


Gold plating of small findings is our 
specialty. With our patented “Spectralloy 
Process” we can provide a more uniform, 
more durable plating for your small find- 
ings. 


This exclusive process deposits four 
metals in alloy with gold and the result 
is a harder, more lustrous finish. 


Why not call Spectranome on your next 
plating job? Better gold plating will 
make your product better. 
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SINCE 1887 


BOWMAN TECHNICAL SCHOOL! 


A very fine new book of facts about B.TS. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

Courses in Watchmaking, Engraving and 
Jewelry Repairing. 

Bowman graduates pass the Certified Master 
Watchmaker tests of H. I. of A., or any State 
Board examinations. 

Mr. Jeweler: You should encourage young 
men to take this training. We never have 
enough graduates to supply the demand. The 
best jobs await Bowman School graduates. 
Write for free book “Your Future and Our 
School” which shows how many finest jewelry 
businesses have been built on thorough Bow- 
man Training. 


BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 


Courses Approved for Korean and Other Veteraas 








LIDO IMPORT CO. 


presents Newest! Fastest! Shaver — “VOLK-SHAVER" 
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@ Colors, Grey, Ivory 
® | year guarantee 


® No Electricity ® No Lather 
® No Batteries ®@® Gyroscopic Motor 


Visit us at Booth #159 Ist Mezzanine, Waldorf-Astoria, Aug. 11-15 


LIDO IMPORT CO., 42-29 9th Street, Long Island City, New York 


























Jewelry Manufacturing Co. 


56 LIBERTY STREET. BLOOMFIELD, NEW JERSEY 
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RATES AND REGULATIONS 


CLASSIFIED ADS 


Remittance in Advance 


“SITUATION WANTED"—-Regular type $2.00 first 25 words; addi- 


tional words, 10 cents per word. Heavy type $7.00; 


addi- 


tional words 25 cents per word. 


“HELP WANTED” 


— "LINES WANTED“—and “SIDE LINES"—Regular type $4.00 


first 25 words; additional words 15 cents per word. Heavy 
type $7.00 first 25 words; additional words 25 cents per 


word. 


ALL OTHER HEADINGS—Regular type $8.00 first 25 words; addi- 
tional words 25 cents per word. Heavy type $12.00 first 25 
words; additional words 30 cents per word. 


® Name, Address, Initials and Abbrevia- 


tions count as words. 


© If answers are to be forwarded, 20 cents 


extra to cover postage must be enclosed. 
® No Agency Commission. 


In answering Box Numbers address envelope “Box —" 


®@ Advertising matter addressed to clasei- 
fied advertisers will not be delivered. 
® Classified ad form closes 10th of the 


ad 
as five words, that is, “Address #13, 
care of J C-K.” 


care of Jewelers’ 


Circular-Keystone, unless otherwise instructed. In answering ads, do not enclose 


original letters of recommendations. 


JEWELERS’ CIRCULAR-KEYSTONE, CHESTNUT & 56TH STS., PHILADELPHIA 39, PA. 





OSH ot ean nie nama em eR me 
Situations Wanted 





SALESMAN manager, 47, for credit cash 
jewelry, intelligent, 16 years’ experi- 
ence, vicinity New York. Address “K.., 
3200,” care of JC-K. 


SALESMAN, retail with special talent ~~ 
making and keeping customers ; also 
—-s watchmaker. Address ‘ ‘3197, 
care of JC- 








WANTED ; popular price | men’s diamond 
ring delivery line; key cities by rail; 
Boston to Norfolk ; no side lines; liberal 
draw. Address “S., 3195,”" care of JC-K. 


JEWELER, 50, first class diamond setter 
and repairman; desires to relocate; 
best of references. Address “N., 3191,” 
care of JC-K. 











WATCHMAKER, experie snced and depend- 
able mechanic seeks steady and inter- 
esting job in fine retail store in mid- 
west. Address “P., 3080," care of JC- -K. 








JEWELER, diamond setter, engraver, 35 
years’ experience : sober, married: S. 
of San Francisco, California. Address 
“W., 3222,” care of JC-K. 





AM now employed in the pawnbroker 
business; want to make change to real 
nice city ; single, can manage pawn- 
broker business. Address “T., 3208,” 
care of JC-K 

















JEWELRY stone buyer: experienced; re- 
liable young man; highest references; 
thoroughly familiar all phases factory 
and office procedures for large manufac- 
turer. Address “H., 3212,”’ care of JC-K. 





DIAMOND assorter and salesman, spe- 
cialist in rounds, baguettes, marquises ; 
expert fitter of pieces; five years’ expe- 
rience, seeks position with reputable 
firm. Address, “325’’ care of -K. 

JEWELER, 12 years’ experience on 
stamped platinum, light hand made gold 
specials and some repairing wishes po- 
sition ; moderate salary. Address, “328”’ 
care of JC-K 











SALESMAN: manager; thorough knowl- 
edge production, financing, designing; 
position desired where experience and 
good following would be of mutual ben- 
efit. Address “S., 3215,” care of JC-K 





DIAMOND assorter; young woman many 
years of experience assorting diamonds; 
filling orders and taking care of stock; 
highest recent references. Address “E., 
3168,” care of JC-K. 





MANAGER, salesman, executive ability 
high type man, 25 years experience ali 
phases jewelry business, credit, adver- 
tising, merchandising ; locate anywhere. 
Address “J., 3193,” care of JC-K. 





FEMALB, special order and repair 
clerk ; thoroughly experienced in routine 
of mounting customers and stock dia- 
monds; also knowledge colored stones. 
Address “F., 3185,” care of JC-K. 





BOOKKEEPER -Accountant, heavy exten- 
sive experience; highly capable; out- 
standing record; seeking responsible 
position. Address “S., 3123,” care of 





PRODUCTION manager many years’ ex- 
perience all aspects manufacturing; 
bridal sets, fancies, die struck and cast; 
resume full details on request. Address 
“S., 3218,” care of JC-K. 





PRODUCTION manager many years’ ex- 
perience all aspects manufacturing; 
bridal sets, fancies, die struck and cast; 
resume full details on request. Address 
*329,"" care of JC-K 





DIAMOND man, thoroughly experienced ; 
wishes to connect with established, rep- 


utable New York ring or diamond 
house; best references. Address “319,” 


eare of JC-K. 





WATCHMAKER, certified, experienced, 
manage repair department, age 38; de- 
sire permanent position with reliable 
jewelry store interested in quality 
work; prefer southwest. Address “A., 
3170,” care of JC-K. 





STONE SALESMAN: genuine; semi-pre- 
cious; synthetic; New York area; per- 
sonable, enthusiastic, well traveled; 


consider occasional distant trips ; salary 
plus commission. Address “S., 3150,’ 
eare of JC-K. 





SUPERLATIVE chain store manager; 
New York, New England, New Jersey 


or Pennsylvania; minimum starting 
salary $12,000; interesting details con- 
fidential interview. Address “S., 3205,” 


care of JC-K. 





MANAGER credit store, total charge of 
credits, collections, display, sales etc. ; 
five years with present employer, avail- 
able September $200.00 week; will lo- 
cate anywhere. Address “R., 3192,” 
care of JC-K. 





INTELLIGENT salesman; 51; available 
prominent jewelry store; heavy diversi- 
fied experience diamonds, watches, kin- 
dred lines; daily performance guaran- 
teed ;: highest reference ; bondable. 
Address “S., 3182,” care of JC-K. 





MANAGER 30 years’ experience all phases 
credit business; real executive of abil- 
ity, forceful salesman, can handle cred- 
its, promotions buying, advertising ; cul- 
tured, refined, deep south preferred. 
Address “V., 3183,” care of JC-K. 





JEWELRY repairman, diamond setter 
and engraver over 30 years’ experience, 
seeks position with first class store; 
southeast preferred. Herman Behrendt, 
1125 South Webster Avenue, Green Bay, 
Wisconsin. 





WATCHMAKER, engraver, clockmaker, 
jeweler ; knowledge of buying and sales; 
25 years’ experience; 10 years self-em- 
ployed; Bowman graduate. Philip W. 
Stifnagle, 115A Coughlin St., Berwick, 
Penna. 





























































MASTER watchmaker wants position as 
watchmaker in a high class store: 35 
years’ experience; capable on com- 

licated and better grade watches; fine 
abits; congenial. Address “D., 2378,” 
care of JC-K 





MANAGER or asst. mgr. in finer type of 
jewelry store; experienced in diamonds, 
colored stones; also silver, china and 


glass; change due to death of owner; 
finest of references; salary must be 
over 6,000. Address “W., 3214,” care 
of JC-K. 





FULLY qualified watchmaker 41 years of 
age seeks position in well established 
jewelry store; 23 years experience at 
the bench and all phases of jewelry 
trade including 5 years store manager 
excellent references available; north or 
northwest. M. Nicholson, P. O. Box 193 
Forest Lawn, Calgary, Alberta, Canada. 





FORTY years a retail jeweler ; owner, em- 
ployee, watchmaker, jeweler, gemologist, 
salesman; buying, advertising, credit 
and collections, personnel supervision ; 
wants position with a gentile firm: 
highest character, honest, trustworthy : 
what have you to offer. Address “D., 
3217,” care of JC-K. 





VERSATILE man desires supervisory po- 
sition; experienced in selling, advertis- 
ing, display including show card letter- 
ing, repair department management, 
hand engraving, diamond setting, watch 
and jewelry repair: all claims can be 
substantiated; age 39, married, 2 chil- 
dren, sober: minimum salary $7,500.00. 
Address “H., 3211,” care of JC-K. 





SALESMAN, 37, single, over 14 years’ 
diversified experience with outstanding 
retail credit jewelers; thorough know!l- 
edge of chain store operations, buying, 
promotions, window trimming, credits 
and collections, desires position with 
progressive jeweler. Address “M., 3070,” 
eare of JC-K 





(Continued on page 306) 
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(Continued from page 305) 





POSITION directed toward management ; 
will receive B.S. degree in Commerce 
February 1958, majoring in retailing 
and accounting ; have G.LA. diploma 
in gemology; married, oo 29, wi 
seven years’ experience ‘in retail jewelry 
and watch repairing; available in Feb- 
ruary, would like to interview now. Eu- 
a Boley, 915 Kinkbine, Iowa City, 
owa. 





FIRST class all around man; certified 
watchmaker also jeweler, engraver, dia- 
mond setter, salesman and sales pro- 
moting, over thirty years’ experience 
capable, complete management; steady, 
absolutely dependable, excellent refer- 
ences, photo on request, West coast pre- 
ferred; state your best proposition. Ad- 
dress, Jay D. Karas, care O. L. Weaver, 
5101 The. Teledo St., Long Beach, Cali- 
fornia. 





a ae ee Oe Dynamic retail credit 
jewelry executive 37, 12 years of solid 
experience in all facets of business; per- 
sonable, forceful, aggressive, store man- 
ager, merchandiser, buyer, promotion 
advertising man; a natural team man; 
can implement intelligent practical per- 
sonnel program; interested in perma- 
nent association with a progressive 
active organization with a rewarding 
program for diligence, loyalty and pro- 
duction ; 1956 earnings a 600. Address 
wx" 3188,” care of JC-K 





em te a ema eo le mmm 
Lines Wanted 





MANUFACTURERS’ representative; well 
known to jewelry and costume jobbers 
in East and midwest; excellent coverage 
either territory ; or" commission 
basis. Address “C., 3203,” care of JC- K. 

AGGRESSIVE salesman av ailable im- 
mediately desires manufacturers line; 
to cover Boston to Washington includ- 
ing New York City; other territory con- 
sidered. Address "330, ” care of JC- K. 





SIDE line of findings, gold, “sterling sliver 
and gold filled; experienced with good 
following ; eight years’ traveling New 
York through to North Carolina. Ad- 
dress “M., 3083,” care of JC-K 


SALESMAN with Chicago office, calling 
on wholesale jewelers, costume and pre- 
mium jobbers; covering the midwest 
and south; open for lines from reliable 
manufacturer or < Address “S., 
3166,” care of JC-K 








WELL established snleaman now calling 
on wholesalers and jobbers wants lines 
for midwest and southern territory; 
Chicago office. Address, Circular “345” 
JC-K. 360 North Michigan Avenue, Chi- 
cago 1, Il. 


ESTABLISHED salesman with large 
following covering metropolitan 
New York and vicinity, and now 
representing well known nationally 
advertised line, desires additional 
lines such as gold filled jewelry, 
charms, findings, leather wat 
straps, watch bands for wholesalers, 
watch material jobbers and watch 
importers. Address “A., 3220,” care 
of JC-K. 








see Soe ene naam, 
Side Lines 





SALESMEN: sell fast moving line of 
jewelry displays as a sideline; excellent 
territories available; top commissions 
paid; all replies confidential. Address 
“P.. 3204,” care of JC-K. 





MANUFACTURER 14K. earrings wants 
salesmen for West Coast, midwest and 
New Engiand states; carry as side line: 
commission basis. Address “S., 3075,” 
care of JC- 


SIDELINE salesmen wanted to carry fast 
selling ladies and gents rings; estab- 
lished territory with excellent oppor- 
tunity, high commissions, correspon- 
dence confidential. Address “331,” care 
of JC-K. 


EXPERIENCED salesmen wanted for 
Apex Quadra-Flex watch expansion 
band line; many territories available; 
send complete resume to Apex Acces- 
sories Company, Inc., Greenwich, Con- 
necticut. 











SALESMEN wanted calling on jobbers 
and chain stores with our line of gents 
and ladies 14K and 10K stone rings, 
pearl rings; 14K Crosses; commission ; 
give reference and territory now cover- 
ing. Address “C., 3088,” care of JC-K. 

SALESMEN with established territory to 
the retail jewelry stores, to carry our 
general line of 14K ‘ladies and gent 
stone rings, dinner rings, cuff links, 
commission; state experience, refer- 
ences, territory. Address “C., 3085,” 
care of JC-K. 


MANUFACTURER higher priced qual- 
ity line 14K ladies and gents dis- 
tinctively styled jewelry; sold only 
to better stores; desires salesman 
middle west, south, far west. Ad- 
dress “T., 3110,” care of JC- K. 


———— | 

















RELIGIOUS costume jewelry side line 
salesman for fast selling line of reli- 
gious costume jewelry, calling on de- 
partment, gift, jewelry stores, and re- 
ligious organizations; terrific re-orders; 
all territories open. Address “S., 3162,” 
care of JC-K. 

EXPERIENCED salesman with fallow ine 
to sell our line of beautifully packaged 
sterling and gold filled costume jewelry 
for Michigan and surrounding terri- 
tory; many established accounts; Bert 
Marks Company, 131 Washington 
Street, Providence 3, R. I. 








SALESMAN to represent manufacturer of 
watch att anents, outstanding line, 
popularly priced, commission basis, ex- 
perience necessary, calling on jewelry 
wholesalers and jobbers in Chicago and 
midwestern states. Address “E., 3164,” 
care of JC-K 


SALESMEN for fine watch line, retails 
from $71.50 calling on quality 
jeweler; protected territories avail- 
able; draw against commission, 
only those with excellent references 
need apply; complete information 
first letter. — “F., 2680,” 
eare of JC-K 


LONG established stone ring manufac- 
turer offers compact, up to date, highly 
competitive line to top notch man now 
calling on retail, credit, and chain 
stores; line ready to go; territories 
open; Ohio and surrounding states; 
Texas and surrounding states; or south- 
east; give details and references first 
x-% Address “H., 3163,” care of 

















AGGRESSIVE jewelry salesmen; eatin 
New York jewelry importer offers excel- 
lent opportunity for salesmen with re- 
tail jewelry following to carry a side 
line of imported 18K gold charms set 
with precious stones; this line has been 
hailed as the finest, most uniquely 
styled by leading trade and consumer 
retailers; all territories open; excellent 
commission ; write full details. Address 
“O., 3179,” care of JC- K. 


ENERGETIC salesman ain on bet- 
ter jewelers in Texas, wanted to 
hendle Ernest Borel watch line; 
must carry non-conflicting | high 
quality line; straight commission ; 
only salesmen interested in per- 
manent connection with our com- 
pany should apply. Write full de- 
tails about your past experience 
and present occupational status to 
Robelt Bollier, Sales Manager, 
Borel Watch Company, 1008 Wal- 
nut, Kansas City 6, Missouri. 











SALESMEN now traveling and calling on 
retail jewelers can very substantiall 
add to their income week in and wee 
out, by carrying as a sideline one of 
America’s loadin manufacturer's prod- 
ucts that are a must to every jeweler 
commissions are tremendously liberal 
and above prevailing standards; in the 
area you are now covering, we can 
offer many prominent jeweler accounts 
which are well established; investigate 
now, advising type of present line and 
territory that you regularly cover; all 
replies confidential. Address “E., 3153 
care of JC-K., 


Help Wanted 





SALESMAN for credit jewelers; one that 
is alive, not dead; Budds Jewelers, 122 
Albany St., New Brunswick, N. J 





WANTED; A-1 jeweler who can repair 
and set stones. Address “V., 1461,” care 
of JC-K 








WANTED, two A-l watchmakers; per- 
centage basis Secatents Address “T., 1460,” 
care of JC-K 


ENGRAVER on oe. and silver; all 
around man on letters and monograms; 
large firm in N. Y. city. Address “M., 
3194,” care of JC-K. 








WANTED watchmaker, prefer combina- 
tion engraver; steady position, good 
city and good salary; inquire Lewis 
Jewelry Co., Gainesville, Florida. 


FIRST class engraver to engrave quality 
merchandise for an outstanding store in 
a large city of the south. Address “B., 
3178,” care of JC-K. 





— 





PERMANENT position open for all 
around jewelry executive, sales, 
credit, collection, display, ete. 
Sherry’s Jewelers, 109 West 2nd 
Street, Pomona, California. 

CREDIT jeweler, major volume unit 
requires capable, experienced man; 
write Norman Gordon, 515 Cravens 
Building, Oklahoma City, Okla- 
homa. 








MAN or woman, thoroughly experi- 
enced in diamond sorting and pick- 
ing, and inventory control work; 
Detroit locale; salary open. Address 
“K., 3137.” care of JC-K 


—— $s 








YOUNG man; knowledge of watchmak- 
ing ; capable of waiting on trade, esti- 
mating repair work; permanent posi- 
tion, fine Connecticut suburban store. 
Address “S., 3199,” care of JC-K 





SALESMEN wanted by manufacturer of 
engine turned discs; commission basis; 
mid West, southwest, pacific coast ter- 
ritories open; resident. Address “E.., 
2964,” care of JC-K. 


HIGH style ladies’ and men’s low ‘etiada 
pin lever watches and watch sets; sev- 
eral territories available : high commis- 
sions. Address “W., 3189,” care of 
JC-K. 





MAJOR U. S. ceramic, wood Qriie: com- 
petitive giftware line : competitive, key 
mfr. jewelry, gift, cat., prem. trade; 
midwest and south, available. 
Address “E., 3176,” care of JC- K. 





SALESMAN, great opportunity for young 
man under 35 with fine sterling silver 
hollowware firm; cover top retail jewel- 
ers in 5 state midwest area. Address 
“G., 3161,” care of JC-K 





WELL established firm wishes salesman 
for city and metropolitan area; gold 
and platinum watch cases, wonderful 
opportunity for man willing to establish 
himself. Address “326,” care of JC-K. 
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SALESMAN, must ve experienced; per- 
manent for middle west, state experi- 
ence, age, salary expected; must have 
good references. Address “W., 3118,” 
care of JC-K 





MANUFACTURER sterling silver jewelry 
novelties desires man to take over es- 
tablished route from Maine to Virginia 
of retired salesman ; commission basis. 
Address “K., 3082," care of JC-K 








WATCH salesman with following among 
wholesalers, dept. stores wanted by im- 
porters of ‘fine 17 jewels popular priced 
Swiss watches with exclusive features. 
Address “B., 3156,” care of -K. 





JEWELER, engraver, diamond setter; 
straight salary or percentage camer 
reply giving qualifications; Ada 
Magnon Jewelers, 510 Franklin St. 
Tampa, Florida. 





WATCHMAKERS: For more income 
learn diamond setting (home 
study); write for your “Jewelers’ 
Profits Are In Diamonds”; Kansas 
City School of Watchmaking, 1220 
Admiral, Kansas City 6, Missouri. 


WA TCHMAKER; permanent saith 
open for first class man; five day week ; 
pleasant working conditions, liberal sal- 
ary; state details and salary expected; 
M. A. Green, 117 Bank Street, Water- 
_— Conn. 





HAVE permanent opening for good jew- 
eler on new and alteration work; also 
permanent opening for jewelry polisher ; 
good salary, ideal working conditions 
in 8 Rehes Address “O., 3221,” care 
of JC- 


PERMANENT position open for top sales- 
man with diamond and watch experi- 
ence in Washington’s largest depart- 
ment store; exceilent opportunity for 
right man. Address “G., 3169,’ care of 
JC-K. 








CLOCKS and watches salesman with re- 
tail following, wanted by importer of 
popular priced 17 jewel Swiss Watch 
line and imported clecks, alarm, bou- 
doir, musical and 4°% m aa clocks. Ad- 
dress “B., 3151,” care of JC-K. 





WATCHMAKER salesman; ‘‘aieeediinas 
man for permanent position with estab- 
lished firm in college town; good salary 
and working conditions; Robert C. 
Smith, Jewelry, 329 Poyntz, Manhattan, 
Kansas. 





WATCHMAKER for first class work in 
fine store; five day week, full benefits, 
ideal working conditions; state age, ex- 
perience, salary expected; Lux, Bond & 
Green, Inc., 70 Pratt St., Hartford, 
Conn. 


JEWELER ited on platinum and 
gold special order work; also produc- 
tion work; one who is capable of op- 
erating a shop; fine position with a fine 
future for a capable man; write in de- 
tail. Address “S., 3177,’ care of JC-K. 


—_—— - a — 


SALESMAN wanted by established man- 
ufacturer of fine gold, sterling and 
gold filled charms, bracelets, earrings, 
brouches, tie clips, cuff links, etc. write 
full particulars; all information held 
confidential. Address “C., 3028,” care 
of JC-K. 














PERMANENT position for top salesman 
with executive ability for credit jewel- 
ers; replies confidential; state qualifica- 
tions, experience and salary expected ; 
can arrange N. Y., Chicago or Los An- 
geles interview ; Jewel Box, 55 E. Con- 
gress, Tucson, Arizona. 





EXPERIENCED salesman for high type 
Wisconsin Credit jewelry store; splen- 
did opportunity for nice appearing, per- 
sonable, top flight salesman; include 
references, picture, salary desired, ex- 
perience and other details in aH letter. 
Address “G., 3223,” care of JC-K 
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SALESMEN; nationally advertised ster- 
ling flatware, fine sterling hollowware ; 
no objection to non-conflicting side 
lines; territories; midwest, southwest; 
in business 75 years; many established 
accounts in both territories. Address 
“S., 3201,” care of JC-K. 


eee ———— — — 


OFFICE manager, excellent opportu- 
nity with watch importer; experi- 
enced; supervise production and 
office procedure; inventory control; 


correspondence; billing; full in- 
formation and references first let- 
ter; replies confidential. Address 


“F., 2837,” care of JC-K. 





SALESMEN—well known New York 
manufacturer of platinum - gold 
rings; watches and attachments; 
both mounted and unmounted; 
seeking experienced representa- 
tives; territory open; all corres- 
pondence confidential. Address 
“M., 3017,” care of JC-K. 





WE have an opening for a man who is a 
good mechanic on special order work 
and production on platinum and gold; 
one with experience and understands 
operating a shop of a few men; a won- 
derful future for a capable man; if 
interested answer in detail. Address 
*S., 3167,” care of 








SALESMAN for retail jewelry store, must 
be tops in sales, credit and administra- 
tive ability; top salary and good future 
for the right man; write at once in com- 
plete confidence your full experience, 
family status, salary record, etc. Kings 
Jewelers, 1625 Main Street, Columbia, 
BS. <. 


| 





SALESMEN call on vretail jewelers 
throughout New England, upper New 
York State and Eastern Canada; our 
line of gold rings is outstanding; $10,- 
000 to $12,000 draw vs commission; es- 
tablished accounts: give full particu- 
lars. Kimberly Gem Co., Ine., 62 ‘ 
47th St., New York, N. Y. 


OPENING in North Carolina for A-l 
salesman who understands credit jew- 
elry business from A to Z; none other 
need apply; married man preferred and 
must be capable of promoting, window 
dressing, credit and advertising; a real 
opportunity for right man; give full 
particulars in first letter. Address “S., 
3078,” care of JC-K 


— - — 





SILVER plated hollowware, short, easy 
to handle well established promotional 
side line, wants manufacturer’s agents 
or salesman for West Coast territory; 
very good tea sets; volume possibilities ; 
commission basis; all inquiries will be 
acknowledged ; no objection other lines; 
write particulars. Address “F., 3202,” 
care of JC-K 





JEWELER, repair and light manufactur- 
ing; excellent position open for a well 
qualified and experienced costume and 
novelty repair jeweler with some light 
goldsmith work; 40 hour week, excel- 
lent wages; Pasadena’s oldest and larg- 
est fine jewelers; reply to J. Herbert 
Hall Company, 420 East Colorado 
Street, Pasadena, California. 


TOP selling line imported clocks; 
leading importers of popular priced 
clocks has a few choice territories 
open; this strong line offers excel- 
lent opportunity for well established 
representatives with good following 
among leading wholesalers and re- 
tailers; advise territory and present 
lines. Address “B., 3172,” care of 
Jc-K. 














WATCHMAKER, thoroughly qualified in 
complicated and fine work for in charge 
job; fine retail store demand best ; 
top ‘salary to man who can qualify; po- 
sition permanent; pleasant ‘~entinione : 
American firm located n Juan, P. R. 
Year round temperate climate; give de- 
tailed work history; investigation con- 
fidential; write Box 1458, San Juan, 
P. R. 





SALESMAN following in jewelry trade 
necessary; fine opportunity to sell full 
line binoculars, barometers, clocks for 
A-1 firm; call on dealers and jobbers in 
established territory : must own car and 
be Cleveland resident; salary, bonus 
and expenses; send complete resume, 
noting experience and references in first 
letter; our salesmen know of this ad. 
Address “H., 3174,” care of JC-K. 





WATCHMAKERS and department man- 
agers; openings in leased watch and 
jewelry repair departments in leading 
department stores throughout country ; 
old established company seeking only 
men interested in permanent positions; 
excellent working conditions; high pay ; 
state age, experience. People’s Watch 
Repair Company, 120 Summit St., To- 
ledo, Ohio. 


LEADING manufacturing of promotional 
sterling silver serving pieces and hol- 
lowware wants top notch salesmen for 
Pacific midwest Texas territories; only 
experienced men with following among 
jewelers and department stores and liv- 
ing in territory apply; give full p2r- 
ticulars and references; excellent op- 
portunity. Address “A., 3037,” care of 

-K. 





EASTERN wholesale jeweler with 
known lines available to him has 
opening for a man to handle the 
complete management of catalogue 
for industrial selling; for such a 
man an interest in this business 
will be available with or without any 
investment; all replies must be 
complete and will be treated in 
confidence. Address “M., 3216,” 
eare of JC-K. 





MARYLAND, Delaware, Virginia, N. 
Carolina, S&S. rolina, Georgia; 
salesman with established following 
among retail stores wanted by the 
manufacturers of the largest line 
of self winding watches for men 
and women; only man with experi- 
ence in the territory need apply. 
Mido Watch Company of America, 
Inc., 580 Fifth Avenue, New York 

, New York. 








ASSISTANT branch store manager: 
trainee ; excellent opportunity for 
young man 25-35 years of age prefer- 
ably with watchmaking or other shop 
experience ; Pasadena’s oldest and 
largest fine jewelers have unusual op- 
portunity in Pomona branch store; 
permanent position, good earnings op- 
portunity for energetic and sincere 

young man. Address, “H., 3213” care of 





GOLD and silversmith: excellent oppor- 
tunity for well qualified individual in 
connection with special design manufac- 
turing as well as work for a discrimi- 
nating silver clientele: fine European 
training and experience desirable; 40 
hour week, excellent salary; Pasa- 
dena’s oldest and largest fine jewelers; 
reply to J. Herbert Hall Company, 420 
East Colorado Street, Pasadena, Cali- 
fornia. 





(Continued on page 308) 






































































































































(Continued from page 307) 





AGGRESSIVE salesmen wanted to 
handle nationally advertised, com- 
plete religious jewelry line, com- 
petitively priced; experienced man 
with retail following, giving com- 
plete coverage in any of the follow- 
ing territories: greater Pittsburgh 
and West Virginia; West Coast, 
Michigan and Ohio, Texas; many 
active accounts; 124%% commis- 
sion; sideline permitted. Address 


“L.., 2920,” care of JC-K. 





SALESMEN: nationally known diamond 
ring house adding to our sales organi- 
zation ; have open territories south, cen- 
tral middle west, southwest, and New 
England; men with established retail 
yet § store following need apply; 
$10,000.00 drawing account against 
commission; give detailed antecedents 
in first letter; our men know of this ad ; 
all information kept in strict confi- 
Ke Address “R., 3154,” care of 


BETTER than average credit jewelry 
salesman to assist owner of medium 
sized store with excellent growth poten- 
tial; good salary plus commissions; 
good hours and congenial working con- 
ditions in pleasant community 1% hours 
from Manhattan; capable, ambitious 
man, with managerial and part owner- 
ship aspirations will have opportunity 
to get in on the ground floor; write 
complete details in confidence to San- 
iel’s Jewel Box, 270 Main Street, Pough- 
keepsie, N. Y. or phone GLobe 4-1180. 








MONEY making line for jewelry sales- 
men, retail following; sell patented 
Vari-Gem gold stone rings; the only 
stone ring line where retail jeweler him- 
self can interchange and securely reset 
a variety of birthstones and onyx stones 
in a Vari-Gem ring in 60 seconds; com- 
pact line; dynamic sales producing pro- 
motion program ; excellent commission ; 
territories open; Illinois, Wisconsin, 
Minnesota, New York state, Connecticut, 
New Jersey, Pennsylvania, Maryland, 
Washington, D. C., Virginia, West Vir- 
ginia, Texas, and "Louisiana : protected 
territories ; supply references and expe- 
rience ; confidential. David Pfeffer Co., 
Inc., 106 Fulton St., New York, N. Y. 





TWO salesmen; West Coast and south- 
west; where we are solidly estab- 
lished; due to a re-alignment in 
our sales organization, we require 
2 top notch, experienced go getters 
with ambition, imagination and en- 
thusiasm to carry the most outstand- 
ing and complete gold ring line in 
the country; our slogan is “every- 
thing in rings’’; promotional aids 
include window displays, merchan- 
dising plans, mats, retail price tags 
and full cooperation for volume 
selling; this is your opportunity to 
join the fastest growing and one of 
the oldest ring firms, established 
1898, in America, give detailed re- 
sume in first letter; enclose photo- 
graph. Address “P., 3143.” care of 
JC-K. 


cm ean mn imme 
For Sale 


Stores, Stocks and Businesses 





EASTERN Ohio modern cash and credit 
store; 100% location; can be had with 
or without inventory and accounts. Ad- 
dress “P., 3209,” care of JC-K. 





JEWELRY store, Miami, Florida, for 
sale; good location, tremendous pos- 
sibilities: have other ee Address 
“L., 3157,” care of JC-K 





FOR sale, jewelry store and fixtures, store 
established in 1885 in town of 30,000, 
reason for selling, ill health. Address 
“F., 3181,” care of JC-K 





CREDIT jewelry in Texas doing excellent 
business; modern every respect; will 
take around $85,000; health reason for 
selling. Address coy 3159,” care of 

C-K. 





FOR sale contents small watchshop; fix- 
tures, tools, materials; reasonable ; Mrs. 
Albert R. Green, 1122 South 11th Street, 
Terre Haute, Indiana; Telephone Craw- 
ford 8733. 





JEWELRY store for sale in Boulder, 
Colo., clean stock, modern fixtures, good 
repair department; modern equipment 
ee Address “H., 3155,” care of 





RARE opportunity to acquire finest 
jewelry business in large southern city, 
established 75 years; gross business 
volume approximately $175,000; inven- 
core $70,000. Address “289,” care of 
JC-K. 





JEWELRY store and gift shop northwest 
Connecticut; carries $25,000; inventory 
gross over $75,000; 3 year renewable 
lease; will sell merchandise, fixtures, 
a flexible. Address “B., 3207,” care 
oO -K. 





EXCELLENT buy for long well estab- 
lished hand and machine engraving 
shop: all other business information 
will be given by mail; short distance 
from New York city in Jersey area. 
Address “F., 2978,” care of JC-K 





NEW JERSEY jewelry store; established 
32 years; good one man business; in- 
ventory about $12,000; plenty of repair 
work; growing business; only jewelry 
store in town; retiring. Address “A.., 
3196,” care of JC-K 





CREDIT jewelry store with 20 years 
profitable background; will sell interest 
up to 50% to experienced man under 
fifty able to take full charge, 100% lo- 
cation, volume $450,000 annual, mid- 
west. Address “G., 3152, ” care of JC-K. 





JEWELRY store established 1898; lo- 
cated town of 8500; excellent location ; 
opportunity for jeweler, watchmaker of 
Polish extraction: will sell with or 
without stock; drawing surrounding 
towns, 15,000. Address “S., 3062,” care 
of JC-K. 





SMALL combination manufacturing, re- 
pairing and setting, retail jewelry busi- 
ness well established and fine reputa- 
tion; city of 90,000 population in 
Maine; will sell at inventory cost; 
owner retiring. Address “Q., 3173,” 
care of JC- 





FOR Sale long established jewelry store 
in central Mass. town; good Main 
Street location; fine lines of sterling 
watches and jewelry; substantial in- 
ventory at present which could be re- 
duced ; good reason for selling. Address 
“F., 3149,” care of JC-K 





FOR Sale fine credit jewelry store; vol- 
ume 1956, $100,000; no promotions; 
basic volume diamonds, watches; city 
of 60,000; good lease; good rental; 
good location; western North Carolina; 
excellent opportunity for aggressive 
chain operation; owner wants to retire. 
Address “K., 2967,” care of JC-K 





MODERN air conditioned jewelry store 
located in Ohio industrial area; 20 
miles from Youngstown; will sell en- 
— business or part interest to any 

es young man; this is an ex- 

ent opportunity to take over an es- 
tablished store. Address “P., 3210,” 
care of JC- 


FINE jewelry store and gift shop in Los 
Alamos, New Mexico; this is the only 
store in this very modern community 
of 13,000 population; annual volume of 
sales $100,000; 5 year lease with re- 
newal each five years: industrial com- 
munity with about $3,000,000.00 pay- 
roll; M. B. Jewelers, Inc., Los Alamos, 
New Mexico. 





RETAIL jewelry business; established 
over a century; gilt edge reputa- 
tion; with or without fine three 
story elevator building; in heart of 
business section, eastern city of 
135,000 shopping population ; ex- 
ceptionally clean, active stock; 
minimum $100,000 required. Ad- 

dress “B., 3187,” care of JC-K. 


———— — 





QUALITY jewelry store for sale; 100 
years old, no inventory; desirable lease 
and location in Portsmouth, Ohio; fur- 
niture and fixtures; newly air condi- 
tioned; new material and crystal cabi- 
nets, machinery and equipment; 
replacement cost better than 
asking $8,500 for everything ; franchised 
lines include Towle. Zoelner Jewelry 
Co., 816 Gallia Street, Portsmouth, Ohio. 





LOCATION in heart of Montgomery, 
Alabama downtown section; store re- 
cently closed due to having another 
location in the city; will sell all 
floor and wall fixtures, a National 
Cash Register installment posting 
register, a five ton Carrier air con- 
ditioning unit; display and office 
equipment and everything else for 
$3,000, provided you are responsi- 
ble to take over the lease at $450.00 
a month; no accounts receivable or 
inventory to buy; write or telephone 
Mr. N. Popkin, 78 Dexter Ave., 
Montgomery, Alabama, 


Business Opportunities 





EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Annowunce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





ANTHONY J. GREGORY, Auctioneer, 
6748 No. Ashland. Br. 4-7303, Chi- 
cago 26, Ill. 





COMPLETE jewelry auction; for fast 
efficient service, call or rg ey 
Ed Dean Jewelry Auctioneer, 81% 
Main St., Nashua, N. H. TU 3-3051. 





CAMPUS gift shop for lease; near U. of 
Ill. campus. Well established ; no in- 
ventory or fixtures to buy; good profit 
maker; write Box 247, Champaign, Ill. 








WANTED at once; watchmaker for part- 
ner on a fast growing air force base; 
watch and jewelry repairing; conces- 
sion; chance for sole owner. Address 
“C., 3190,” care of JC-K. 
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EXCELLENT location for watchmaker ; 
opposite telephone building, bus stop; 
ground floor; reasonable rental; 706 
Federal, Camden, New Jersey, home of 
New York Ship and R. C. A. 





CONSULT M. Y. Finkelman, 29 E. Madi- 
son, Chicago; since 1923 highest cash 
prices paid for diamonds and all other 
jewelry stocks; call collect Dearborn 
2-3407 ; reference, your bank. 








SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures; high- 
est prices paid; bank and trade refer- 
ences. Write 15 Maiden Lane, New 
York, Telephone Rector 2-6565. 





STORES and stocks wanted for im- 
mediate cash; any amount; any- 
where; or let us run a profitable 
flat or auction sale for you. C. Taff 
Co., 550 Fifth Avenue, New York 
City PL 7-3638. 





COLMES & BRILL auctioncers, sales 
specialists ; 45 West 45th St., %.Y.C., 
over 35 years’ successful retail or 
auction sales for jewelers through- 
out the country; highest references. 
See our ad page 220. 





WE will buy your store for cash or 
will raise the money you 
through a dignified flat or auction 
sale! wire, write or phone Sam J. 
Markus, 2321 Bayview Lane, North 
Miami, Florida. Plaza 8-4254. 





SAMUEL ISOW pays highest cash price 
for complete jewelry stores or surplus 
stock ; get my offer before selling, it is 
to your advantage; bank and trade ref- 
erences. Write 54 Lispenard St., New 
York. Telephone Canal 6-5233. 





al 


'M SORRY; call M. & M. first and don’t 
be sorry; we pay top dollar for com- 
plete jewelry stores; quick action, no 
delay ; . & M. Distributors, Inc., 2 
South Campbell Ave., Springfield, Mo., 
Phone 4-7716. 








WILSON SALES SYSTEM, Empire State 
Building, 350 Fifth Ave., New York; 
sale and management specialists since 
1919, over 1500 jewelers have used our 
services; also buy stores for cash; 

Ao wire or telephone Longacre 5- 





A MARTY MILES SALE guarantees 
quick action—cash profits; our service 
costs you nothing; testimonial letters 
from hundreds of jewelers prove the 
cost of each sale is turned into a profit 
by terrific extra volume of sales profit- 
wise our efforts produce for you; every 
sale is carefully analyzed, planned in 
advance and is under constant supervi- 
sion of our executive staff; you can af- 
ford the best; write, wire, phone Marty 
Miles Sales Inc.. 910 N.E. 136th Street, 
Miami, Florida; phone Plaza 1-2885. 





DO you need cash: examine our guar- 
antee sales method of obtaining at 
least 10% above $ for $ for your 
surplus stock, after all sales ex- 
penses; we have accomplished this 
amazing result for over 1000 jewel- 
ers in the last ten years along; their 
thankful letters are in our files for 
your inspection; wire, write or tele- 
phone; Manny Silverman, of Silver- 
man Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
PL 7-4693; see page 208 for addi- 
tional details. 





JEWELRY-CHINA-OBJECTS D’art 
auction service: a professional long 
experienced liquidation firm of 
professional jewelry auctioneers 
operating on a strictly commission 
basis and specializing in complete 
close-outs of stocks and fixtures 
down to the very key in the door; 
every sale managed and conducted 
by Faussett with an able associate 
auctioneer. We hold the record for 
complete liquidation of fine stores 
during the past decade; when repu- 
tation counts we are usually called 
in; an advertiser in this publication 
for the past 40 years; when matters 
cannot be settled by mail or wire 
we will come and see you at our ex- 
pense; America’s foremost jewelry 
auctioneer; Thomas J. Faussett, 
Howell, Michigan. 


Wanted to Purchase 





WANTED credit jewelry store in central 
N. J. will pay cash for store. C. Budd 
Fischer, 122 Albany Street, New Bruns- 
wick, N. J. 





WANTED; established jewelry store and 
repair shop; New York city or suburbs. 
Address “3198,” care of JC-K. 





DIAMOND importer seeking to pur- 
chase a prestige jewelry store; all 
inquiries in_ strictest confidence; 
references exchanged. Address “Y., 
3171,” care of JC-K. 





STERLING silver flatware and name 
brand watches; highest prices paid; 
reference “J.B.T."’ and “Dun and Brad- 





street.” Address “P., 2894,” care of 
JC-K. 
SOUVENIR spoons; American, foreign, 


with or without enamel; please state 
quantity and price; prompt replies; 
Edward G. Wilson, Antiques, 1802 
Chestnut St., Phila., Pa. 





SPOT cash for diamonds, watches, 
new or old, miscellaneous jewelry; 
check by return mail subject to 
your acceptance; we have unlimited 
capital for this purpose; established 
since 1919; for references, Michi- 
gan Avenue National Bank of Chi- 
cago and Jewelers Board of Trade. 
Harry Elkins & Company, 59 East 
Madison Street, Chicago, Illinois. 
Randolph 6-7390. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 

. ver, gold and any other precious 
metals and jewels for highest 
prices; we send you a check at once 
and hold shipment intact for your 
approval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K, 
108 Beale Ave., Memphis, Tenn. 








er eacencenmcemamemcmae see some 
Watch Work, etc., for 


the Trade 





BOSTON, Mass.; expert:and guaranteed 
watch repairing; Watchmaster tested ; 
prompt service; prices on request; mail 
orders invited. David Migdal & Co., 
109-B Summer St., Tel. Hu 2-9547. 





FINE watch repairing for the trade; all 
work guaranteed for year; 3 to 5 
days service; Watchmaster tested; rea- 
sonable prices. A. H. Schierer, Watch- 
maker, 101 S. Marion St., Oak Park, Ill. 





LONG ISLAND watchmakers, will pick 
up and deliver; $2.75; special prices to 
importers on service guarantees, pins 
& roskopfs ; Howard Simon & Son, Lake 

Ronkonkoma, N. Y 








FINEST watch repairing for the trade 
for the past 25 years; all work guar- 
anteed one year; fast service; send for 
newest price list. Watch Service, P. O. 
Box 93, York, Pa. 





QUALITY jewelry and watch repairing 
skillfully performed; fast, accurate 
service our specialty; your triai 
shipment and inquiry solicited. 
Oscar Aron, 62 West 47th St., New 
York, N. Y. 





COMPLICATED watch specialists; fine 
watch repairing to the trade; five day 
service; all watches timed, tested and 
guaranteed; 25 years’ experience. Stu- 
dio Watch Service, 1510-20 East Dela- 
ware Place, Chicago 11, Il. 


ce enn sa 
Special Order Work and 
Repairs for the Trade 





BINOCULARS repaired, all makes and 
models; also telescopes, rifle scopes, 
opera glasses, barometers; authorized 
Bausch & Lomb, Zeiss, Hensoldt, Bush- 
nell dealer. Tele-Optics, 5514 Lawrence, 
Chicago 30. 








To Let 








11 EAST 48th Street Radio City vicinity ; 
second floor approximately 2,000 square 
feet; Jeweler’s Vault Air Conditioning 
Optional $8,400 annually; Brener & 
Lewis, Inc. Murray Hill 8-3171. 





MATERIAL supply best location on West 
47th Street, New York the Jewelry mar- 
ket of the world; busiest exchange 
window on street level and three cases 
inside; opportunity for responsible ex- 
perienced man; reasonable rent for re- 
sponsible tenant. Kaplan, 52 West 47th 
Street, Judson 2-0350. 
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® THE JEWELRY INDUSTRY IS IN 
MOTION 


It can be seen everywhere. In fact, you are now hold- 
ing in your hands one of the most dramatic pieces of 
evidence. Here is proof that our manufacturers, whole- 
salers and importers are in motion. For this is a record- 
making issue. It carries the greatest dollar volume of 
advertising of any issue of JC-K—published during these 
past 58 years. 

This is significant to the retailer. Here is evidence 
that our trade’s suppliers, from their vantage point for 
seeing the future, believe we are headed for the greatest 
Christmas business in the history of the jewelry in- 
dustry. 

May each of you get your full share of this volume 
to the degree you plan for it. 


® USE THE PERSUASION OF THE NEW 


We've been reading a new book called The Hidden 
Persuaders. It’s on the subject of “M.R.,” which means 
motivation research. It tells us why we buy things 
and why we do things. For instance, we like to have 
a cigarette in our mouth because subconsciously it 
reminds us of the comfort we enjoyed from the nipple 
in infancy. And when a woman bakes a cake, it’s 
psychologically the same to her, way down deep, as 
giving birth to a baby. Maybe you didn’t know these 
things. Neither did we. 

Since the book asks us to take such a dim view of 
human rationality, it struck us at first as being a pretty 
chilling indictment of the purposes and practices of 
advertising. Advertising, it appears, addresses itself 
not to the adult men and women we thought ourselves 
to be but to the paleozoic worms and slugs that lurk 
in the damp and misty caverns of our minds. In other 
words, it stirs our subconscious—and most sincere— 
impulses and makes us dissatisfied with life as it is. 

Such snide, backhanded ways to separate us from our 
hard-earned dollars! We were filled with righteous 
indignation. Then slowly the adrenalin receded. Two 
things appeared to be beyond dispute. 

First, dissatisfaction with things as they are is the 
condition not only of progress but of life itself. All 
creatures strive for something, and when they stop striv- 
ing, they’re finished. If advertising contributes to our 
dissatisfaction by making us want something we haven’t 
got, then advertising is good. Provided the thing 
advertised will really give us pleasure or profit. 

And that’s the second point. Many advertised prod- 
ucts are good—they do give benefit. If you doubt that, 
consider what it was like when we didn’t have them. 

As a smal] boy we watched the ice man pay his messy 
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visits to our home. It was we who hefted the drip pan 
and emptied it out into the sink. We also watched our 
father every Sunday out in the back yard lustily work- 


ing on a bucket containing a metal can surrounded by 
chopped ice and salt. Several hours later the ice cream 
would be ready. It was years after that that we were 
cranking the tin lizzy. And still more years when we 
sat at our crystal set, the ear phones tight against our 
ears, trying to “get” Pittsburgh but mostly getting 
squawks. 

Aren’t we glad we’ve advanced beyond such old- 
fashioned expedients? You bet we are. With all ad- 
mitted drawbacks, we’re well contented with the Here 
and Now. For our money, the best thing about the 
“eood old days” is that they’ve been superseded by 
these days. We like our comforts and conveniences— 
as do most other people. 

And without advertising we wouldn’t have them. 

Advertising doesn’t cause products to be made, but 
advertising makes us aware of them. Advertising creates 
the mass demand and lower prices. 

If the advertisers’ eyes are mainly on our dollars— 
so what? If we are “taken,” 
want to go. 

All this applies to jewelry merchandise which, in 


we're taken the way we 


respect to advertising, is not far removed from freezers, 
radios and cars, 

It’s definitely a good thing to make John Q. dis- 
satisfied with his 1930 watch, his linkless barrel-cuffs 
and his wife’s basket-set diamond ring. The modern 
replacements which the retailer promotes make people’s 
lives fuller, richer, happier. They do give pleasure of 
the most abiding kind. 

It is more than merchandising in which a jeweler par- 
ticipates, when he offers the latest in his many lines. It 
is a public service which his customers expect. It is a 
duty without which his business would dry up. 

We are now in the retailer’s buying season. He must 
now select his Christmas merchandise wisely and with 
imagination. He must order intelligently but boldly. He 
must be ready to satisfy the deep-seated, subconscious 
desires of his customers for that which is exciting and 
new. 

There is plenty of this kind of merchandise around. 
There are plenty of people with money who will be look- 
ing for it, come Christmas. 

Be sure they see it in your windows. 


Meera A Ree. 


Editor and Publisher 
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1847 ROGERS BROS. 


AMERICAS FINEST Si. VERPLATE You $ 29 
FALL Save... ) 
S/LVER fora 


on this 57 piece service for 8 
for a limited time only! with beautiful chest 






$ 
2 
a 


i: wal -lele} 4-3-8 -|- lel 
Over-all size: 42x29 inches No. E-136 


Display-A-Set protects your silver 


Resists Tarmsh...Repels Dust! 


the new, permanent... 















e Shows more —sells more! Wire, phone, write your 1847 ROGERS BROS. APPROVED 


: | WHOLESALE DISTRIBUTOR today for full details ! 
e Displays complete 52-piece set under sealed acetate prensa 


cover! Each piece fits into individual well. See this dramatic display at the A.N.R.J.A. Convention, 


; ; Sert Room, the Waldorf-Astoria Hotel! 
e Spotlights featured item on center pad! 


e Styled for permanent, year-round use with removable 
copy card, center panel! Easy to change for future use. 
e Converts to easel or hanging display! Folding wires for 


standing display, loops for hanging. 1 BR 4°7R Oo Gs ER Ss Rii<e Oo S 


Delivered, as shown, with merchandise, fall sale card oe , 
America’s Finest Silverplate 
and panel for less than cost of the merchandise alone! Made only by The International Silver Company, Meriden, Conn. 
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in home decoration... 
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the beautiful new*pattern in 


FCOMMUNI at 


A | PHBE FINEST SILWERP LATE 


Keyed to today's tastes, “Ballad’’* complemen’ 





Va the fine linens, traditional china, more elaborate 
ay’ décor now in demand, Whispers of a gracious P 
completely in the manner - of today . . . full-blown roses 

emerging from a sweeping, modern stem. Timeless | 
beauty in the Community* tradition, “Ballad” is styled to 


help you sell today’s design-conscious customers! 
Feature “Ballad” flatware and matching hollowware to capture the 
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Created in the Design Studios of Oneida Ltd. Silversmit 


*TRADEMARKS OF ONEIDA LTO.. ONEIDA, N 





See pages 221 to 225 for the big sales program that will introduce "Ballad" to your customers! 








